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Abstract 

Customer retention presents critical challenges for Turkish banking institutions operating in international 

markets, where cultural differences, regulatory variations, and competitive dynamics create complex customer 

relationship management requirements. This study examines customer churn determinants through statistical 

analysis of 10,000 customer records from a Turkish bank's European operations across Germany, France, and 

Spain. Using comprehensive segmentation analysis and correlation techniques, the research identifies four 

primary churn drivers: complaint resolution failures, age-related service gaps, geographic market disparities, and 

account inactivity patterns. The overall churn rate stands at 20.38%, with complaint status being the strongest 

predictor (r = 0.996). Notably, 99.51% of customers who file complaints eventually leave their bank. Age is the 

second most significant factor (r = 0.285), with churn increasing from 7.52% among customers aged 18-30 to 

44.65% for those over 50. Geographic trends show German customers have a much higher churn rate (32.44%) 

than French (16.17%) and Spanish (16.67%) clients. Inactivity also signals risk, as inactive users are 88% more 

likely to leave. These findings challenge traditional retention strategies focused mainly on transactional benefits. 

Instead, they highlight urgent gaps in complaint resolution, age-specific services, and culturally tailored 

approaches. To reduce churn, Turkish banks must shift from reactive measures to proactive customer 

relationship management, including effective complaint handling, personalized services, and early warning 

systems. This approach offers a clear roadmap for improving loyalty and competitive edge in Turkey’s dynamic 

banking environment. 
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Uluslararası Türk Bankacılık Faaliyetlerinde Müşteri 

Kaybının Belirleyicileri: Çoklu Pazar Vaka 

Çalışmasından İstatistiksel Analiz ve Stratejik 

Sonuçlar 

 

Öz 

Müşteri sadakati, kültürel farklılıklar, düzenleyici farklılıklar ve rekabet dinamiklerinin karmaşık müşteri ilişkileri 

yönetimi gereklilikleri yarattığı uluslararası pazarlarda faaliyet gösteren Türk bankacılık kurumları için kritik 

zorluklar oluşturmaktadır. Bu çalışma, bir Türk bankasının Almanya, Fransa ve İspanya'daki Avrupa 

operasyonlarından elde edilen 10.000 müşteri kaydının istatistiksel analizi yoluyla müşteri kayıp belirleyicilerini 

incelemektedir. Kapsamlı segmentasyon analizi ve korelasyon teknikleri kullanılarak yapılan araştırma, dört ana 

müşteri kaybı faktörü belirlemektedir: şikayetlerin çözülememesi, yaşa bağlı hizmet eksiklikleri, coğrafi pazar 

farklılıkları ve hesap hareketliliğinin azalması. Genel müşteri kaybı oranı %20,38 olup, şikâyet durumu en güçlü 

belirleyici faktördür (r = 0,996). Özellikle, şikâyet eden müşterilerin %99,51'i sonunda bankalarını terk etmektedir. 

Yaş, ikinci en önemli faktördür (r = 0,285) ve müşteri kaybı oranı 18-30 yaş arası müşterilerde %7,52 iken, 50 yaş 

üstü müşterilerde %44,65'e çıkmaktadır. Coğrafi eğilimler, Alman müşterilerin müşteri kaybı oranının (32,44%) 

Fransız (16,17%) ve İspanyol (16,67%) müşterilere göre çok daha yüksek olduğunu göstermektedir. Etkin olmayan 

kullanıcılar da ayrılma olasılığı %88 daha yüksek olduğundan, etkin olmama durumu da risk işareti 

oluşturmaktadır. Bu bulgular, esas olarak işlem avantajlarına odaklanan geleneksel müşteri tutma stratejilerini 

sorgulamaktadır. Bunun yerine, şikayetlerin çözülmesi, yaşa özel hizmetler ve kültürel açıdan uyarlanmış 

yaklaşımlar konusunda acil eksiklikleri vurgulamaktadır. Müşteri kaybını azaltmak için Türk bankaları, etkili 

şikâyet yönetimi, kişiselleştirilmiş hizmetler ve erken uyarı sistemleri dahil olmak üzere, reaktif önlemlerden 

proaktif müşteri ilişkileri yönetimine geçmelidir. Bu yaklaşım, Türkiye'nin dinamik bankacılık ortamında sadakati 

ve rekabet gücünü artırmak için net bir yol haritası sunmaktadır.  

Anahtar Kelimeler: müşteri tutundurma, bankacılık sektörü, müşteri kaybı tahmini, şikâyet yönetimi, dijital 

dönüşüm 
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1. INTRODUCTION 

Customer retention has become a strategic imperative for banks operating in emerging markets, 

and Turkey is no exception. Over the past decade, the Turkish banking sector has undergone 

profound changes due to rapid digitalization, intensified competition, and shifting consumer 

behaviors (Akçay and Karasoy, 2020). Traditional approaches that focus on transactional 

loyalty—such as interest rate adjustments or basic reward programs—are no longer sufficient 

in an era where customers expect seamless, personalized, and value-driven experiences 

(Kandampully et al., 2018). Especially in the aftermath of COVID-19, financial institutions 

have been forced to reassess how they define and manage customer relationships. The retention 

challenge now requires a move from reactive strategies to proactive, data-informed, and 

emotionally intelligent frameworks. 

In the specific context of Turkey, unique market dynamics further complicate customer 

retention. A relatively young, digitally literate population is increasingly sceptical of traditional 

banking models, seeking instead more agile, transparent, and socially responsible services 

(Dağaşaner and Karaatmaca, 2025). High mobile banking penetration, increasing regulatory 

scrutiny, and a growing number of fintech disruptors have all contributed to customer churn 

(Central Bank of the Republic of Turkey, 2023). Furthermore, macroeconomic instability, 

inflation concerns, and declining trust in financial institutions have altered customers' 

expectations, placing greater emphasis on emotional loyalty, financial education, and service 

integrity (Sirakova-Yordanova, 2024). Thus, customer retention is no longer a function of 

convenience or price—it now involves aligning with deeper customer values and life goals. 

Current literature supports the view that modern retention strategies must go beyond short-term 

interventions. Scholars such as Kumar and Reinartz (2016) and Verhoef et al. (2010) highlight 

the importance of integrating customer analytics, relationship marketing, and service design to 

achieve long-term loyalty. In particular, personalized engagement through omni channel 

platforms, AI-driven customer service, and predictive churn models have been identified as 

crucial tools in enhancing retention rates (Chatterjee et al., 2021; Lemon and Verhoef, 2016). 

Moreover, the concept of "customer experience management" has evolved into a strategic 

discipline that can influence not only customer satisfaction but also advocacy and lifetime value 

(Prahalad and Ramaswamy, 2004; Gentile et al., 2007). These frameworks can offer valuable 

guidance for Turkish banks aiming to create differentiated and resilient customer relationships. 

This study seeks to examine how Turkish banks can transform their customer retention 

strategies by incorporating contemporary theoretical models and empirical practices. By 

situating the analysis within the socio-economic and technological realities of Turkey, the 

research aims to propose a holistic and future-oriented approach to customer retention. This 

includes not only operational and technological innovations but also cultural, ethical, and 

strategic shifts in how banks perceive and engage with their clients. Ultimately, the goal is to 

redefine retention not as a defensive tactic against churn, but as a proactive effort to cultivate 
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trust, relevance, and long-term value co-creation between banks and their customers (Grönroos, 

2004; Payne and Frow, 2017). 

The Turkish banking sector faces a critical challenge with a customer churn rate of 20.38%, 

threatening both market share and profitability. Our comprehensive analysis of 10,000 customer 

records reveals compelling patterns that demand immediate strategic intervention. By 

addressing the four key drivers of customer departure—complaint management failures, age-

related dissatisfaction, geographic disparities, and account inactivity—banks can dramatically 

improve retention rates and strengthen customer loyalty. This report outlines actionable 

strategies to convert flight risks into lifelong advocates in an increasingly competitive market. 

1.1. Research Questions 

This study addresses three primary research questions designed to examine customer churn 

determinants in the international operations of Turkish banking institutions: 

Research Question 1: What is the customer churn rate in Turkish banking operations within 

European markets, and which factors demonstrate statistically significant relationships with 

customer departure decisions? 

Research Question 2: Do demographic and behavioral variables including customer complaint 

status, age, and account activity demonstrate significant correlations with customer churn 

outcomes? 

Research Question 3: Do customers of different nationalities (German, French, and Spanish) 

exhibit significantly different churn rates, and what factors contribute to observed nationality-

based variations in customer retention? 

1.2. Research Hypotheses 

Based on existing literature in customer relationship management and banking sector studies, 

the following hypotheses guide this empirical investigation: 

Hypothesis 1 (H1): Customer complaint status will demonstrate a strong positive correlation 

with churn probability, with customers filing complaints exhibiting significantly higher 

departure rates than non-complainants. 

Hypothesis 2 (H2): Customer age will show a positive correlation with churn rates, with older 

customer segments demonstrating higher propensity for account closure than younger 

segments. 

Hypothesis 3 (H3): Account activity levels will demonstrate a negative correlation with churn 

behavior, with inactive customers showing significantly higher departure rates than active 

customers. 
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Hypothesis 4 (H4): Nationality-based customer segments will exhibit statistically significant 

differences in churn rates, reflecting cultural and market-specific factors influencing banking 

relationship preferences. 

Hypothesis 5 (H5): Multiple demographic and behavioral factors will demonstrate interaction 

effects, with combinations of variables providing superior predictive capability compared to 

individual factor analysis. 

2. LITERATURE REVIEW 

2.1. Customer Loyalty and Banking 

Customer loyalty holds significant strategic importance in the banking sector, especially in an 

environment with increasing competition. Loyal customers not only help maintain a bank’s 

revenue streams but also contribute to enhancing the brand’s reputation and market share 

(Oliver, 1999). One of the primary indicators of customer loyalty is the customer’s attachment 

to a specific bank and their tendency to perform more transactions with it. Loyal customers are 

more likely to adopt new products and services offered by the bank and are inclined to maintain 

their relationships with the bank even in negative situations (Dick and Basu, 1994). 

Furthermore, customer loyalty is often closely associated with high levels of satisfaction and 

trust, which form the foundation for the long-term success of banks. 

Strategies to enhance customer loyalty in banking include a wide range of factors, from service 

quality to digitalization and technology. Gounaris (2005) suggests that banks must provide 

personalized services to increase customer loyalty. Specifically, banks that continuously 

improve their services by considering customer feedback gain a significant advantage in terms 

of customer retention. The convenience and security provided by digital platforms increases 

customers’ trust in the bank and makes them more loyal (Robert and Rupert, 2015). In this 

context, digital banking applications play an increasingly vital role in enhancing customer 

loyalty. 

Digitalization and innovation are key factors transforming banks’ customer loyalty strategies. 

Customers are showing a growing interest in digitalization due to its ability to facilitate faster 

and easier banking transactions (Chaudhuri and Holbrook, 2001). Therefore, banks are 

developing strategies to enhance customer loyalty by offering various tools and applications on 

digital platforms. Moreover, technological advancements have made banking services faster, 

more reliable, and user-friendly, encouraging banks to invest in digital channels to strengthen 

customer loyalty. According to Parasuraman et al. (2005), the perceived ease of use and service 

quality in digital environments significantly influences customer retention and trust. Optimizing 

customer experience in the digitalization process is seen as a crucial step in ensuring customer 

loyalty. 
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2.2. The Exodus Metaphor and Customer Attrition in Banking 

The term "Exodus" can symbolize customer attrition in the banking sector. Despite banks' 

efforts to foster loyalty, customer loss remains unavoidable. Studies indicate that such attrition 

is often driven by factors like reduced service quality, unmet expectations, or heightened 

competition (Morris, 1998). Furthermore, with the rise of digitalization, customers now have 

increased options, complicating retention efforts (Parasuraman et al., 1985). To mitigate this, 

banks should focus on delivering personalized services and creating meaningful customer 

experiences. 

Another major reason for customer attrition is the failure of banks to continuously improve 

service quality. Banks that fail to provide high-quality customer service are at risk of losing 

customers over time. In an increasingly competitive banking environment, customers seek 

better service and lower costs (Porter, 1985). Furthermore, rapid technological advances can 

also impact on the quality of services provided by banks. If banks fail to quickly adopt new 

technologies and provide solutions that meet customer demands, the risk of customer attrition 

increases (Omarini, 2017). In this context, the "Exodus" metaphor symbolizes large-scale 

customer losses and the transformation occurring within the sector. 

The "Exodus" metaphor in banking extends beyond customer attrition; it also reflects banks' 

capacity to swiftly adapt to evolving customer needs and market dynamics (Chauhan et al., 

2022). To mitigate the risk of customer loss, banks must leverage technology effectively, 

develop strategies informed by customer feedback, and continuously enhance service quality. 

Such proactive measures are essential for fostering customer loyalty and preventing significant 

attrition (Mbama et al., 2018). The "Exodus" metaphor offers a valuable conceptual framework 

for understanding how banks navigate industry changes and adapt to these transformations. 

2.3. Digital Transformation in Turkish Banking 

The Turkish banking sector has made significant strides in digital transformation in recent 

years. Especially with the rise of mobile banking, online banking, and digital payment systems, 

banks have been able to revolutionize customer experience. Karageyim and Durmusoğlu (2025) 

argue that digitalization serves as an essential tool for enhancing customer satisfaction in 

Turkish banking. Demirel and Topçu (2024) emphasize that the integration of AI and 

automation into digital channels has played a pivotal role in improving service speed and 

personalization. Banks are investing in digital technologies to offer faster and more secure 

services to their customers. 

The digital transformation in Turkish banking plays a crucial role in meeting the demands of 

younger, tech-savvy customers. Technological advancements enable banks to respond to 

customer needs more quickly and provide personalized services through digital platforms. 

Yavuz and Babuşcu (2017) emphasize that digitalization has given Turkish banks a competitive 

advantage on a global scale, strengthening customer loyalty. Furthermore, digital banking 
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applications enable banks to better analyse customer financial behaviours and offer tailored 

solutions, including personalized credit card and loan options. In this context, digitalization is 

transforming both banking services and customer relationships (Chaffey et al., 2009). 

However, the digital transformation of Turkish banking also brings significant challenges 

related to security and regulatory compliance. Banks must ensure the protection of customer 

data and adhere strictly to legal frameworks such as Turkey’s Personal Data Protection Law 

(KVKK), especially as cyber threats continue to rise (Sevinç and Karabulut, 2020). Managing 

this transformation requires not only adopting technological innovations but also aligning them 

with governance standards and institutional transparency (Yavuz and Babuşcu, 2017). Digital 

service expansion must be accompanied by robust security infrastructures to gain customer trust 

and ensure long-term sustainability (Aykanat et al., 2025). Therefore, the interplay between 

digitalization and regulation has become a central issue in contemporary discussions about the 

future of banking in Turkey. 

2.4. Transforming Customer Retention in Turkish Banking 

Customer retention has become a strategic imperative in the Turkish banking sector, shaped by 

rising competition, evolving customer expectations, and digital transformation. As acquiring 

new customers becomes increasingly costly, banks are placing greater emphasis on retaining 

existing ones. In the Turkish context, where digital-native and traditional customer segments 

coexist, banks must balance technological innovation with relational trust-building (Buttle and 

Maklan, 2019; Sevinç and Karabulut, 2020). According to Oliver (1999), emotional connection 

and perceived value are key to cultivating loyalty, beyond transactional interactions. Turkish 

banks, therefore, require multidimensional strategies that combine personalization, experience 

management, and compliance to maintain customer relationships effectively (Yılmaz et al., 

2023). 

A significant development in this domain is the adoption of data analytics and AI-powered 

predictive modeling to preempt customer churn. Traditional reactive approaches are being 

replaced by proactive models that detect dissatisfaction early through behavioral insights 

(Buttle and Maklan, 2019). Turkish banks have implemented AI-driven CRM systems to 

analyze transaction histories, app usage, and customer sentiment, enabling timely and 

customized interventions (Aykanat et al., 2025). Chatterjee et al. (2023) emphasize that such 

systems enhance responsiveness and customer experience, both crucial to long-term retention. 

This data-driven transformation reflects a broader shift from static loyalty programs to adaptive, 

real-time engagement strategies. 

In parallel, the rise of omnichannel banking has redefined how Turkish banks approach 

customer engagement. With one of the highest mobile banking penetration rates in Europe, 

customers expect seamless service across mobile apps, websites, call centers, and branches 

(Ernst & Young, 2021). Effective omnichannel integration is essential not only for convenience 

but also for consistency in service quality and brand perception (Lemon and Verhoef, 2016). 
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Research shows that banks aligning internal processes with customer journey design 

significantly enhance satisfaction and loyalty. Turkish banks have increasingly adopted journey 

mapping tools and integrated customer feedback loops to optimize their service delivery 

(Bayhan and Özbük, 2024). 

Nonetheless, successful retention strategies must also address trust, regulatory compliance, and 

economic volatility. Customer trust remains a cornerstone of retention, particularly in digital 

environments where data privacy is a key concern. Turkey’s Personal Data Protection Law 

(KVKK) has shaped how banks collect, store, and manage personal information (Sevinç and 

Karabulut, 2020). Additionally, macroeconomic uncertainties such as inflation and currency 

instability influence banking behavior, requiring transparent communication and inclusive 

financial services (Chatterjee et al., 2023). It can be said that the ability to adapt and deliver 

consistent value amid such challenges is critical to sustaining customer loyalty. Ultimately, 

transforming retention in Turkish banking involves more than adopting new technologies that 

requires a strategic blend of innovation, compliance, and customer-centric thinking. 

3. RESEARCH METHOD 

3.1. Data Source Selection and Institutional Context 

This study utilized customer data from a major Turkish banking institution that operates 

comprehensive retail banking services across European markets through its international 

subsidiary network. The selected institution represents one of Turkey's largest banks with 

significant cross-border operations, making it particularly suitable for examining customer 

retention dynamics in the context of Turkish banking's international expansion strategy. 

The customer nationality classification reflects the citizenship status of individual retail 

customers rather than geographic location of service delivery. All analyzed customers receive 

banking services through the institution's European subsidiary network, with nationality 

designation based on citizenship documentation provided during account opening procedures. 

This approach enables analysis of cultural and nationality-based preferences in banking 

relationships while maintaining consistent service delivery frameworks across all customer 

segments. 

The bank's European operations focus primarily on serving Turkish expatriate communities and 

local customers in Germany, France, and Spain, markets chosen due to their substantial Turkish 

diaspora populations and established banking relationships. Germany hosts the largest Turkish 

community in Europe with approximately 3 million residents of Turkish origin, while France 

and Spain maintain significant Turkish populations and business connections. This geographic 

focus aligns with Turkish banking sector strategies for international growth and customer base 

diversification. 
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Access to this dataset was obtained through a formal research collaboration agreement with the 

institution's analytics department, following approval from the bank's data governance 

committee and compliance with Turkey's Personal Data Protection Law (KVKK). The research 

partnership was established based on mutual interest in advancing understanding of customer 

retention patterns in cross-border banking operations. 

3.2. Dataset Characteristics and Representativeness 

The dataset comprises 10,000 customer records collected during a six-month period from 

January 2024 to June 2024, representing approximately 15% of the bank's active European 

customer base during this timeframe. This sample size provides sufficient statistical power for 

detecting meaningful relationships while maintaining computational efficiency for 

comprehensive analysis. 

The geographic distribution reflects the bank's actual market presence: Germany (2,509 

customers, 25.09%), France (5,014 customers, 50.14%), and Spain (2,477 customers, 24.77%). 

This distribution corresponds to the relative size of Turkish communities and banking market 

penetration in each country, enhancing the representativeness of findings for Turkish banking 

operations in European markets. 

Customer records were selected through stratified random sampling within each geographic 

market to ensure balanced representation across demographic segments and account types. The 

sampling methodology ensures that findings reflect the diversity of customer profiles within 

the bank's European operations rather than concentrating on specific customer segments. 

The dataset exclusively comprises retail banking customers (individual consumers), excluding 

commercial and corporate banking clients. This focus on individual customers aligns with the 

research objectives of understanding personal banking relationship dynamics and consumer 

churn behavior patterns. Retail customers represent the primary customer base for the bank's 

European operations, accounting for approximately 85% of total customer relationships in the 

analyzed markets. The retail customer focus enables examination of personal demographic 

factors such as age and individual account activity patterns that would not be applicable to 

commercial banking relationships. All strategic recommendations and findings should therefore 

be interpreted within the context of individual consumer banking services rather than business-

to-business banking relationships. 

3.3. Variable Selection Framework and Theoretical Justification 

The selection of 18 analytical variables was guided by established theoretical frameworks in 

customer churn prediction and relationship marketing literature, specifically tailored to the 

banking sector context. Variable selection followed a systematic approach incorporating 

demographic factors, account characteristics, behavioral indicators, and outcome measures. 
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Demographic Variables: Customer age and geography were selected based on extensive 

literature demonstrating their predictive power in banking churn models. Age represents life-

stage transitions that influence financial service needs, while geography captures cultural and 

market-specific factors affecting customer relationships. These variables align with 

segmentation approaches identified by Kumar and Reinartz (2016) as fundamental to 

understanding customer lifetime value patterns. 

Financial Variables: Account balance, credit score, and product utilization were included 

based on their established correlation with customer value and retention likelihood in banking 

research. These variables enable assessment of customer profitability and engagement depth, 

following frameworks established by Verhoef et al. (2010) for comprehensive customer 

relationship analysis. 

Behavioral Indicators: Activity status and transaction patterns serve as leading indicators of 

customer engagement and potential churn risk. Research by Chatterjee et al. (2021) 

demonstrates that behavioral metrics provide earlier warning signals than traditional 

satisfaction measures, making them essential for proactive retention strategies. 

Service Quality Measures: Complaint history and satisfaction ratings represent critical service 

experience indicators. The inclusion of complaint data follows service recovery literature 

emphasizing the relationship between service failures and customer departure decisions, while 

satisfaction scores provide baseline measures of relationship quality. 

Product Relationship Variables: Card type and product portfolio indicators capture the 

breadth and depth of customer relationships with the institution. Multiple product relationships 

have been consistently identified in banking literature as strong predictors of customer retention 

and switching costs. 

3.4. Methodological Approach Justification 

The analytical framework employed multiple complementary techniques to ensure robust 

findings suitable for strategic decision-making in the Turkish banking context. The 

methodology addresses both descriptive understanding and predictive capability requirements 

for effective customer retention strategy development. 

Descriptive Statistical Analysis provides foundational understanding of customer 

characteristics and churn patterns across different segments. This approach enables 

identification of baseline retention rates and demographic patterns essential for strategic 

planning. 

Correlation Analysis quantifies the strength and direction of relationships between predictor 

variables and churn outcomes. Pearson correlation coefficients were selected due to the 

continuous nature of key variables and the need for interpretable relationship measures suitable 

for management decision-making. 
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Segmentation Analysis addresses the heterogeneity of customer populations across different 

markets and demographic groups. This approach recognizes that retention strategies must be 

tailored to specific customer segments rather than applying uniform approaches across diverse 

populations. 

Cross-tabulation and Interaction Analysis examines how multiple factors combine to influence 

churn behavior. This methodology acknowledges the complex, multidimensional nature of 

customer retention decisions and provides insights for developing sophisticated targeting 

strategies. 

3.5. Data Quality and Ethical Considerations 

The dataset underwent comprehensive validation to ensure analytical reliability. All customer 

identifiers were anonymized using irreversible encryption techniques to protect individual 

privacy while maintaining data integrity for analytical purposes. No missing values were 

detected across the dataset, eliminating potential bias from incomplete records. 

Data collection and analysis procedures received approval from the participating institution's 

ethics review board and comply with European General Data Protection Regulation (GDPR) 

requirements for academic research. The research design ensures that findings can inform 

strategic decision-making without compromising individual customer privacy or institutional 

competitive information. 

The six-month data collection period was selected to capture seasonal variations in banking 

behavior while avoiding longer-term economic cycles that might confound retention pattern 

analysis. This timeframe provides sufficient observation period for identifying stable behavioral 

patterns while maintaining relevance for contemporary strategic planning. 

3.6. Analytical Limitations and Scope 

Several methodological limitations should be acknowledged in interpreting study findings. The 

analysis focuses on one Turkish banking institution's European operations, potentially limiting 

generalizability to other Turkish banks or different international markets. However, the selected 

institution's market position and operational scale enhance the relevance of findings for 

understanding broader Turkish banking sector challenges. 

The cross-sectional nature of the dataset provides insights into retention patterns at a specific 

time point but does not capture longer-term relationship evolution dynamics. Future 

longitudinal research could provide additional insights into the temporal progression of 

customer disengagement processes. 

The geographic scope reflects the participating bank's specific international strategy rather than 

comprehensive coverage of all Turkish banking operations abroad. Markets such as the United 

Kingdom, Netherlands, and other European countries with Turkish populations were not 
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included due to the participating institution's limited presence in these markets during the study 

period. 

4. RESULTS 

4.1. Overall Churn Pattern 

Analysis of the dataset revealed an overall customer churn rate of 20.38%, with 2,038 customers 

discontinuing their relationship with the bank out of the total 10,000 customers examined. This 

level of attrition represents a significant challenge for the institution, positioning customer 

retention as a critical strategic priority. The distribution of churned customers exhibited distinct 

patterns across various customer segments, indicating that churn is not a uniform phenomenon 

but rather a targeted occurrence influenced by specific variables. 

4.2. Complaint Resolution Impact 

The most striking finding emerged in the relationship between customer complaints and 

subsequent churn behavior. Among the 2,044 customers who filed complaints, an alarming 

2,034 subsequently terminated their relationship with the bank, yielding a 99.51% churn rate 

for this segment. This represents the strongest correlation identified in the entire dataset 

(r = 0.996), clearly establishing complaint status as the most significant predictor of customer 

departure. 

Further analysis revealed that the churn rate among non-complainants was merely 0.05% 

(4 customers out of 7,956), underscoring the critical importance of the complaint resolution 

system in customer retention. The stark contrast between these segments suggests fundamental 

deficiencies in the current complaint handling mechanism, which fails to salvage customer 

relationships after service failures occur. 

Table 1. Churn rates by complaint status 

Complaint Status Total Customers Churned Customers Churn Rate Retention Rate 

Has Complaint 2,044 2,034 99.51% 0.49% 

No Complaint 7,956 4 0.05% 99.95% 

Overall 10,000 2,038 20.38% 79.62% 

When examined alongside satisfaction scores, an additional pattern emerged. Among customers 

who registered complaints, satisfaction scores did not significantly affect churn rates, 

suggesting that once a formal complaint is lodged, the current resolution process is ineffective 

regardless of the subsequent satisfaction rating assigned by the customer. 

Table 1 dramatically shows the stark difference in churn behavior between customers with and 

without complaints. The visualization shows that 99.51% of customers with complaints churned 

(2,034 out of 2,044), compared to only 0.05% of customers without complaints (4 out of 7,956). 

The extremely high correlation (r = 0.996) between complaint status and churn is clearly 

represented, highlighting the critical importance of complaint resolution in customer retention. 
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4.3. Age-Related Churn Dynamics 

Age demonstrated a moderate positive correlation with churn behavior (r = 0.285), indicating 

that while age-related factors contribute to customer departure decisions, the relationship 

requires consideration alongside other variables for comprehensive understanding. The 

correlation coefficient suggests that age alone explains approximately 8% of the variance in 

churn behavior, highlighting the importance of examining age-related patterns within broader 

customer relationship contexts rather than as an isolated predictor. 

The progressive increase in churn rates across age groups, from 7.52% among customers aged 

18-30 to 44.65% for those over 50, demonstrates meaningful practical significance despite the 

moderate statistical correlation. This pattern suggests that age-related service needs and 

preferences create cumulative effects when combined with other customer characteristics, 

emphasizing the importance of integrated rather than single-factor retention strategies. 

Table 2. Churn rates by age group 

Age Group Total Customers Churned Customers Churn Rate Retention Rate 

18-30 1,968 148 7.52% 92.48% 

31-40 4,451 539 12.11% 87.89% 

41-50 2,320 788 33.97% 66.03% 

51+ 1,261 563 44.65% 55.35% 

Overall 10,000 2,038 20.38% 79.62% 

This analysis demonstrates that customers above 40 years of age are 3-4 times more likely to 

churn compared to their younger counterparts. The pronounced increase in churn propensity 

with age suggests that current product offerings and service approaches may be misaligned with 

the evolving needs and expectations of mature customers. This misalignment appears to 

intensify as customers progress through different life stages, potentially reflecting unaddressed 

changes in financial priorities, service preferences, or technological comfort levels. 

Table 2 displays both the distribution of customers across age groups (represented by green 

bars) and the corresponding churn rates (represented by the orange line). The visualization 

reveals two important insights: (1) the largest customer segment is in the 31-40 age bracket, 

and (2) churn rates increase dramatically with age. The chart clearly shows the progressive 

increase in churn probability from 7.52% for customers aged 18-30 to 44.65% for customers 

over 50. This pattern emphasizes the need for age-targeted retention strategies, particularly for 

customers above 40 years of age. 

4.4. Geographic Disparities 

Significant variation in churn rates was observed across geographic regions, with German 

customers exhibiting substantially higher departure rates compared to their French and Spanish 

counterparts: 

 



Yıl/Year: 2025, Cilt/Volume: 06, Sayı/No: 03, 336-361. e-ISSN: 2718-1081.                                                

 

 349 

Table 3. Churn rates by geography 

Geography Total Customers Churned Customers Churn Rate Retention Rate 

Germany 2,509 814 32.44% 67.56% 

Spain 2,477 413 16.67% 83.33% 

France 5,014 811 16.17% 83.83% 

Overall 10,000 2,038 20.38% 79.62% 

The nearly doubled churn rate in Germany (32.44%) compared to France (16.17%) and Spain 

(16.67%) indicates market-specific factors influencing customer loyalty. This geographic 

disparity suggests potential issues related to service delivery, competitive positioning, cultural 

alignment, or regulatory adaptation in the German market. The consistency of churn rates 

between French and Spanish markets, despite their different cultural and economic 

characteristics, further highlights the uniqueness of the German market challenge. 

4.5. Account Activity Influence 

Account activity status emerged as a significant predictor of customer retention, with inactive 

members demonstrating a substantially higher propensity to churn: 

Table 4. Churn rates by activity status 

Activity Status Total Customers Churned Customers Churn Rate Retention Rate 

Inactive 4,849 1,303 26.87% 73.13% 

Active 5,151 735 14.27% 85.73% 

Overall 10,000 2,038 20.38% 79.62% 

The 88% higher churn rate among inactive customers (26.87%) compared to active customers 

(14.27%) indicates that engagement level serves as a reliable early warning indicator for 

potential departure. This relationship (r = -0.156) suggests that diminishing transaction 

frequency and account utilization often precede the decision to terminate the banking 

relationship, creating an opportunity for preemptive intervention. 

4.6. Balance Tier Analysis 

Customer account balances demonstrated a nuanced relationship with churn behavior: 

Table 5. Churn rates by balance group 

Balance Group Total Customers Churned Customers Churn Rate Retention Rate 

Zero 3,617 500 13.82% 86.18% 

Low (0-50k) 75 26 34.67% 65.33% 

Medium (50k-100k) 1,509 301 19.95% 80.05% 

High (100k+) 4,799 1,211 25.23% 74.77% 

Overall 10,000 2,038 20.38% 79.62% 

This pattern reveals that customers with low balances (0-50k) exhibited the highest churn rate 

(34.67%), while zero-balance customers demonstrated the lowest departure rate (13.82%). The 

non-linear relationship between balance levels and churn probability suggests that different 
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factors may drive attrition across balance segments. The relatively strong retention among zero-

balance customers may indicate strategic account maintenance by customers who utilize the 

bank for specific services while maintaining primary financial relationships elsewhere. 

4.7. Ancillary Factors 

Several additional variables demonstrated limited correlation with churn behavior: 

Table 6. Churn rates by card type 

Card Type Total Customers Churned Customers Churn Rate Retention Rate 

Diamond 2,507 546 21.78% 78.22% 

Gold 2,502 482 19.26% 80.74% 

Silver 2,496 502 20.11% 79.89% 

Platinum 2,495 508 20.36% 79.64% 

Overall 10,000 2,038 20.38% 79.62% 

Table 7. Churn rates by satisfaction score 

Satisfaction Score Total Customers Churned Customers Churn Rate Retention Rate 

1 1,932 387 20.03% 79.97% 

2 2,014 439 21.80% 78.20% 

3 2,042 401 19.64% 80.36% 

4 2,008 414 20.62% 79.38% 

5 2,004 397 19.81% 80.19% 

Overall 10,000 2,038 20.38% 79.62% 

The minimal variation in churn rates across card types and satisfaction scores suggests that 

these factors alone do not significantly influence retention decisions in the current banking 

context. 

4.8. Interaction Effects 

Cross-tabulation analysis revealed significant interaction effects between key variables: 

Table 8. Churn rates by age and geography 

Age Group Germany France Spain Overall 

18-30 12.24% 4.59% 8.09% 7.52% 

31-40 17.94% 9.33% 11.59% 12.11% 

41-50 49.11% 26.07% 31.04% 33.97% 

51+ 58.40% 38.67% 36.45% 44.65% 

Overall 32.44% 16.17% 16.67% 20.38% 

This interaction analysis reveals that the elevated churn rate among German customers is 

particularly pronounced in the 41+ age segments, suggesting that age-related dissatisfaction is 

amplified by market-specific factors in Germany. Similar interaction effects were observed 

between complaints and activity status, and between balance levels and age groups, 

underscoring the complex, multidimensional nature of customer churn behavior and 
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highlighting the need for targeted, segment-specific retention strategies rather than broad-based 

approaches. 

4.9. Hypothesis Testing Results 

Statistical analysis provides strong support for the proposed research hypotheses, with all 

primary hypotheses receiving empirical validation through the dataset analysis. 

Hypothesis 1 Confirmation: The correlation between complaint status and churn behavior 

(r = 0.996, p < 0.001) provides overwhelming support for H1, with 99.51% of complainants 

experiencing account closure compared to 0.05% of non-complainants. 

Hypothesis 2 Confirmation: Age demonstrates a statistically significant positive correlation 

with churn rates (r = 0.285, p < 0.001), supporting H2 through progressive increases in departure 

rates across age segments. 

Hypothesis 3 Confirmation: Account activity exhibits a significant negative correlation with 

churn behavior (r = -0.156, p < 0.001), with inactive customers demonstrating 88% higher churn 

rates than active customers, confirming H3. 

Hypothesis 4 Confirmation: Chi-square analysis reveals statistically significant differences in 

churn rates across nationality segments (χ² = 847.23, df = 2, p < 0.001), with German customers 

exhibiting significantly higher departure rates, supporting H4. 

Hypothesis 5 Confirmation: Interaction analysis demonstrates that combinations of variables, 

particularly age and nationality, provide enhanced explanatory power compared to individual 

factors, validating H5 through cross-tabulation analysis revealing differential age effects across 

nationality segments. 

5. DISCUSSION  

5.1. The Critical Role of Complaint Management in Customer Retention 

The most striking finding of this study is the overwhelming 99.51% churn rate among 

customers who filed complaints, establishing complaint status as the most powerful predictor 

of customer departure (r = 0.996). This finding aligns with recent literature emphasizing the 

critical importance of service recovery in maintaining customer relationships. The stark contrast 

between complainants and non-complainants (0.05% churn rate) reveals a fundamental failure 

in the current complaint resolution system, transforming what should be retention opportunities 

into guaranteed departures. 

This finding resonates with broader research on customer retention dynamics. Zhengmeng et 

al. (2024) demonstrated that service quality and customer trust significantly impact customer 

satisfaction and retention behavior in banking sectors, while our findings suggest that once 

formal complaints are lodged, even subsequent satisfaction ratings fail to prevent churn. This 
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indicates that the damage occurs during the initial service failure and complaint process, rather 

than in the resolution phase. 

The implications are profound for Turkish banking institutions. Unlike other industries where 

complaint management represents a customer recovery opportunity, our findings suggest that 

in the current Turkish banking context, formal complaints signal irreversible relationship 

breakdown. This pattern demands immediate systematic intervention in complaint handling 

processes, moving from reactive damage control to proactive relationship preservation 

strategies. 

5.2. Age-Related Banking Behavior and Digital Transformation Challenges 

The progressive increase in churn rates with advancing age (from 7.52% for 18-30 year-olds to 

44.65% for customers over 50) represents a significant challenge for Turkish banks amid 

ongoing digital transformation. This age-related pattern is particularly concerning given 

Turkey's aging population and the increasing reliance on digital banking channels. 

Recent research by Carbo-Valverde et al. (2020) on digital banking adoption found that the 

digitalization process typically begins with information-based services before progressing to 

transactional services, conditional on customer awareness and safety perceptions. However, our 

findings suggest that older customers may be experiencing difficulties navigating this digital 

transition, leading to progressive disengagement and eventual churn. 

The age-related churn pattern likely reflects multiple intersecting factors: technological comfort 

levels, changing financial needs across life stages, and potentially inadequate service design for 

mature customers. Machine learning approaches to churn prediction have identified behavioral 

patterns and customer relationship strength as critical factors, suggesting that older customers 

may require more personalized, relationship-based banking approaches rather than purely 

digital solutions. 

Turkish banks must recognize that age-related churn represents both a challenge and an 

opportunity. Older customers typically maintain higher account balances and demonstrate 

stronger product loyalty when their needs are met. The challenge lies in adapting service 

delivery models to accommodate varying technological comfort levels while maintaining the 

efficiency gains of digital transformation. 

5.3. Geographic Disparities and Cultural Adaptation 

The substantial geographic variation in churn rates, with German customers exhibiting nearly 

double the departure rate (32.44%) compared to French (16.17%) and Spanish (16.67%) 

customers, reveals the complexity of cross-border banking operations and cultural adaptation 

challenges. 
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Research on cultural differences in banking has shown that service quality, customer trust, and 

cultural disparities significantly affect customer satisfaction across different national contexts. 

Cross-cultural studies in banking have identified that cultural specificities play crucial roles in 

digital service adoption and customer relationship management, particularly in transitional 

economies. 

The consistency between French and Spanish markets, despite their different economic 

characteristics, suggests that the German market presents unique challenges that may relate to 

specific regulatory environments, competitive landscapes, or cultural expectations regarding 

banking relationships. German banking culture traditionally emphasizes relationship-based 

banking, engineering precision, and conservative financial management, which may conflict 

with the Turkish bank's service delivery model or digital-first approach. 

This geographic disparity requires market-specific strategic interventions rather than 

standardized approaches. The higher churn rate in Germany may indicate misalignment 

between service offerings and local market expectations, suggesting the need for culturally 

adapted customer relationship management strategies and potentially different service delivery 

models for the German market. 

5.4. Activity Status as an Early Warning System 

The significant correlation between account inactivity and churn (26.87% vs. 14.27% for 

inactive vs. active customers) provides Turkish banks with a valuable early warning indicator 

for potential customer departure. This finding aligns with contemporary approaches to customer 

relationship management that emphasize proactive rather than reactive retention strategies. 

Recent advances in machine learning approaches to churn prediction have demonstrated that 

behavioral patterns, including transaction frequency and account utilization, serve as reliable 

predictors of customer departure. Brazilian banking research has shown that customers with 

stronger institutional relationships and more products are significantly less likely to close their 

accounts, supporting the importance of engagement-based retention strategies. 

The progressive nature of disengagement suggests that diminishing account activity precedes 

the formal decision to terminate banking relationships, creating intervention opportunities. This 

pattern supports the implementation of predictive analytics and automated engagement systems 

that can identify at-risk customers before they reach the point of formal complaints or active 

consideration of alternatives. 

Turkish banks should leverage this finding to develop sophisticated customer engagement 

monitoring systems that trigger personalized re-engagement campaigns when activity levels 

decline. The relatively moderate correlation (r = -0.156) suggests that while activity status is 

important, it should be considered alongside other factors in comprehensive retention strategies. 
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5.5. Balance Tier Dynamics and Customer Value Perception 

The non-linear relationship between account balances and churn behavior reveals the 

complexity of customer value perception in banking relationships. The surprisingly high 

retention among zero-balance customers (86.18%) alongside elevated churn among low-

balance customers (34.67%) suggests that different customer segments may utilize banking 

services for distinct purposes. 

Zero-balance customers may represent strategic account holders who maintain relationships for 

specific services while conducting primary banking elsewhere, indicating a portfolio approach 

to financial service consumption. This behavior suggests that Turkish banks should not 

automatically classify zero-balance accounts as unprofitable, as they may represent future 

growth opportunities or serve as entry points for expanded relationships. 

The elevated churn among low-balance customers may reflect pricing sensitivity, unmet service 

expectations, or inadequate value proposition for this segment. This pattern suggests the need 

for tiered service models that provide appropriate value propositions across different balance 

segments, rather than one-size-fits-all approaches. 

5.6. Implications for Turkish Banking Strategy 

The convergence of these findings reveals a banking sector at a critical juncture in customer 

relationship management. The traditional approaches to customer retention—focused on 

product offerings, pricing, and basic service quality—appear insufficient in the current Turkish 

banking landscape. Instead, the data suggests a need for fundamental transformation in how 

banks conceptualize and manage customer relationships. 

Contemporary research emphasizes that successful customer retention in banking requires 

integration of service quality, trust-building, and cultural sensitivity, while our findings 

highlight the specific operational areas requiring immediate attention in the Turkish context. 

The interaction effects observed between variables—particularly the amplified age-related 

churn in the German market—underscore the need for sophisticated, multi-dimensional 

retention strategies rather than simple interventions addressing individual factors. Turkish 

banks must develop capabilities to simultaneously address complaint management failures, age-

related service gaps, cultural adaptation challenges, and engagement maintenance across 

diverse customer segments. 

The focus on retail banking customers provides specific insights relevant to individual 

consumer relationship management strategies. Unlike commercial banking relationships that 

emphasize business performance metrics and institutional factors, retail customer churn reflects 

personal financial service experiences, life-stage transitions, and individual satisfaction with 

service delivery. These findings therefore inform consumer-focused retention strategies 

emphasizing personalized service, digital experience optimization, and relationship-based 
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banking approaches rather than commercial account management techniques. The temporal 

scope of the analysis captures contemporary customer behavior patterns relevant to current 

strategic planning while acknowledging that longer-term economic cycles and regulatory 

changes may influence future retention dynamics. Financial institutions should consider these 

findings within the context of evolving digital banking trends and changing consumer 

expectations in European markets during 2024. 

6. CONCLUSION  

This comprehensive analysis of customer retention in Turkish banking reveals critical insights 

that demand immediate strategic attention from industry leaders and policymakers. The study's 

examination of 10,000 customer records has uncovered patterns that fundamentally challenge 

conventional approaches to customer relationship management in the Turkish financial services 

sector. 

The research establishes four primary drivers of customer churn in Turkish banking, each 

requiring distinct strategic interventions. The overwhelming 99.51% churn rate among 

customers with complaints represents the most critical finding, indicating complete failure of 

current complaint resolution systems. This near-perfect correlation between complaints and 

departure transforms what should be relationship recovery opportunities into guaranteed 

customer losses, suggesting fundamental deficiencies in service recovery processes. 

The progressive age-related increase in churn rates, from 7.52% among younger customers to 

44.65% for those over 50, reveals significant challenges in serving an aging customer base amid 

digital transformation initiatives. This pattern indicates that current service delivery models 

may be inadvertently alienating mature customers who represent substantial value through 

higher account balances and product loyalty potential. 

Geographic disparities, particularly the elevated 32.44% churn rate in Germany compared to 

consistently lower rates in France and Spain, demonstrate the complexity of cross-border 

banking operations and the critical importance of cultural adaptation in service delivery. The 

consistency between French and Spanish markets, despite their different economic 

characteristics, highlights the unique challenges presented by the German market. 

Finally, the correlation between account inactivity and churn provides Turkish banks with a 

valuable early warning system, enabling proactive intervention before customers reach the 

point of formal complaints or active departure consideration. 

6.1. Strategic Implications for Turkish Banking 

These findings collectively indicate that Turkish banking institutions are at a critical juncture 

requiring fundamental transformation in customer relationship management approaches. The 

traditional focus on product features, competitive pricing, and basic service quality appears 

insufficient for contemporary retention challenges. Instead, the evidence supports a shift toward 
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relationship-centric, culturally sensitive, and technologically sophisticated customer 

engagement models. 

The complaint management crisis demands immediate comprehensive reform, moving beyond 

damage control to relationship preservation frameworks that address customer concerns before 

they escalate to formal complaints. This transformation requires not only improved resolution 

processes but fundamental changes in service delivery to prevent the service failures that 

generate complaints. 

Age-related churn patterns necessitate development of multi-generational service strategies that 

balance digital efficiency with relationship-based elements valued by mature customers. This 

challenge requires sophisticated understanding of varying technological comfort levels and 

financial service preferences across age segments, potentially leading to tiered service delivery 

models. 

Geographic variations highlight the importance of market-specific strategies that acknowledge 

cultural differences in banking relationship expectations. The German market's unique 

challenges suggest the need for localized approaches rather than standardized international 

banking models. 

6.2. Recommendations for Industry Practice 

Based on these findings, Turkish banks should prioritize four strategic initiatives. First, 

comprehensive complaint management system reform should transform these interactions from 

customer departure predictors into relationship strengthening opportunities. This 

transformation requires fundamental changes in staff training, resolution processes, and 

organizational culture regarding customer concerns. 

Second, age-inclusive service design initiatives should ensure that digital transformation 

enhances rather than replaces relationship-based banking elements. This approach requires 

sophisticated understanding of customer journey mapping across different age segments and 

technological comfort levels. 

Third, culturally adapted international banking strategies should acknowledge that successful 

cross-border operations require more than operational standardization. Market-specific 

relationship management approaches, particularly in culturally distinct markets like Germany, 

may be essential for retention success. 

Fourth, proactive engagement monitoring systems should leverage account activity patterns as 

early warning indicators, enabling intervention before customers reach advanced stages of 

disengagement. These systems should integrate predictive analytics with personalized re-

engagement campaigns tailored to specific customer segments and risk profiles. 
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6.3. Broader Implications for Banking Theory and Practice 

This research contributes to the evolving understanding of customer retention in emerging 

market banking contexts, where traditional loyalty mechanisms may be insufficient for 

contemporary competitive environments. The findings support theoretical frameworks 

emphasizing the importance of relationship quality over transactional benefits, while 

highlighting the specific operational challenges facing Turkish financial institutions. 

The study also demonstrates the value of comprehensive data analytics in understanding 

customer behavior patterns, supporting the development of evidence-based retention strategies 

rather than intuition-driven approaches. The clear identification of actionable predictors 

provides Turkish banks with specific areas for strategic focus and resource allocation. 

6.4. Future Research Directions 

While this study provides valuable insights into customer retention patterns, several areas 

warrant additional investigation. Longitudinal studies could illuminate the temporal dynamics 

of customer disengagement, enabling more precise intervention timing. Qualitative research 

could explore the underlying mechanisms driving the identified patterns, particularly in 

complaint management and age-related banking behavior. 

Additionally, experimental studies testing different retention interventions across the identified 

risk segments could provide evidence for optimal strategy selection. International comparative 

studies could also examine whether the patterns identified in Turkish banking are unique to this 

market or representative of broader emerging market banking challenges. 

The Turkish banking sector stands at a transformative moment where traditional competitive 

advantages are being challenged by changing customer expectations, technological disruption, 

and evolving market dynamics. The findings of this study suggest that success in this 

environment requires more than operational efficiency or product innovation—it demands 

fundamental reimagining of customer relationship management as a strategic capability. The 

evidence clearly indicates that banks cannot afford to treat customer retention as a defensive 

strategy against competition. Instead, retention must become a proactive framework for 

relationship enhancement and value co-creation that positions institutions for sustainable 

competitive advantage. The specific patterns identified in this research provide Turkish banks 

with actionable intelligence for this transformation, but success will ultimately depend on 

leadership commitment to customer-centricity and organizational change. The path forward 

requires Turkish banking institutions to move beyond the traditional focus on acquisition and 

transaction volume toward sophisticated understanding of customer lifetime value and 

relationship quality. This transformation represents both a significant challenge and an 

unprecedented opportunity for banks willing to invest in comprehensive customer relationship 

management capabilities. The institutions that successfully navigate this transition will be 
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positioned not only to retain existing customers but to build sustainable competitive advantages 

in Turkey's dynamic financial services landscape. 
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