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Abstract 
The negative consequences of customer 
switching behaviour in the banking industry 
cannot be underestimated. Since there are 
limited studies addressing customer switching 
intentions and actual switching behaviour in 
the banking sector of Tanzania, this study 
intended to bridge the knowledge gap by 
addressing factors influencing customer 
switching intentions in the context of 
Tanzanian commercial banks. The study 
followed a positivism research paradigm out of 
which a deductive research approach was 
adopted. In the same line, an explanatory 
research design was used. The study was 
conducted in the city of Dar es Salaam with 
400 respondents who were customers from 
NMB Bank Plc, TPB Bank Plc and NBC Bank 
Ltd. Multi-stage sampling method was used to 
generate sample size for this study. Multiple 

 Resumo 
As consequências negativas do 
comportamento de mudança de cliente no 
setor bancário não podem ser subestimadas. 
Uma vez que existem estudos limitados sobre 
as intenções de troca do cliente e o 
comportamento de troca real no setor 
bancário da Tanzânia, este estudo pretendeu 
preencher a lacuna de conhecimento ao 
abordar os fatores que influenciam as 
intenções de troca do cliente no contexto dos 
bancos comerciais da Tanzânia. O estudo 
seguiu um paradigma de pesquisa 
positivismo, a partir do qual uma abordagem 
de pesquisa dedutiva foi adotada. Na mesma 
linha, foi utilizado um desenho de pesquisa 
explicativo. O estudo foi conduzido na cidade 
de Dar es Salaam com 400 entrevistados que 
eram clientes do NMB Bank Plc, TPB Bank Plc 
e NBC Bank Ltd. O método de amostragem em 
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linear regression was employed to analyze the 
collected data. The findings of Thé study 
indicated that subjective norms were 
insignificant in influencing customer switching 
intentions in commercial banks. These findings 
suggested that commercial banks customers in 
the city of Dar es Salaam are not under robust 
social pressure that requires a vital social 
group to approve their switching intentions. 
Further findings revealed that perceived 
control of bank charges, attitude toward 
service quality and convenience significantly 
influenced customer switching intentions in 
commercial banks.  
Keywords: Bank charges; Service quality; 
Subjective norms; Convenience. 
 

múltiplos estágios foi usado para gerar o 
tamanho da amostra para este estudo. A 
regressão linear múltipla foi empregada para 
analisar os dados coletados. Os resultados do 
estudo indicaram que as normas subjetivas 
foram insignificantes para influenciar as 
intenções de troca do cliente em bancos 
comerciais. Essas descobertas sugerem que os 
clientes dos bancos comerciais na cidade de 
Dar es Salaam não estão sob forte pressão 
social que exige que um grupo social vital 
aprove suas intenções de troca. Outras 
descobertas revelaram que o controle 
percebido das despesas bancárias, a atitude 
em relação à qualidade do serviço e a 
conveniência influenciaram 
significativamente as intenções de troca de 
clientes em bancos comerciais. 
Palavras-chave: Taxas bancárias; Qualidade 
de serviço; Normas subjetivas; Conveniência. 

 

This work is licensed under a Creative Commons Attribution 4.0 International License. 
 
 

INTRODUCTION 
It should be noted that customer switching from bank to bank in the banking industry is a 

universal phenomenon. This has been taking place worldwide. Ernst & Young (2011) reported that in 
2009 about 36% of bank customers worldwide shifted from their original banks to other banks and 
7% of the customers were planning to shift to other banks.  Accordingly, in 2012, it was revealed that 
the proposition of customers who were planning to switch from one bank to another had increased 
from 7% to 12% since 2011 (Ernst & Young, 2012). The World Retail Banking Report (WRBR, 2018) 
pointed out that, banks are facing a threat of losing their customers as 32.3% of customers were likely 
to switch from their service banks to other banks with more attractive customer services and 
operating environments. 

In Europe, it was reported that a substantial number of bank customers have changed from 
their original banks at some point in their life (Ernst & Young 2010). Statistics in the United Kingdom 
(UK) shows that 1.16 million banks’ customers switched from their original banking services to other 
banks in 2014 (statista.com). It was also noted in 2019 that approximately 1 million bank customers 
shifted from their initial banking services to other banks. In 2019, it was estimated that about 2.8 
million adult Australians change their banking relationships every year (Deloitte access economics, 
2019). In the United States of America (USA), 11% of bank customers have shifted from their primary 
banks to other banks in 2016 (Accenture, 2017). 

 In South Africa, customer switching from one bank to another increased from 34% in 2011 to 
39% in 2012 (Ernst & Young, 2012). Accordingly, in 2017 it was established that 83% of South African 
bank customers indicated their intentions to switch from their primary banks to other banks (BSG, 
2017). Similar challenges were reported in Zimbabwe by Munatsi and Zhuwau (2019) with an average 
of nine (9) per cent of bank customers intending to switch between the years 2014 and 2016. 
However, in 2017, customer switching intention in bank business increased to 11 per cent and stood 
at 21 per cent in 2018. In the context of Tanzania, customer tendency to switch bank is associated with 
the reforms in the financial sector introduced in the 1990s. The reforms resulted in the establishment 
of many banks where commercial banks constitute the largest proportion of all banks in Tanzania 
(Ally, 2013). According to the BoT report (2019), there were 39 fully licensed commercial banks in 
Tanzania.  



Customer Switching Intentions in Commercial Banks: A case of selected commercial banks in Dar es Salaam 

   Consumer Behavior Review, 5(3) 307-320 309 

 

The banking industry in the country comprises both local and international banks operating 
under high competition. This competition has increased customer choices and has paved room for 
customer consideration to switch between banks. In many cases, customer switching intentions lead 
to actual switching behaviour. Consequently, customer switching behaviour, particularly customer 
switching out has negative effects on business operations as it results to loss of revenue, lower profit 
margins as well as an increase of operational costs and the cost of obtaining new customers (Keaveney 
& Parthasarathy, 2001; Murungu, 2013). 

Therefore, if this issue is not properly and adequately addressed, banks will continue to 
experience customer shifting and losses. Examples, in Tanzanian commercial banks, it was reported 
that the number of customers at NMB Bank PLC had decreased from 1,803,000 in 2011 to 1, 778,000 
in 2013 (NMB Bank PLC Annual report, 2015).  Conversely, the number of customers increased from 
1,778,000 in 2013 to 2,710, 000 customers in 2017 (NMB Bank PLC Annual report, 2017). This implies 
that NMB bank Plc has been experiencing customer switching out and in over time. Officers at the NBC 
bank LTD Tanzania, point out that there is a high rate of customer switching out to other banks 
(Murungu, 2013). However, it was revealed that quality of service, price and stiff competition were the 
factors behind the high rate of customer switching out in a particular bank (ibid.). Yet, from the past 
three years TPB bank Plc indicated an increase of 430,589 customers and some of them were 
customers from other banks to TPB bank Plc (TPB bank Plc Strategic Plan Office, 2018).  

However, empirical literature on factors influencing customer switching intentions in 
commercial banks are still minimal in the Tanzanian context and African continent in general even 
though commercial banks of African countries have been experiencing customer switching intentions 
and actual switching behaviour. Additionally, previous attempted studies on factors influencing 
customer switching in commercial banks of Tanzania have not dealt out with the problem in depth. 
For instance, Mkoma (2014) and Millas (2013) addressed customer switching in the banking industry 
based on customers’ satisfaction. Thus, it was, therefore, essential to systematically assess the 
influence of perceived control of bank charges, attitude toward service quality, subjective norms and 
convenience on customer switching intentions in commercial banks of Tanzania. Generally, this study 
assessed factors influencing customer switching intentions in commercial banks.  

 

THEORETICAL REVIEW 
This study was guided by the theory of planned behaviour (Ajzen, 1991). The theory was 

propagated to predict an individual’s intention to engage in behaviour at a specific time and place. 
It asserts that individuals’ behaviours are driven by behavioural intention which is a function of an 
individual attitude toward behavior, subjective norms and perceived behaviour control. Thus, the core 
factor under this theory is individual intention to perform a particular behaviour.  

However, as it comes to switching intentions in marketing perspective; the construct of 
perceived behaviour control has been related to the concept of price by Pande and Soodan (2015). 
Also, the concept of perceived behaviour control has been associated with switching cost (Hasbullah, 
Mahajar & Salleh, 2014; Lee, Murphy & Swilley, 2007; Caruana, 2007 and Bansal & Taylor, 2002) and 
in this study; it was associated with perceived control of bank charges. 

Accordingly, individual attitude behaviour has been connected to service quality (Gronross, 
1998; Morgan & Dev, 1994 and Bolton & Drew , 1991). According to Farah (2017), subjective norms 
are social pressures enforced by important individuals, such as family members, peers, and colleagues 
at work.  However, subjective norms have been related to customer beliefs and perceptions (Taylor & 
Todd, 1995). Such norms tend to affect the decision of an individual to be 
involved in certain behaviour (Ruefenacht et al, 2015).  

Bansal and Taylor (1999) noted that numeral variables addressing behaviour in the service 
industry are not utilized by the TPB. Thus, it has been advocated for future studies to have additional 
variables to the particular theory. Convenience has been recognized as a variable under the Service 
Switching Model proposed by Keaveney (1995). Evidence from prior studies pointed out that 
customers are more likely to switch from one service provider to another based on matters related to 
convenience  (Nimako, 2012;  Gerrard & Cunningham, 2004 and WRBR, 2018). The mentioned cases 
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demonstrate the significance of convenience on customer switching intentions in service businesses. 
Hence, the construct of convenience was merged with TPB to assess factors influencing customer 
switching intentions in commercial banks of Tanzanian context. 
 

EMPIRICAL LITERATURE REVIEW 
Perceived control of bank charges and Customer Switching Intentions 

Vaitone and Skackauskiene (2020) highlighted that a customer tends to change service 
provider when the service charge is high. Zakiy (2019) established that price had significant influence 
on customer intention to switch from one bank to another. The evidence presented by Agarwal (2019) 
thus far supports that bank charges had significant influence on customer switching intention in the 
Indian banking industry. In support of the influence of perceived control of bank charges on customer 
switching intentions in commercial banks, price (bank charges) had been shown to induce customer 
switching positively (Ceesay, 2017). Therefore, based on these cases, the first hypothesis of this study 
was: 
 
H1: Perceived control of bank charges have a significant influence on customer switching intentions in 
commercial banks 

 

Attitude toward Service quality and Customer Switching Intentions in Commercial Banks 
Service quality was generally seen as a factor that strongly influences customer switching 

behaviour (Suryawardani & Wulandari 2020). Similar findings have been seen in the case of 
Chukwuemeka and Godswill (2017) who noted that service quality  significantly drive switching 
intention among bank customers. A case reported by Elliot (2019) also supports the view that 
customers are more likely to choose who to bank with based on service that best value for them. This 
context provided the basis for the next hypothesis of the study: 
 
H2: Attitude toward service quality has a significant influence on customer switching intentions  
in commercial banks 

 

Subjective Norms and Customer Switching Intentions in Commercial Banks 
The research findings reported by Gall and Olsson (2012) established that subjective norms 

significantly influence customer switching intentions in retail banking. Accordingly, the construct of 
subjective norms was found to be significant in influencing customer switching intentions in the 
banking industry of Spain (Farah, 2017). Tai and Chuang (2016) suggested that subjective norms were 
an important variable in predicting customer switching intentions in the banking business. 
Sivakumaran and Peter (2020) concluded that subjective norms were a factor motivating bank 
customers to shift from their primary banks. Thus, this study aimed to test whether subjective norms 
influence customer switching intentions in commercial banks.  

 
H3: Subjective norms have a significant influence on customer switching intention in commerce banks 

 

Convenience and Customer Switching Intentions in Commercial Banks 
Bansal and Manjit (2019) reported that convenience was one among the variables influencing 

customer switching intentions in India. Accordingly, Nimako (2012) stressed that customers are more 
likely to stop complaining to bank service providers where the problem is one of judgment associated 
with bank service pricing or charges and convenience in accessing the services. Bugyei (2019) 
suggested that bank location had a significant relationship with customer switching behaviour in 
Ghana's banking industry. Based on the stated arguments, another hypothesis of this study was: 

      
H4: Convenience has a significant influence on customer switching intentions in commercial banks 
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CONCEPTUAL FRAMEWORK 
 
 
 

 

 

 

 

 

 

 

Figure 1. Theory of Planned Behaviour (Ajzen, 1991) 

 

 

  

 

 

                                        

 

                                                         

 

 

 

 

 

 

Figure 2. Conceptual Framework (Modified by the researcher, 2021) 

 
 

METHOD 
The study was conducted in the city of Dar es Salaam with 400 respondents who were 

customers from NMB Bank Plc, TPB Bank Plc and NBC Bank Ltd. Multi-stage sampling method was 
used to generate sample size for this study while a close-ended questionnaire was used to collect data. 
Multiple linear regressions were employed to analyze the collected data. 

 

Attitude 

Subjective 
Norms 

Perceived 
behavioral 
control 

Behavioral 
Intention 

Behaviour 

Convenience 

Switching 

Intentions 

Attitude toward 
service quality 

Subjective 
norms 

Perceived control 
of bank charges 



Nzowa (2021) 

 

312 Consumer Behavior Review, 5(3) 307-320     

 

Measurement of variables 
In this study, variables on the factors influencing customer switching intentions were 

measured as follows; perceived control of bank charges were measured by using a multidimensional 
scale adapted from Chung and Petrick (2015);  attitude toward service quality was measured by using 
a multi-item scale (SERVQUAL) adapted from Parasuraman, Zeithaml and Berry (1985) subjective 
norms were measured by using a multi-item scale adapted from Gall and Olsson (2012) and 
Keaveney’s (1995) multi-item scale was adapted to measure variables of convenience and customer 
switching intentions. Variable on switching intentions was measured by using a multi-item scale 
adapted from Anton, Camerero and Carrero (2007). A bipolar scale of 7 points was used to summarize 
the scores of the independent variables and dependent variable in the study. 
 
     Table 1 
     Measurement of Variables and Scale Used 

Variables Items Scale 
Other authors 
who used the 

scale 
Perceived control of 
bank charges 
 

1.Withdraw charges 
2. Level of interest rate on a loan 
3. Transaction costs 
4. Costs of maintaining accounts  
5. Fair charges to customers  

Multidimension
al scale 

Chung and Petrick 
(2015) 

Attitude toward 
service quality 

1. Assurance of   keeping a customer’s 
records 
2.Reliability of bank staff to address 
customer complaints 
3. Knowledge base and customer caring 
etiquette of bank staff 
4.Effectiveness of communication from 
the bank employees 
5. Responsiveness of a bank to 
customer’s feedback  
6. Assurance of bank staff to address a 
customer’s problem 

A multi-item 
scale 
(SERVQUAL)  
 
 

Parasuraman, 
Zeithaml and Berry 
(1985) 

Subjective norms 1.People who influence customer 
behaviour  
2.People who are important in the 
customer’s life 
3. Switching from current bank to a new 
bank would be a good idea 
4. Friends and family 
5 Many customers are impressed by my 
bank’s operations 
 
 
 

A multi-item 
scale 

Gall and Olsson 
(2012)  

Convenience 1. Accessibility of the bank 
2.Speed of services delivery  
3.Easiness of transaction  
4. Bank hours of services  
5.Technology and equipment deployed 
by a bank 
 
 

A multi-item 
scale 

Keaveney (1995) 

Customer switching 
intentions in 
commercial banks 

1.Likelihood 
2.Intention 
 

A multi-item 
scale  

Anton et al. (2007), 
Jones et al. (2007) 
and Murad (2011). 
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FINDINGS OF THE STUDY 
Convergent Validity 

In this study, convergent validity was examined by using the Average Variance Extracted 
(AVE). Hair et al. (2010) pointed out that convergent validity can be accepted when the standardized 
factor loading is 0.5 or above.  Churchill (1979) highlighted that the values of regression weights must 
range between 0.5 and 0.7 for convergent validity to be accepted. Based on the approach developed by 
Fornell and Lacker (1981); convergent validity can be attained when the value of AVE for each 
construct is above 0.5. The findings of this research revealed that the value of AVE for each variable 
was above 0.5. This implies that the study met the criteria of convergent validity. The summary of the 
results is indicated in Table 2 
 
                Table 2 
                Average Variance Extracted and Maximum Shared Variance 

 AVE MSV 

Perceived control of bank charges 0.783 0.183 

Attitude toward service quality 0.585 0.256 

Subjective norms 0.533 0.341 

Convenience 0.609 0.232 

Customer Switching intentions  0.552 0.321 

 

 
Findings of Reliability 

In this study, Cronbach alpha scale was applied in measuring the internal consistency of 
respondents across a set of questions. The findings of the study indicated that the variables of the 
study had Cronbach's Alpha Coefficient ranging from 0.703 to 0.782. This implies that the scale had 
high internal data consistency. According to the rule of the thumb, a study with a coefficient of 0.7 or 
above tends to have high internal consistency and vice versa (Hatcher, 1994 and Santos, 1999). Table3 
presents the findings of reliability statistics. 

 
      Table 3 
      Reliability Statistics 

 Cronbach's Alpha N of Items 

Perceived control of bank charges 0.782 5 

Attitude toward service quality 0.703 6 

Subjective norms 0.732 5 

Convenience 0.712 5 

Customer switching intentions  0.746 2 

 
 
Respondents’ Demographic Information 

Under this section, the respondents were asked to provide information relating to their 
gender, academic qualifications, affiliate banks as well as whether they have ever shifted from one 
bank to another bank. It was established that 215 (53.75%) of the total respondents were males while 
185 (46.25%) were females. These findings suggest that males are more involved in matters relating 
to financial transactions than females. This study established that 96 (24.0%) of the total respondents 
were NBC bank customers while 212 (53.0%) were NMB bank customers. Additionally, it was revealed 
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that 92 (23%) of the total respondents were TPB bank customers. This means that the respondents in 
the study were from the selected commercial banks involved in the study. On academic qualifications, 
58 (14.5%) of the total number of the respondents had O level and A level education; 24 (6.0%) had 
certificate level education and it was reported that 62 (15.5%) of the total number of respondents had 
diploma level education while 229 (57.2%) of the total respondents were of the bachelor degree level. 

It was also revealed that 26 (6.5%) of the total respondents had masters degree while the least 
number of the total respondents which was 1(0.2%) was recorded to have PhD level of education. This 
denotes that most of the customers in commercial banks were educated people with either bachelor or 
diploma education levels. Additionally, it was found that the majority i.e. 216 (65.0%) of the total 
respondents had shifted from one bank to another bank while 139 (34.8%) had never shifted from one 
bank to another bank. These findings imply that commercial banks in Dar es Salaam city have been 
experiencing customer switching. Table 4 presents the findings of the respondents’ demographic 
information. 
 
               Table 4 
               Respondents’ Personal Information 

Demographic Variables Characteristics Frequency % 
Gender Male 215 53.75 

Female 185 46.25 

Respondents’ distribution by bank NBC Bank LTD 96 24.0 
NMB Bank PLC 212 53.0 
TPB Bank 92 23.0 

Academic qualifications O level 38 9.5 
A level 20 5.0 
Certificate 24 6.0 
Diploma 62 15.5 
Bachelor 229 57.2 
Master 26 6.5 
PhD degree 1 0.2 

Whether a respondent has ever 
shifted from one bank to another bank 

Yes 261 65.2 
No 139 34.8 

 

Results of Model fit Statistics 
The goodness of fit of independent variables on predicting the changes on dependent variable 

was determined by using multiple coefficients of the regression model. The findings of the study 
indicated that the values of R was 0.980 (98%), R-squared (R2) was 0.960 (96%) and adjusted R-
square (R2) was 0.960 (96%). Because this was a multiple regression model, the adjusted R2 statistics 
was employed to measure how good predictors fit in the multiple regression equation. Therefore, 
based on the findings of Adjusted R2 statistics, it can be pointed out that 96% of the variations on the 
dependent variable were explained by the independent variables used in the regression model, while 
4% of the variations were explained by other factors outside the model. 

This implies that perceived control of bank charges, attitude toward service quality and 
convenience were good predictors of customer switching intentions in commercial banks of Tanzania.  
In the same line, Pirzad et al (2014) established the R² square of 52%   when explaing factors 
influencing customer switching behaviour in banking sector of Pakistan. Additionally, the R² of 81% 
was noted by Agarwal (2019) when addressing customer switching behaviour in Indian banking 
industry. These findings imply that regression is a good model in assessing customer switching 
intentions/behaviour in the banking business. The findings of the model summary for factors 
influencing customer switching intentions in commercial banks are presented in Table 5. 
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                   Table 5 
                   Model Summary of Findings of Goodness of Fit Test for Customer Switching intentions 

Model R R Square Adjusted R Square Std. Error of the Estimate 

1 0.980a 0.960 0.960 0.06006 

a. Predictors: (Constant), Convenience, P. Control of Bank Charges, S.Norms,  
A. Service Quality 
 

Research Hypotheses Testing 
This section presents the findings of the hypotheses test. By using multiple regression analysis, 

the hypothesised relationships were examined against regression coefficients (β) and P values. Results 
suggest that perceived control of bank charges have a positive and significant influence on customer 
switching intentions in commercial banks with regression coefficient values of 0.649 and P-values of 
0.024. This implies that perceived control of bank charges are statistically significant at 5% significant 
level and more likely to influence customer switching intentions in commercial banks, thereby 
supporting the first hypothesis (H1) of the study, that perceived control of bank charges have 
significant influence on customer switching intentions in commercial banks.  

Also, this study pointed out that attitude toward service quality has significant influence on 
customer switching intentions in commercial banks. The regression coefficient indicated the values of 
-0.507 and P-values of 0.000. These results mean that attitude toward service quality has negative and 
significant influence on customer switching intentions in commercial banks. Based on these findings, it 
can be stated that the second hypothesis (H2) of this study is supported, and therefore attitude toward 
service quality has significant influence on customer switching intentions in commercial banks.  

Further, this study proposed that subjective norms have significant influence on customer 
switching intentions in commercial banks. The regression results revealed the coefficient values of -
0.160 and P-values of 0.549. These findings imply that subjective norms are insignificant. Thus, the 
third hypothesis (H3) is not supported; in saying subjective norms will not predict customer switching 
intentions in commercial banks.  

Lastly, this study propounded that convenience has significant influence on customer 
switching intentions in commercial banks. The findings of regression results indicated the coefficient 
values of -0.451 and P-values of 0.021. These findings imply that the fourth hypothesis (H4) of the 
study is supported, that convenience has significant influence on customer switching intentions in 
commercial banks. The findings of hypotheses testing are presented in Table 6. 

 
     Table 6 
     Results of Hypotheses Testing  

Hypotheses 
Β 

Coefficients 
S. E t Sig. Results 

H1: Perceived control of bank charges have 
significant influence on customer switching 
intentions in commercial banks 

0.649 0.125 1.993 0.024 Supported 

H2: Attitude toward service quality has significant 
influence on customer switching intentions in 
commercial banks 

-0 .507 0.129 -3.941 0.000 Supported 

H3: Subjective norms have significant influence on 
customer switching intentions in commercial 
banks 

-0.160 0.144 -1.108 0.549 Not 
Supported 

H4: Convenience has significant influence on 
customer switching intentions in commercial 
banks 

-0.451 0.131 -0.603 0.021 Supported 
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DISCUSSION OF THE FINDINGS 
This research examined the influence of perceived control of bank charges on customer 

switching intentions in commercial banks. The hypothesis testing revealed that perceived control of 
bank charges had a significant positive influence on customer switching intentions in commercial 
banks. This means that when bank charges are increasing, they are most likely to stimulate customers’ 
intention to switch from one bank to another. These results suggest that commercial banks must be 
careful in setting service charges as the pertaining increases will lead to customer switching out. Also, 
the results suggest that perceived control of bank charges are the strongest factor among the four 
factors in influencing customer switching intentions. This shows how much customers are more 
concerned with various charges associated with banking services. The results of this study are 
consistent with the findings by Sharmin (2017), Keaveney (1995), Chukwuemeka and Godswill 
(2017), Olsson and Gall (2012), Ceesay (2017), Zakiy (2019) and Agarwal (2019).  On the contrary, 
Clemes et al (2008) and Misbah (2014) discovered that price had no significant relationship with 
customer switching behaviour in the banking industry of New Zealand and UK respectively. The 
disparate of the findings are an indication that banking customers in different countries are likely to 
respond differently to increases in bank charges for their services. 

Also, multiple regression analysis reveals that attitude toward service quality had a negative 
and significant influence on customer switching intentions in commercial banks. This means that 
when services offered are of low quality, they may result in a likelihood of customer switching from 
one bank to another bank. Therefore, poor service quality in a commercial bank is regarded as a 
catalyst for customer switching out in search for the best service quality alternatives. Results of this 
study suggest consistent improvement of service quality so as to retain existing customers. The 
research findings of this study are in line with the study by Mahapatra and Kumar (2017), Ceesay 
(2017) and Elliot (2019). Inconsistently, Kura et al. (2012) and Misbah (2014) found out that service 
quality had no significant effect on customer switching in the banking industry. However, the variation 
of these findings is a notification that what matters to the customers in a certain market is not 
necessarily expected to be the same in other marketing contexts. Thus, it is an obligation of 
commercial banks to study their customers thoroughly so as to serve them accordingly for effective 
retention. 

Furthermore, it was indicated that subjective norms had no significant influence on customer 
switching intentions in commercial banks. These findings suggest that commercial banks customers in 
Dar es Salaam city are not under robust social pressure that requires a vital social group to approve 
their switching intentions. Similar results were noted by Bansal and Taylor (2002).  On the contrary, 
Gall and Olsson (2012), Tai and Chuang (2016), Farah (2017) and Sivakumaran and Peter (2020) 
pointed out that subjective norms were significantly correlated with customer switching intentions in 
the banking industry. The variation of these findings infers that customers across the globe have 
different perceptions and beliefs about services offered. Accordingly, their perceptions and beliefs are 
likely to influence their switching intentions from a service provider significantly or insignificantly. 

Additionally, the findings of this study found a negative and significant influence of 
convenience on customer switching intentions in commercial banks. Thus, the more convenient the 
service delivery in commercial banks, the lower the customer switching intentions. This is because 
convenience is one of the important aspects to attain customer loyalty in a business firm. The findings 
of this study corresponded with those of Gerrard and Cunningham (2004), Nyarko (2015), Nimako 
(2012), (WRBR, 2018) and Bugyei(2019). Dissimilarly, Treasury (2010) found out that convenience 
was not a factor influencing customer switching in Australia banking business.  
 

Implications of the Study 
This study added a variable of convenience to the theory of TPB, which was borrowed from the 

Service Switching Model, advanced by Keaveney (1995). The added variable was found to be 
statistically significant with a negative influence on customer bank switching in the banks under study 
with β of -0.451 and P-values of 0.021. This forms one of the significant theoretical contributions of 
this study. Furthermore, the research findings reveal a significant contribution of the theory whereby, 
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two variables of the theory; perceived behaviour control (perceived control of bank charges) and 
individual attitude (attitude toward service quality) were statistically significant on customer 
switching intentions in the commercial banks. On the contrary, subjective norms were seen to be 
insignificant and had a negative influence on customer switching intentions in commercial banks. This 
infers that subjective norms were not an important variable in assessing customer switching 
intentions in commercial banks of Tanzania. 

Accordingly, it can be concluded that the applicability of TPB in studying customer switching 
intentions in banking industry differ in various marketing environments. Practically, the study 
established that perceived control of bank charges significantly and positively influence customer 
switching intentions in commercial banks. That means customers are likely to switch between 
commercial banks because of high charges demanded by the banks. Such observations are an alert to 
bank managers to conduct a thorough survey of comparable charges in other banks before setting 
their levels of service charges on customers. 

Consistently, attitude toward service quality and convenience ware established to be the 
variables influencing customer switching intentions between commercial banks. Managers of 
commercial banks should therefore be more focused on improving service quality and convenient 
environments for their customers so as to address and possibly control customer bank switching 
intentions. Also, this study  calls for the policymakers and, in this case, the BoT which is a regulator of 
all financial institutions to strengthen policy related to bank charges, convenience and service quality 
in order to control customer switching intentions and foster stability, efficiency and effectiveness of 
commercial banks. 
 

Limitations of the Study and Areas for further Studies 
This study focused more on commercial banks of Dar es Salaam. Yet it is clear that there exists 

non-commercial banks and these were not addressed in this study. Thus, future studies should focus 
beyond commercial banks in an attempt to assess the factors influencing customer tendencies to 
change banks from which they get banking services. Accordingly, this study addresses switching 
intentions in the banking industry. Thus, there is room for future researchers to assess factors 
influencing customer tendencies and behaviours to switch from one service provider to another such 
as service providers in hotels, and hands-on- employers such as in manufacturing. Additionally, the 
variable of subjective norms was found to be insignificant in examining customer switching intentions 
in commercial banks. Thus, further studies should test its effect on customer switching intentions in 
other industries such as manufacturing and tourism. 
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