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The ability to retain customers in the face of stiff competition guarantees the success of a bank. In this
study the authors sought to evaluate customer retention using the customer retention determinants:
customer satisfaction, switching costs and future usage in the commercial banks from the customers’
point of view during the cash shortage period of 2008 in Bindura. A structured questionnaire was used
for data collection with a sample size of 120 customers. The commercial banks used in the study were
Agribank, Barclays and Standard Chartered. From each bank 40 respondents were interviewed.
Judgemental sampling was used in selecting the respondents. The study found that majority of male
and older customers were satisfied and they also regarded banks as having higher switching costs and
for these reasons were less likely to change banks. The study recommends that banks should improve
on communication, machines reliability and customer care. It also recommends that banks should
improve customer satisfaction and switching costs amongst female and younger clientele.
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INTRODUCTION
The purpose of the study was to assess customer
retention strategies in commercial banks from a
customer’s perspective based on gender and age using
the customer retention determinants: customer
satisfaction, switching costs and future usage.
The research objectives of this study are as follows: to
evaluate customer satisfaction; to assess customers
switching cost levels; and to investigate the likelihood of
customer continued usage of the bank based on gender
and age.
The Zimbabwean economy has been under
hyperinflationary conditions from 1997 to 2008 averaging
3,8 billion percent (Hanke, 2008).This led to cash
shortages which gave way to overstretching of banking
services resulting in compromised service delivery. In
such an environment customer retention has not been
given due attention by most banks although it has been
found that it has more impact on profits than market
share, economies of scale and other variables that
traditionally are considered as providing competitive

advantage(Ramakrishnan, 2002). If you are not giving
your customers good reasons to stay, your competitors
will give them a reason to leave (Kotelnikov,
2001).Customer retention is more than giving what
customers expect but exceeding expectations so that
customers become loyal advocates for company’s brands
(Reichheld,1996).
Gender and Age
Customer characteristics such as gender and age have a
great impact on the level of customer retention (Bryant
and Jaesung,1996; Mittal and Kamakura,2001).
Research have shown that customer characteristics
moderate outcomes of customer retention such as
repurchase intention and share of the wallet (Mittal and
Kamakura, 2001; Cooil et al., 2007). Many studies have
been carried out to evaluate differences between men
and women on satisfaction. There are many studies
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which have found satisfaction to be unrelated to gender
(Carmel, 1985; Lin,1982,1975). However, many studies
have found that women report greater overall satisfaction
(Buller and Buller,1987). On the other hand there are
studies that have identified men as being less satisfied
(Chisick,1997; Singh,1990). In terms of gender, male
customers are more aggressive, assertive, independent
and less anxious than female customers (Feingold,
1994). Female customers are regarded as more
communal and agreeable. Burton (1995) says that male
customers are three times more likely to complain than
female customers. Aaltonen (2008) concludes that men
are less satisfied with services they receive in general
than women. Female customers are more inclined to
maintain a relationship with a company to avoid the
emotional difficulty of switching to another company,
while males are less interested in the relationship but
more interested in the best offer. Ross et al (1999)
concludes that women generally, have higher
expectations regarding the importance of service delivery
issues than their male counterparts. Barrett(2006) and
Hayes (2008) concurs that customers become more
valuable to the company over time. Furthermore,
customer retention is highest for customers who are
51years and above and lowest between 31 and 40 years
(Hayes,2008).
Determinants of customer retention
Villanueva and Hanssens (2007) conclude that customer
retention can be measured using three determinants:
customer satisfaction, switching costs and future usage.
Customer satisfaction
Kotler (2003) says that the key to customer retention is
customer satisfaction. Research have found that there is
positive correlation between customer satisfaction and
profitability and duration of the relationship (Anderson et
al., 1994; Bolton, 1998; Garbarino and Johnson 1999;
Gustaffsson et al., 2005; Garbarino and Johnson 1999)
argue that satisfaction is a good predictor of future
intentions for low relational customers while for high
relational customers, trust and commitment rather than
satisfaction are the key determinants. Kano (1984)
provides, customer satisfaction model which has six
categories of quality attributes, namely basic factors,
excitement factors, performance factors, indifferent
attributes, questionable attributes and reverse attributes.
The first three attributes influence customer satisfaction.
Basic factors are the minimum requirements that
customers take for granted and will cause dissatisfaction
if not met. Excitement factors increase customer
satisfaction if delivered but do not cause dissatisfaction if
not delivered. Such factors surprise and delight
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customers, thus they can be used to distinguish the
company from competitors. Performance factors cause
satisfaction if performance is high and cause
dissatisfaction if performance is low. The factors are
connected directly to customers’ explicit needs and
desires.
Switching costs
Kotler (2003) believes there are two primary ways to
retain loyal customers namely increasing level of
customer satisfaction and raising switching costs.
Switching costs are costs that a customer incurs when
she/he changes from one supplier or marketplace to
another. There are three types of switching costs:
transaction costs such as bank charges, learning costs
such as costs incurred in acclimatizing with a new
supplier, and artificial or contractual costs such as reward
programs (Klemperer,1987).
Expected future usage and expected regret
Lemon et al (2002) argue that when consumers decide
on whether to continue a relationship with a particular
bank they consider future considerations regarding the
product or service such as future benefits and anticipated
future regret. Customers take into account past, present
and future considerations of themselves and the firm
when determining continued business with a bank. For
most customers concern about regret that follows a bad
decision promotes risk-aversion (Kardes,1994). As a
result, marketing models that overlook the future
considerations from the customers’ perspective, will not
be effective. Marketers should convince customers that
buying their product is farsighted behavior and an
investment in future memories (Hanna, 2008).
RESEARCH METHODOLOGY
A case study design was carried in Bindura town. The sampling
frame for the study was made up of customers of three commercial
banks namely Agribank, Barclays and Standard Chartered. The
sample size used was 120 respondents with 40 respondents
selected from each of the three banks. There was equal distribution
between male and female respondents. Respondents were made of
two age groups 18-40years and 41-60years. Judgemental sampling
technique was used in selecting the respondents. A structured
questionnaire was developed to gather data from the respondents.
The questionnaire was pre-tested using 10 male and 10 female
customers in the age groups 18-40years and 41-40years. These
respondents were selected from the branches of the three banks
Agribank, Barclays and Standard Chartered in the CBD of Harare.
Customer satisfaction was measured using Kano’s customer
satisfaction model which provides three attributes: basic factors,
excitement factors and performance factors. The three factors were
combined to measure satisfaction. Switching costs were measured
by combining the level of transaction costs, learning costs and
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Table 1: Customer satisfaction

Satisfied with service
by sex
Satisfied with service
by age

F (%)
M (%)
18-40 years (%)

1
20
17
35

2
33
18
23

3
17
5
12

4
22
37
20

5
8
23
10

Total
100
100
100

41-60 years (%)

4

10

8

60

18

100

5
5
23
5
22

Total
100
100
100
100

1-strongly dissatisfied, 2-dissatisfied, 3-neutral, 4-satisfied, 5-strongly satisfied; F-female, M-male

Table 2: Switching costs

Bank has higher
switching costs by sex
Bank has higher
switching costs by age

1
28
20
38
12

F (%)
M (%)
18-40 years (%)
41-60 years (%)

2
42
17
37
17

3
8
3
12
7

4
17
37
8
42

1-strongly disagree, 2-disagree, 3-neutral, 4-agree, 5-strongly disagree; F-female, M-male

Table 3: Future usage

Likelihood of continued
usage by sex
Likelihood of continued
usage by age

F (%)
M (%)
18-40 years (%)
41-60 years (%)

1
38
17
36
12

2
20
12
32
15

3
8
5
5
9

4
23
42
20
36

5
10
25
7
28

Total
100
100
100
100

1-very unlikely, 2-unlikely, 3-neutral, 4-likely, 5-very likely; F-female, M-male

contractual costs. Finally, the likelihood of continued usage was
also measured.

RESULTS
Table 1, shows that in terms of gender the majority of
male customers were satisfied while majority of female
customers were dissatisfied. In terms of age most of the
older customers were satisfied while most of the younger
customers were dissatisfied.
On switching costs most of the female customers
disagreed with the notion that banks had higher switching
costs while majority of male customers agreed with the
notion. In terms of age the majority of younger
respondents disagreed that banks had higher switching
costs contrary to majority of older respondents who
agreed(Table 2).
Most of the female customers were unlikely to continue
using their current banks compared to majority of male
customers who were likely to continue using. The
majority of younger customers were unlikely to continue
using their current banks contrasting most of the older
customers who were likely to continue using(Table 3).
Eighty percent of the respondents suggested the banks
should improve their communication. For example if there

was no cash they wanted to be informed timeously.
Seventy five percent of respondents wanted the banks’
machines such as ATMs and network connections interbank and intra-bank to be reliable. Seventy percent of
the respondents suggested the banks to have efficient
service .Sixty five percent require banks to improve
customer care while sixty percent suggested fair bank
charges (Figure 1).
DISCUSSION
Customer retention was measured using three variables:
customer satisfaction, switching costs and future usage
based on gender and age. Most of the male customers
were satisfied with service provided by their banks
contradicting majority of female customers who
expressed dissatisfaction with the service. The higher
satisfaction amongst male customers could be due to
endurance inherent within men under harsh banking
operations. These results contrast the conclusion that
female customers often have higher satisfaction levels
compared
to
male
customers
(Buller
and
Buller,1987;Chisick,1997 and Singh,1990). In terms of
age older customers expressed higher satisfaction
compared to younger customers whose majority were
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communication

60

80

reliable machines
efficient service

65
75

customer care

70
bank charges
Figure 1: Improvements required by customers

dissatisfied. Higher satisfaction amongst mature
customers could be attributed to long established
relationships with the banks. These results concur with
the assertion of Barrett (2006) that customers are mindful
of value over time.
The majority of female customers regarded banks as
having low switching against most of the male customers
who regarded banks as having higher switching costs. A
combination of high dissatisfaction and low switching
costs amongst female customers supports the conclusion
by Ross et al (1999) that female customers have higher
expectations on service delivery compared to male
customers. In terms of age most of the younger
customers regarded banks as having low switching costs
while for most of the older customers, banks had high
switching costs.
Most male customers were likely to continue using their
banks while majority of female customers were unlikely to
continue. The likelihood of continued/discontinued
association could be due to higher satisfaction and
switching costs amongst male customers and low
satisfaction and switching costs amongst female
customers. These results dispute the view by Aaltonen
(2008) that female customers are more inclined to
maintain a relationship with a company to avoid the
emotional difficulty of switching to another company. Age
wise the majority of older customers are likely to continue
using their banks, thus confirming the conclusion by
Hayes (2008) that customer retention is highest for older
customers.
The results of the study confirm that customer
characteristics such as gender and age have a great
impact on the level of customer retention (Bryant and
Jaesung,1996; Mittal and Kamakura, 2001). The study
also sought areas of improvements from the customers’
perspective. Customers’ suggestions in order of priority
were improvements on communication, machines and

network reliability, efficient service, customer care and
fair bank charges.
Conclusion and Recommendations
The study revealed customers’ evaluation of customer
retention variables: customer satisfaction, switching costs
and future usage based on gender and age of the
respondents. The study revealed that male and older
customers were more satisfied than female and younger
customers. In terms of switching costs male and older
customers regarded banks as having higher switching
costs than did female and younger customers. Male and
older customers were more likely to continue using their
banks than female and younger customers. The results of
the study conclude that, using the three customer
retention variables, customer retention was high for male
and older customers while it was low for female and
younger customers. The study also concludes that
customer characteristics such as gender and age have a
great impact on the level of customer retention.
In order to achieve optimal results the study
recommends the banks to improve communication,
machines and network reliability, efficient service,
customer care and offer fair bank charges. The banks
should also address customer satisfaction and switching
costs for its female and younger customers in order to
guard against their turnover. The researcher also
recommends a similar study under a stable environment.
Acknowledgement
The authors thank management and staff of the three
commercial banks in Bindura Town for facilitating this
study. Furthermore the cooperation of customers of these

088

E. J. Bus. Manage. Econ.

banks is highly appreciated for their participation in this
research.
REFERENCES
Aaltonen PG, Markowski EP, Kirchner TA (2008). Relationship
marketing management and satisfaction/loyalty: effects of gender,
age and income. Eur. J. Manage. 8(3): 159-186
Alba J, Lynch J, Weitz B, Janiszewski C (1997). Interactive home
shopping: Consumer, retailer, and manufacturer incentive to
participate in electronic marketplaces. J. Marketing 6(13): 38-53
Anderson EW, Fornell C, Lehman DR (1994). Customer satisfaction,
market share and profitability: Findings from Sweden. J. Marketing
58(7): 53-66
Barrett KJ (2006). Techniques and strategies for sales profession: Are
you matching your customer retention strategies with the customer
lifecycle. Retrieved from world wide web http://www.kjbarrett.com on
12.07.2008
Berry BA (2002).The customer-supplier relationship.Retrieved from
world
wide
web
http://www.whatcustomerswant.org/satisfactionresearch/customersup
plierrelation.html
on13.06.2008
Bolton RN (1998). A dynamic model of the duration of the customers’
relationship with a continous service provider: The role of satisfaction.
J. Marketing Sci. 7(1): 45-65
Bryant BE, Jaesung C (1996). Crossing the threshold. J. Marketing Res.
8(4): 20-28
Buller MK, Buller DB (1987). Physicians communication style and
patient satisfaction. J. Health Soc. Behav. 28: 375-88
Burnett S 10 Critical factors to building profitable customer loyalty.
Retrieved
from
world
wide
web
http://www.ad-mktreview.com/public_html/docs/fs157.html on 2.05.2008
Burton D (1995).Women and financial services: Some directions for
future research. Intl. J. Bank Marketing, 13(8): 21-8
Carmel S (1985). Satisfaction with hospitalization: A comparative
analysis of three types of services . Soc. Sci. Med. 21: 375-88
rd
Chaffey D (2008). E-Business and E-Commerce Management.3
Ed.Prentice Hall: Harlow
Chisick MC (1997). Satisfaction with active duty soldiers with family
dental care. Military Med. 21: 1243-9
Cooil B, Timothy LK, Lerzan A, Micheal H (2007). A longitudinal
analysis of customer satisfaction and share of wallet: Investigating
the moderating effect of customer characteristics. J. Marketing 71:
67-83
th
Cooper DR, Schindler PS (2003). Business Research methods.8
Ed.Tata McGraw-Hill.New Delhi
Feingold A (1994). Gender differences in personality: A meta-analysis:
Psychological Bulletin 116(3): 429-456
Garbarino E, Johnson MS (1999).The differential roles of satisfaction,
trust and commitment in customer relationships. J. Marketing 63(4):
70-87
Gonzalez E (2008). The secrets of customer retention exposed.
Retrieved from world wide web http://www.retentionofcustomers.com
accessed on 10.03.2009
Gustafsson A, Johnson MD, Roos I (2005). The effects of customer
satisfaction, relationship commitment, dimensions and triggers on
customer retention. J. Marketing 69(4): 210-218
Hanke H (2008). Zimabwe From Hyperinflation Growth Development
Policy
Analysis.
Retrieved
from
world
wide
web
http://www.cato.org/Zimbabwe on 28.12.2008
Hanna J (2008). Indulgence vs Regret: Investing in future memories.
Retrieved from world wide web http://hbswk.hbs.edu/item/6008.html
on 12.12.2008
Hanssens
DM,
Villanueva
J
(2007).
Customer
equity:Measurement,Management and Research Opportunities.
Foundations and Trends in Marketing 1(1): 1-95
rd
Hayes BE (2008). Measuring satisfaction and loyalty.3 Ed.ASQ Quality
Press: Settle

Kano N, Seraku N, Takahashi F, Tsuji S (1984). Attractive quality and
must be quality. J. Japanese Society for Quality 4(2): 39-48
Kardes,FR (1994). Consumer judgement and decision process.
Handbook of Social Cognition 2(2)Provide page numbers
Klemperer P (1987a). The competitiveness of markets with switching
costs. Rand J. Econ. 18(1): 138-150
Klemperer P (1987b). Markets with consumer switching costs. Quarterly
J. Econ. 102(2): 375-394
Kotelnikov V (2001). Customer retention and customer lifetime value.
Retrieved
from
world
wide
web
http://www.es.com/business_guide/crosscuttings/customer_retention.
html on 18.03.2009
th
Kotler P (2003). Marketing Management.11 Ed.Prentice Hall: New
Delhi
Lemon KN, White TB, Winer RS (2002). Dynamic customer relationship
management: Incorporating future considerations into the service
retention decision. J. Marketing 66(10): 1-14
Linn LS (1975). Factors associated with patient evaluations of health
care. Milbank Memorial Fund Quarterly Health and Society 53: 531548
Linn LS (1982). Burn patients’ evaluation of emergency department
care. Annals of Emergency Medicine 11: 255-259
Mittal V, Kamakura WA (2001). Satisfaction and repurchase
behaviour.The moderating influence of customer and market
characteristics. J. Marketing Res. 38(1): 131-142
Murphy EC, Murphy MA (2002). Leading on the edge of chaos: The 10
critical elements for success in volatile times. Prentice Hall Press:
New York
Novo J (2004). Drilling Down Turning Customer Data Into Profits With a
rd
Spreadsheet
3
Ed.Retrieved
from
world
wide
web
http://www.Blocker.com on 1.04.2009
Peppers D, Rogers M (2005). Return on customer: Creating maximum
value from your scarcest resource. Bantam Dell Publishing Group:
New York
Porter RH, Armstrong M (2007). Handbook in Economics: Handbook of
Industrial Organisation 3.
Punch,F.K.2000.Developing effective research proposals.Sage:London
Ramakrishnan K (2002). Customer retention: The key to business
performance.
Retrieved
from
world
wide
web
http://www.estrategicmarketing.com on 14.01.2009
Reichheld F (1996). Learning from customer defections. Harvard Bus.
Rev. 74(2): 56-61
Robertson
J
Cash
crisis.
Retrieved
from
http://www.thezimbabweindependent.com on 26.07.2008
Robson C (1993). Real world research: A resource for social scientists
and practitioner researcher.Blackwell:Oxford
Ross LW, Fleming RS, Fabes KJ, Frankl R (1999). Gender effects on
customer satisfaction with employment services. Journal of career
development international 4(5): 270-276
Singh J (1990). A multifaceted typology of patient satisfaction with a
hospital. J. Health Care Marketing 10(4): 8-21
Smith A, Bolton R (1998). An experimental investigation of customer
reactions to service failure and recovery encounters paradox or peril?
J. Service Res. 1(3): 65-81
Smith,J (2000). Successful customer retention in a week.Hodder and
Stoughton: London
Smith,J (2002). Customer retention in a week.Hodder Arnold: London
Symonds M, Wright T, Otto J (2008). The customer-led bank: how to
retain and boost top line growth. Retrieved from world wide web
http://www.bain.com on 3.01.2009
Thompson
B
(2005).
Retrieved
from
world
wide
web
http://www.rightnow.com on 24.01.2009
Villanueva S, Hanssens T (2007). Customer retention .Retrieved from
world wide web http://www.visionedgemarketing.com/content/ThreeEssential-customer-Retention-Related-Metrics/menu-id-1.html
on
3.03.2009
Zeelenberg M (1999). The use of crying over milk: A note on the
rationality and functionality of regret. J. Philos. Psychol. 12(91): 325340

