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ABSTRACT

The purpose of this study was to identify whether commercial banks
customers in Tanzania had the intentions of switching banks services and
examine the differences in their intentions to switch banks. The study sample
included; customers banking with Tanzania Postal Bank Plc and those
banking with the National Bank of Commerce in Dar es Salaam Region. Data
was collected using self-administered questionnaires. Multistage sampling
was employed to generate 188 respondents for the study. Descriptive
statistics and an independent t-test were used to analyze the collected
information. The results demonstrated that half of all the TPB Bank
customers had higher intentions of switching banks than NBC customers.
Additionally, the results also found out no significant differences in the
intention to switch banks among commercial bank customers. This implied
that bankers need to ensure that they deliver the desired services to their
customers to reduce the intentions of the switchers because this would have
an impact on the actual switching behaviour.

Keywords: bank services, customer switching behaviour, commercial banks
services, Tanzania
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INTRODUCTION

It is acknowledged that customer switching behaviour in the banking industry
is a universal phenomenon across the globe. Thorsten et al. (2021) indicated
that one-quarter of banking customers are planning to switch banks. In
Europe, 25% of people had switched banks every three to five years
(Norrestad, 2021). Statistics in different countries indicates that customer
switching behaviour in the banking sector is increasing day after day. For
example, over 700 thousand customers in the UK have shifted from one bank
to another in 2020 (Statista, 2021). In Australia, over 2.8 million customers
have shifted from one bank to another in 2019 (Australia Banking
Association, 2021). In the USA, over 49% of the total banking customers
have switched their banking services from one service provider to another
(Marketing Charts Online News, 2021). In the context of Africa, issues of
customer switching behaviour in the banking sector have been reported. For
example, 83% of South African bank customers have switched their banking
services from their primary banks to others (BSG, 2017). Similar issues were
also reported in Zimbabwe, whereby an average of 9% per cent of bank
customers intended to switch banks.

The situation got worse in 2017 when customers switching intentions rose to
11% and rose to 21% in 2018 (Munatsi & Zhuwau, 2019). In the context of
Tanzania, banking has also been facing issues of customer switching
behaviours. Factors such as interest rate on loans, cost of bank transactions
and unfair charges were reported to be among the significant factors
influencing switching behaviour in commercial banks in the country (Nzowa
et al., 2020). The tendency of customers to switch banks is linked with the
introduction of reforms in the financial sector in the 1990s. The reform has
caused the flourishing of financial institutions where commercial banks
constituted the largest proportion of all banks in Tanzania (Ally, 2013). As a
result, Tanzania has started to witness an increasing number of commercial
banks. In 2019, about 39 fully licensed commercial banks in Tanzania were
launched (BOT, 2019). The banking industry in the country comprises of
both local and international banks operating under high competition. This
competition has offered opportunities for customers to switch between banks
searching for the best services. According to Tanzania Postal Bank (TPB),
Strategic Plan of 2020, TPB experienced an increasing in the number of
customers to 1,251,573 by the end of 2020 from 1,186,333 in 2017. The
increase was a result of customers shifting from other commercial banks. A
similar trend was also seen in NBC, whereby by the end of 2020 the bank had
1,246,296 from 1,130,122 reported in 2018 (NBC Annual Report, 2020). In
commercial banks, customer switching behaviour is one of the serious
problems. The tendency of customers to move from one commercial bank to
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the other comes with a cost (Msoka & Msoka, 2014). The costs include loss
of customers & sales (Aurier & Mejia, 2017), reduced market share, impaired
profitability, and increasing operational costs (Bansal & Taylor, 2002).
Losing customers also affects future earnings (Sathish et al., 2011). It adds
five times more cost to the organization to acquire a new customer than to
retain the existing ones (Mittal & Lassar, 1988). New customers require a
grace period to become profitable (Athanassopoulos et al., 2011). Also, when
customers switch from one bank to another, they tend to communicate
negatively about their former service providers (Keaveney, 1995). Hence,
understanding the factors affecting customer switching behaviour is
important for the banking sector to stay competitive since switching
behaviour has become a serious problem in the marketing of services (Vyas
& Raitani, 2014). Due to the complex nature of this problem, several studies
have been done to examine factors influencing banking customers from
shifting between banks. The findings from those studies indicated that
reputation, competition, effective advertising and distance were the key
factors influencing customers from shifting banks (Clemes et al., 2010;
Bugyei, 2019).

Other factors reported included interest rates & quality (Pirzada et al., 2014),
satisfaction, trust, commitment, core service preferences (Kaur et al., 2014),
bank costs, bank products & customer participation (Anton, 2018),
compliance with shariah, price and service failure (Rama, 2017; Siswanto et
al., 2020), financial sustainability (Sharmin, 2017), customer confidence,
awareness (Riptiono et al., 2020), price and services offered by banks also
influenced customers from switching banks (Zakiy, 2019). On top of that,
financial literacy and faith to use the internet were reported to be the crucial
factors influencing customers to switch banks (Callari et al., 2018), lower
banking fees (Antoni et al., 2018), attractiveness, the convenience of bank
location and inability to respond to system failure (Nyarko, 2015) were also
reported to be key determinants of customer switching behaviour in the
banking sector. Most existing studies have not been conducted in Tanzania
despite extensive research work, making the analysis relevant. Those done in
Tanzania employed qualitative techniques in the analysis (Murungu, 2013),
while others employed Man-Whitney to analyze focused customer
satisfaction with banking services using a case of Cooperative and Rural
Development Bank (Mkoma, 2014). All of these studies did not address
differences in the intention of customers to switch banks. Studies that
addressed the differences in the intention of customers to switch banks are
limited. One among those studies include a work by Farah (2017b), which
was done to reveal differences between British and Spanish consumers on the
merger between banks in Scotland. Subramaniam and Ramchandran (2012)
examined differences in switching behaviour among Malaysia's three largest
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ethnic group customers. While, Asnawi and Safitri (2020) examined
customer switching behaviour in Malaysian banks, taking into account
customer differences in gender and education. Therefore, knowledge
regarding differences in customers' intentions to switch banks in Tanzania is
needed to bridge the knowledge gap. The foundation of this study was guided
by the theory of planned behaviour (TPB). Although TPB has been used by
Olsson and Gall (2012) and Chukwuemeka and Godswill (2017), and Farah
(2017a) in addressing banking customers switching behaviours, none of those
studies had examined differences in the intentions of commercial bank
customers from switching commercial banks. Therefore, this study will
bridge this knowledge gap. This study is very important because currently,
Tanzania has 39 fully-fledged commercial banks (BOT, 2019). Since the
investment process has been simplified, there is a possibility of more
commercial banks being introduced in the country. Therefore, a study on the
intention of customers to switch banks is very important because customer
switching behaviour is likely to occur when the intention to switch is high
(Farah, 2017a).

Therefore, TPB and NBC need to make sure that they satisfy their customers
to control the actual switching behaviour. According to Gerrard and
Cunningham (2004), if a customer is not satisfied with the bank services, s/he
will switch to get the desired service. Customer switching behaviour is a very
serious problem to banks because it affects the ability of banks to retain their
customers which lead to a loss of revenue (Keramati et al., 2010), market
share & profit margin (Yi & Gong, 2013) and ads cost of attracting new
customers (Lai & Zeng, 2014). Therefore, if customer switching intention is
managed then banks will not incur the cost of attracting new customers. Also,
an understanding of the differences in the intention to switch banks will help
banks to predict future financial losses or gains from one bank to another.
Therefore, the study's findings may help commercial banks develop strategies
to retain potential customers and reduce those with the intention of switching
banks. Policymakers can use the findings to develop friendly investment
policies & regulations to attract more investors in the financial institutions
that offer the desired quality services to customers as this would help banks
to reduce the intention of customers to switch service providers. This study
also intended to add knowledge on customer switching behaviour in the
banking sector since there were limited studies in Tanzania.

Theoretical Literature Review

The Theory of Planned Behaviour (TPB)

TPB is an extension of the Theory of Reasoned Action (TRA). Ajzen

developed this theory in 1991 to predict one's behaviour. It states that

individuals’ behaviours' are explained by one behavioural intention. The
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behavioural intention is explained jointly by individual attitude toward
behaviour (favourable or unfavourable), subjective norms (beliefs or
perception of social pressures to perform or not to perform the behaviour)
and perceived behaviour control (the perceived difficulty or ease of
performing the behaviour). TPB has been criticized because it assumes that
one’s attitude is partially influencing behavioural intention. Furthermore,
TPB main focus is on rational reasoning; however, it ignores the role played
by an individual's sub consciousness and feelings (Sniehotta et al., 2014). It
also ignores other important factors such as unconscious motives as well as
spontaneous moments. TPB also ignores the role played by an individual’s
motivation and past behaviour (Lam & Hsu, 2004) in explaining the actual
behaviour. Also, factors such as lack of behavioural resources and limited
opportunities may affect ones' attitude; hence, individual behaviour may be
affected. Despite these criticisms, this theory has been extensively used by
Olsson and Gall (2012), Chukwuemeka and Godswill (2017) and Farah
(2017a) to predict customers switching behaviour in the banking sector,
although, its applicability on assessing intentions of customers to switch
banks has been limited.

This theory is relevant because the foundation of understanding ones’
intention can be traced back to TPB. One of the key variables in TPB is the
intention to perform a certain behaviour (Ajzen, 1991). In the context of this
study, it is predicted that customers intention to switch banks might be
different because of the differences in the way they perceive the quality of
services, or due to the way the bank performs. The proposed framework for
the study may not utilize all the variables in TPB but it is intending to reveal
whether there are significant differences in the intention of customers to
switch banks. Assessment of this study becomes valid since most of the
existing customer switching studies in the banking sector have focused on
identifying factors influencing customer switching behaviour (Marungu,
2013; Vlas & Raitani 2013; Kaur et al., 2014; Mahapatra & Kumar (2017);
Al Ghammari & Ahmed, 2017; Ceesay, 2017; Chukwuemeka & Godswill,
2017; Agarwal, 2019). Very few studies have addressed differences in the
intention of switching banks in countries such as Malaysia (Subramaniam &
Ramachandran, 2012) Asnawi & Safitri, 2020) or in Scotland (Farah, 2017b).
A study that examines the subject matter in the context of Tanzania is
lacking.

Empirical Literature

Customer switching behaviour is one of the serious issues of concern to
service providers (Vyas & Raitani, 2014). Customers do switch service
providers for reasons such as; pricing, inconvenience, core failures, personal
reactions to service failures, service encounter failures, competitor
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attractiveness, personal reactions to service failures, ethical problems and
spontaneous switching (Keaveney, 1995). Financial institutions are the one of
the sectors that have been affected by customer switching tendencies. As a
result, financial institutions are continuously bearing the burden of losing
customers. Studies have indicated that nowadays customers are not willing to
stay with a bank that does not satisfy their needs, they are more likely to
switch to those that satisfies their desires (Gerrard & Cunningham, 2004).
Furthermore, technological changes have offered power for customers to be
knowledgeable regarding banking services, thereby easing the switching
process (Clemes et al., 2010). The changes have equipped customers about
competitors offerings, risks associated with switching and advantages
associated with moving from one financial institution to the other
(Laksamana et al., 2013). Due to complex nature of customer switching
behaviour, several studies have been done in that area. The overall findings
have indicated that quality of service (Mkoma, 2014; Chukwuemeka &
Godswill, 2017), price, reputation, advertising (Agarwal, 2019), interest rates
(Pirzada et al.,, 2014), communication (Mahapatra & Kumar, 2017),
competition, customer commitment & involvement (Vlas & Raitani, 2014)
and bank distance (Marungu, 2013) were among the key factors explaining
customer switching behaviour in the banking sector.

This implies that bankers need to be aware that customers are not
homogeneous; they put value on different things. Therefore, maintaining
reputation or offering competitive rates alone may not control the switching
behaviour in the banking sector. Assessment of customers’ intention to
switch banks can offer important information to bankers so that they can
develop proper strategies to control it before the actual switching behaviour
happens. In the banking sector, issues of customer intentions have been
covered by Kaur, Sharma and Mahajan (2014), Abdullah et al., (2016), Al
Ghammari and Ahmed (2017), Thaichon et al. (2017) and Ceesay (2017). In
their studies, it was found out that satisfaction; trust, commitment and core
service preference were significant predictors of customers’ intention to
switch banks (Kaur et al., 2014). Other factors such as; customer service,
service failure response, advertisement, credibility & customer value
(Thaichon et al., 2017), quality of services, celebrity endorsement, corporate
image, and satisfaction (Ceesay, 2017) were also reported to be crucial in
predicting customer intention to switch banks. The finding implies that the
factors influencing customer intention and those influencing the actual
switching behaviour are the same. Therefore, bankers need to make sure that
they are controlling those with high switching intention by providing services
that meet their expectation, because dissatisfied customers are more likely to
switch service providers (Sharma & Adlakha, 2017). In Islamic banking,
customers were found to behave quite differently compared to those in other
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banks. More than half of the customers had no intention to switch banks (Al
Ghammari & Ahmed, 2017) even if the banks offer returns to depositors
(Abdullah et al., 2016). The finding sends a message to the banking sector
that there are loyal customers out there but retaining them can be possible if
the banks continue to offer what they promised without compromising the
quality of services. Therefore, continuous assessment on intention to switch
banks become valid. Since intention to commit a certain behaviour differs
among individuals, several studies have managed to examine differences in
customer switching behaviour in the banking sector. Some of the studies have
tried to determine whether the switching behavoir can be explained by the
demographic factors. The literature confirms that gender and education had
significant impact in explaining differences in customer switching behaviour
(Asnawi & Safitri, 2020). On top of that culture was reported to play an
important role in explaining customer switching behaviour. For example,
individualistic customers are more likely to switch banks than collectivist
customers (Farah, 2017b).

In the same vein, Subramaniam and Ramachandran (2012) examined
differences in the switching behaviour among the three largest ethnic groups
in Malaysia. Differences in their switching behaviours were explained by
price and reputation while other factors such as service quality, involuntary
actions, distance, cost were not significant predictors. This implies that there
are differences in their switching behaviour among bank customers. This can
be better expained by their demographic profiles. Such information can be
used to segment bank customers. Therefore, the decision to introduce bank
close to the customers’ location may not control customers decision to switch
service providers, but the switching behaviour may be accelerated as a result
of ones’ cultural values. Despite the existing researches on differences in the
switching behaviour among banking customers, those studies focused on the
actual switching behaviour and not the intention to switch banks. The
existing studies were based in Malaysia (e.g.,, Subramaniam &
Ramachandran (2012; Asnawi & Safitri, 2020). Studies that examined
differences in the intention to switch banks in Tanzania are missing.
Therefore, this study intends to shed light on the subject matter as this will
bridge the existing knowledge gap.

Methodology

The positivist philosophical underpinning guided this study. The target
population for this study was all customers of TPB and NBC. NBC Bank Ltd
had 1,246,296 customers by December 2020 (NBC Annual Report, 2020).
TPB bank Strategic Plan of 2020 indicated that TPB bank Plc had 1,251,573
customers as of December 2020. Therefore, the total population for the study
was 2,497,869 customers. In the contest of this study, a customer is an
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individual pursuing banking service with TPB bank Plc or NBC. The two
banks were selected because the data from their banks indicated that they
experienced more customer switching behaviour compared to other banks.
TPB Plc was selected because it was one of the oldest banks as it was started
in 1925 as Tanganyika Post Office. Also, the bank had 48 fully-fledged
branches and 36 mini branches all over Tanzania. It dealt with loan products,
cash collections for other banks such as; Citi Bank, Standard Chartered &
Higher learning Student Board (HELSB), offered money transfer services,
had partnership with M-Pesa, Airtel Money, Tigo Pesa, Ezy Pesa and Halotel
money. It also dealt with international money transfers via western union
(The Citizen, 2021). NBC was also selected because it was one of the banks
in the country with five decades of experience. The bank had 51 branches and
over 250 ATMs across the country. It offerred retail, business, and corporate
and investment banking services (National Bank of Commerce, nd).
However, the focus of this study was the number of customers in a selected
commercial bank and not the number of bank accounts one had.

The study was conducted in Dar es Salaam city; hence customers found in
commercial banks (TPB and NBC) in Temeke, llala and Kinondoni
Municipalities were involved in the study to generate true sample
representative. Dar es Salaam was selected because there were 39 licensed
commercial banks (BOT, 2019) and the head offices for the selected banks
were located in Dar es Salaam, hence it was easy to get as many respondents
as possible. Dar es Salaam was also the fastest growing city and largest
commercial hub of Tanzania (Jonathan, 2019), thus the cash inflow in the
city was estimated to be high so was the number of customers performing
banking services in the commercial banks. A total of 188 respondents (92
from TPB & 96 from NBC) were approached randomly in the selected banks
and asked to participate in the study. The reason why 188 respondents were
selected was based on the fact that a t-test could be performed even with a
small sample, i.e. n < 30 (Bedre, 2021). Also, the Shapiro Wilk Test was
appropriate when the sample size was <50 (Mishra et al., 2019); hence a
selected sample size was appropriate for the study. Before the analysis, the
assumption of outliers was performed using Skewness and Kurtosis test. The
results indicated that all values were within the recommended range of +2.5,
as Hair et al. (2014) indicated. Shapiro-Wilks Test was performed to see if
the data followed a normal distribution. Bedre (2021) reports that the t-test is
robust to the assumption of normality and homogeneity of variance when the
sample size is large (i.e., n=>30). The multistage sampling design was
adopted to generate the required sample for the study. Multistage sampling
technique has been used in banking studies. For example, Abduh (2014)
employed it to assess the withdrawal behaviour of Malaysian Islamic Bank
customers, Maiyak (2011) used it to determine banks’ selection and
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preference in Nigerian retail banking while Namahoot and Laohavichien
(2018) used it to examine the intentions to use internet banking. Therefore,
this justified why such a technique was adopted in this study. In the process
of obtaining the sample, first, the stratified sampling design was undertaken.
The sample was divided into two groups (NBC and TPB). Secondly, simple
random sampling was used to select samples from the three locations (llala,
Temeke and Kinondoni). This technique was employed to avoid creating
bias, and all the respondents had an equal chance of being picked. Data for
the study were collected using a closed-ended questionnaire. Survey had
three main sections whereby the first part was covered by the demographic
characteristics of the respondents. This section had two questions. Part two
covered information related to customer switching behaviour. This part had
also one question and the last part was covered by questions related to
customer switching intention. This part had two questions.

Measurement of Variables

Customer switching intentions were measured using items such as “my
likelihood of moving to another bank has always been pre-occupied my
thinking”, “I intend to switch from this bank few years to come” using a 7
point Likert scale ranging from 1(Extremely unlikely to 7(Extremely likely).
The scale was borrowed from Anton et al., (2007) and Murad (2011).
Furthermore, customers were also asked whether they had shifted from banks
before.

Results

Results from descriptive statistics indicated that 54.3% of the total
respondents at TPB bank were males while 45.7% were females. On similar
lines, 75% of the total respondents at NBC bank were males, while 25% were
females. Furthermore, 33.7% of the total respondents at TPB bank had O-
level and A-level education, while 4.2% of the total respondents at NBC bank
had O- level and A-level education. The findings also reported that 10.9% of
the total respondents at TPB bank had certificate education while 6.3% of the
respondents at NBC bank had certificate education. It was also reported that
54.4% and 89.7% of the total respondents had diplomas, bachelor and
masters degrees at TPB bank and NBC bank, respectively. Table 1
summarizes the respondent’s profiles in both banks.

184



The Pan-African Journal of Business Management, Volume 6, issue 2, June, 2022

Table 1: Demographic characteristics of respondents

Bank TPB (f) TPB (%) | NBC (f) NBC (%)
Gender:

Male 50 54.3 72 75.0
Female 42 45.7 24 25.0
Education:

O-level 18 19.6 2 2.1
A-level 13 14.1 2 2.1
Certificate 10 10.9 6 6.3
Diploma 14 15.2 26 27.1
Bachelor 32 34.8 54 56.3
Masters 5 54 6 6.3

Reliability and Validity

Statistical Package for Social Science (SPSS) Version 23 was used to help
the analysis. Internal consistency was tested using Cronbach alpha values.
The results indicated that the items were reliable since the Cronbach alpha
was above 0.7, as Nunally (1978) suggested. Before the actual data
collection, the survey tool was piloted to 15 commercial bank customers to
ensure that the items were reliable. The tool was amended to ensure that there
was no missing or incomplete information. Content validity was ensured since
customer switching behaviour items were borrowed from Anton et al., (2007) and
Murad (2011), making the items valid. Convergent validity was examined using
AVE. The results indicated that the AVE value exceeded 0.50, as Fornell and
Lacker (1991) recommended. Table 2 presents validity and reliability results.

Table 3: Validity and Reliability Results

AVE Cronbach alpha

Customer Switching intentions | 0.643 0.782 2

In this study, respondents were asked whether they had switched banks, and
the result revealed that 66.3% of the total respondents at TPB bank had, at
one time or the other shifted from one bank to another. Similar findings were
indicated whereby 61.5% of the respondents from NBC bank had ever shifted
from one bank to another. A summary of the findings is presented in Table 4.
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Table 4: Descriptive Statistics: Customer Switching Behaviours

Item Bank | Response | Frequency | Percentage

TPB Yes 61 66.3
Whether a respondent No 31 33.7
has ever shifted from | NBC Yes 59 61.5
one bank to another Yes 37 38.5
bank

An independent t-test was used to analyze differences in the intention to
switch banks. Before performing independent t-test analysis, the Shapiro
Wilk test was performed to assess data normality. The results indicated that
the value under the Shapiro-Wilk column is 0.540, was greater than 0.05 as
recommended by Ahad (2011); hence the data was normally distributed. The
results are summarized in Table 5. Skewness and Kurtosis were performed to
assess if there were outliers. The findings of this study indicated that no
outlier was detected as the value of skewness was -0.533 while Kurtosis was
1.340. The results indicated in Table 5 showed that the values were within
the recommended range of +2.5, as suggested by Hair et al., (2014).

Table 5: Normality, Skewness & Kurtosis Tests

Kolmogorov-Smirnov? Shapiro-Wilk Skewness & Kurtosis Test
Statist Statisti Skewne Std. Kurto Std.
ic df Sig. c df Sig. |[ss Error sis Error
27 188 190 911 188 .540 _533 427 1,340 833

Homogeneity of variance was tested using Levenes’ Test, and it was revealed
that the Levene value was 0.207, which was greater than the recommended
value of 0.05 (Field (2009). Table 6 summarizes the homogeneity of variance
results. Table 6: Homogeneity of variance Test.
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Table 6: Homogeneity of Variance Test

Test of Homogeneity of VVariance
Variable Levene
Statistic | dfl df2 Sig.
Customer Based on Mean 1.600
Intentions to 1 186 .207
switch banks | Based on Median 1.622 1 186 .204
Based on Median 1.622 1 184.8 .204
and with adjusted df 54
Based on trimmed 1.582 1 186 210
mean

Group Statistics Results

The findings of group statistics established that NBC bank customers had
lower intention scores (M =4.7668, SD=0.15353) than those of TPB Bank Plc
(M=4.7780, SD= 0.17257). These findings implied that TPB Bank customers
had slightly higher intentions to switch banks than NBC bank. The findings
of group statistics are depicted in Table 7.

Table 7: Group Statistics

Std.
Std. Error
Bank N | Mean | Deviation Mean
Customer intentions NBC Bank | 96 | 4.7668 .15353 .01567
to switch bank Ltd
TPB Bank | 92 | 4.7780 17257 .01799
Plc

Independent t-Test Results

Independent t-test indicates that on average, intentions of customers to switch
banks were greater to TPB Bank Plc (M=4.7780; SE=.07799) than to NBC
(M=4.7668; SE=.01567), although the difference was not significant t (186)
= -.468, p>.05 and the effect size was small r = 0.12. This finding denotes
that there were no significant differences between customers’ intention to
switch banks at NBC bank and TPB bank. Table 8 summarizes the
independent t-test.
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Table 8: Independent Samples Test

Levene's Test
for Equality
of Variances

t-test for Equality of Means

Sig. (2- | Mean Std. Error | 95% Confidence
tailed Difference Difference | Interval of the
Difference
Customer | Equal variances F Sig. t df Lower Upper
intention assumed 1.600 | .207 -468 | 186 .640 -.01115 .02380 -.05810 .03580
to switch
bank Equal variances -467 | 181.42 | .641 -.01115 .02386 -.05822 .03593
not assumed 0
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Discussion of Findings
Intention to Switch Banks

The overall findings of this study revealed that over 50% of all the TPB Bank
Plc customers had higher intentions of switching banks compared to NBC
customers. The findings of this study were not surprising since TPB Bank Plc
did not perform well in 2019 hence leading management to change the logo
to reflect a new image to improve its services to meet and reach more low-
income customers from all regions in the country (Ngowi, 2021). Due to
those problems, it was justified for TPB Bank Plc to experience customer
switching behaviour than NBC. On the other hand, NBC is one of the
commercial banks performing well for five decades. Quality customer
services offered to its customers had outshined its image. They made it
possible to be awarded for being a corporate bank of the year in 2005, the
best local bank in Africa in 2009, 18 super brands in 2017 and best financial
institution that supports SMEs and the best financial institution after BOT in
2018 (National Bank of Commerce, n.d.). This implies that being the oldest
bank doesn’t guarantee quality service. TPB Bank Plc had a lot to prove
when it comes to service quality to its customers. This was very important
because the banks’ new strategic vision of 2020-2025 focuses on expanding
its clientele to serve more traditional customers and attract corporate
customers (TPB Bank Plc, 2019). Changing its logo would have not justified
anything if it failed to improve customer services.

Differences in the Intentions to Switch Banks

The result founded no significant differences in customers’ intention to
switch banks. The results further had shown that the effect of customer
switching intention in two commercial banks had a small effect i.e., r = 0.2
(Cohen, 1988). This implied that the difference between the two group means
was less than 0.2 standard deviations, thus the difference was negligible. The
finding of this study was contrary to the findings found by Subramaniam and
Ramachandran (2012) and Farah (2017b). In their studies, they had found out
differences in the intentions to switch banks. The differences were revealed
in terms of gender and education (Asnawi & Safitri, 2020), price &
convenience (Subramaniam & Ramachandran, 2012) and culture (Farah,
2017b). The fact that the effect was trivial had practical implications to
financial institutions. This implied that financial institutions needed to pull up
their services, making sure they offered the best services to their customers.
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This was important because service quality was positively influencing
customers from switching banks (Vyas & Raitani, 2013; Kaur, Sharma, &
Mahajan, 2014; Pirzada et al., 2014; Rama, 2017; Thaichon et al., 2017;
Ceesay, 2017; Chukwuemeka & Godswill, 2017; Mahapatra & Kumar, 2017,
Sharma & Adlakha, 2017; Rama, 2017; Agarwal, 2019; Zakiy, 2019).
Furthermore, service quality had an impact on customer satisfaction which in
the end affectedcustomer loyalty. Therefore, offering good quality service
might have helped commercial banks to retain loyal customers because loyal
customers were unlikely to switch banks (Mkoma, 2014; Hossain & Ahmed,
2018).

Conclusions and Implications of the Study

The main conclusion is taken from the study is that there were no significant
differences in terms of the intention to switch banks among commercial bank
customers. This implied that it was unwise to assume commercial banks
customers were homogeneous; hence the financial institutions should take
note of that matter and ensure that they delivered the desired services to their
customers. Furthermore, the results showed that TPB Bank customers had
more intention to switch banks compared to NBC customers; hence the
findings of this study offered an insight for the bank to deliver the desired
services so that it can retain its customers and improve its financial stability.
NBC also needed to maintain the quality services offered to its customers if it
wished to maintain loyal customers because loyal customers were unlikely to
switch banks.

Managerial Implication

Overall, the study aimed at highlighting the intentions of customer switching
behavior in commercial banks in Tanzania and to identify whether there was
a significant difference in customers switching behaviors. The overall
findings showed that customers had intentions of switching banks in
Tanzania. Therefore, TPB and NBC marketers needed to make sure that they
delivered the best services to avoid experiencing customer switching
behaviors. Losing customers had a serious impact on firms’ future financial
earnings (Lopez et al.,2006), as well as the brand image. Switching behavior
also adds a cost of attracting new customers. Therefore, the management of
NBC and TPB Banks needed to take note of this finding and make decisive
steps to offer the desired services to maintain the existing customers but
deliver superb services to attract new potential customers. Furthermore, this
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study founded no significant differences in the intention to switch banks
among NBC and TPB customers. Although, customers were revealed to have
the intention of switching banks the effect of switching behaviour was small.
This finding sends a clear message to bankers that TPB Bank needed to make
sure that they satisfied their customers since they showed to have a greater
intention of switching to other commercial banks. Policymakers can make
use of these findings to design user-friendly investment policies to encourage
financial institutions to offer the desired services to their customers. This
might help to avoid switching behaviours hence future financial sustainability
of the banks can be attained. Theoretically, TPB was found to be an
important theory in the understanding of banking customers’ behaviours and
had been utilized in the previous studies to reveal the factors influencing
customer switching behaviour in banks. This study used TPB to reveal
differences in the intention to switch banks in Tanzania. The finding of the
study had shown no significant differences in the intention to switch banks.
This might have no significant impact on the actual behaviour to switch
banks. Therefore, these findings were in favour of TPB, since the theory
assumed that the actual behaviour was affected by ones’ intention.

Limitations and Areas for Further Research

Although this study offered an understanding of the customer switching
behaviour in commercial banks, this study focused on two commercial banks
(TPB Bank Plc and NBC), limiting the study's generalization to specific
areas. Future studies should focus on addressing the same issue by comparing
more than two commercial banks, because in that way; the study findings can
be validated. Additionally, this study did not account for the number of bank
accounts that customers own but the tendency of customers to switch from
one commercial bank to the other. Therefore, future studies could compare
customer switching behaviour of those who own one account to those who
own multiple bank accounts and see whether similar findings can be reached.
Furthermore, intention to switch banks was measured using two items only.
Therefore, future studies could examine similar variables using different
items and see whether the current findings could be replicated elsewhere.
Also, this study was limited to intention to switch commercial banks;
therefore, future studies could be done on the actual switching behaviour to
observe the impact of the switching behaviour over a long period using
longitudinal study. A longitudinal study can reveal the effective strategies to
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assist commercial banks in stopping losing their potential customers in the
future. While this study offerred insight into the intention of customer
switching behaviour in commercial banks, each commercial bank needs to
start conducting annual customer surveys on this subject matter so as to come
up with new potential factors that might influence customers from switching
banks in the future. This information can help them reveal the potential
threats to the financial stability of the financial institutions; hence appropriate
solutions can be developed. Methodologically, the previous studies employed
PLS, multiple linear regression and qualitative techniques to analyze their
data; while the current study employed an independent t-test. Although an
independent t-test was the appropriate data analysis method, this method was
not free from errors. Whenever the test was conducted, there was a possibility
of committing a type 1 error. Therefore, future studies can be done using
ANOVA, since this technique takes into account this type of errors. Although
TPB theory had been extensively used in switching behaviour studies, its
applicability in the context of Tanzania was limited. This study used it to
reveal differences in the intention to switch banks. Therefore, only the
intention to switch bank variable was drawn from the theory other studies
could utilize all the variables in the theory and identify differences in each
path. Such information could be used by bankers to know which path had a
significant impact on the actual switching behaviour.
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