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Abstract: Agency banking has become crucial for expanding financial inclusion by offering banking
services to underserved urban and rural areas. This study examines the behavioral factors affecting
customers' continued intention to adopt agency banking using the Expectation-Confirmation Model (ECM).
Data was gathered through closed-ended questionnaires distributed via Google Forms and drop-oft/pick-up
methods, resulting in 166 responses analyzed with Partial Least Squares Structural Equation Modeling
(PLS-SEM) using SMARTPLS 4.0 software. Findings indicate that customers’ satisfaction, subjective
norms, perceived usefulness, and perceived convenience significantly and positively impact the continued
intention to adopt agency banking. However, perceived cost and perceived trust were not significant.
Additionally, perceived usefulness and confirmation significantly and positively impact customer
satisfaction, while confirmation significantly impacts perceived usefulness. Mediation analysis showed that
satisfaction and perceived usefulness significantly mediate the relationships examined. To enhance
customers' intention to continue using agency banking, policymakers should develop strategies that promote
communal culture, positive behavior towards agency banking, increased services, and broader
understanding of its benefits. This research offers insights for academics and practitioners on improving
adoption strategies and policies to boost financial inclusion.
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1. Introduction

Agency banking is an innovation in the banking sector that offers an opportunity for bank customers
to access diverse banking services via third party outlets. The services obtained through agency banking are
such as cash deposits, cash withdrawals, bills settlement, funds transfer, payment of government bills and
customer’s account balances. A few outlets could be used, including supermarkets, petrol stations, wholesale
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business centers, saving and Credit Cooperative Societies (SACCOS), pharmacies and various retail outlets.
Generally, post offices and retail outlets are mainly used as agents of banks to extend banking services in
various parts of the world. Thus, agency banking permits financial institutions to reach out more customers
without the need for traditionally owned bank premises and it minimizes the costs of setting up physical
branches (Chokuda Santu et al., 2017; Kanyugi et al., 2019). The pioneers of agency banking that include
Brazili and other Latin American countries have demonstrated to the world the power of alternative banking
channels in enhancing financial inclusion (Alliance for Financial Inclusion, 2012). The model enables banks
to have its presence in the city outskirts and rural areas where banks lack incentive or capacity to open
branches. Previous studies demonstrate significant potential success for banks to increase access to financial
services especially in the remote areas (Mende et al., 2015).

Likewise, in Tanzania to enhance financial inclusion the guidelines for bank agents were initially issued
by the Bank of Tanzania in 2013 and the same year 591 agents were approved to provide banking services
in the country (BOT, 2014). The government has taken diverse measures that support the implementation
of agency banking that include issuing updated agent bank guidelines (2017) to accommodate modern
banking practices and digitalization. Following the issuance of updated guidelines the number of bank
agents towards the end of 2022 reached 75,238 (BOT, 2022). Despite of all initiatives to enhance outreach
of banking services the agent banking is mainly dominated by large banks and mainly concentrated in major
cities that include Dar es Salaam, Mwanza, Arusha, Dodoma and Mbeya that accounts 58.6% of all bank
agents (BOT, 2020). This implies the usage of agent banking in the rural areas is still lower relative to urban
centers.

Despite the increased outreach, banks encounter competition from other financial service providers or
delivery channels such as mobile money operators’ network and Fintech that compete with traditional banks.
This suggests that banks must devise mechanisms to ensure retention and increased users of bank services.
In addition, Tanzanian financial inclusion level in 2017 reached 67% which is lower compared to other
countries such as Kenya which was 79.6% (Kanyugi et al., 2019; NFIF, 2018). The Tanzanian government
has also implemented a number of reforms in the financial sector to enhance access to financial services that
include first and second phase regulatory reforms in 1990s and 2000s respectively (URT, 2006). The reforms
have contributed to the proliferation of several banks and various providers of financial services in the
country. Thus, lower usage of financial services among the bank customers in Tanzania; particularly in the
rural areas is mainly associated with individuals’ readiness to use formal financial services for their daily
life activities. Various studies on innovations have confirmed that the success of any innovation relies on its
continuance usage rather than initial adoption (Bhattacherjee & Premkumar, 2004). Similarly, agency
banking being an innovative method of delivering financial services, its success will depend on its continued
usage by target customers.

Various studies have been conducted to examine factors that influence individuals’ intention to adopt
agency banking (Githae et al., 2018). The previous studies suggest various factors that affect individuals’
intention to adopt agency banking that include agency services costs, agency service security, perceived risk
and awareness (Muoria & Moronge, 2018). However, studies that investigate bank customers’ post-
consumption intention are scarce. In addition, this study extends expectation-confirmation model by adding
perceived convenience, perceived trust, perceived cost, subjective norms, and satisfaction so as to address
post-consumption tendency among the bank customers. Therefore, this study aims to investigate the factors
that would influence bank customers’ intention to continue using agent banking in Tanzania.

2. Literature Review and Hypothesis Development

2.1. Underlying Theory

Expectation Confirmation Theory (ECT) is widely adapted in social psychology and consumer research
to study individuals’ post-purchase behaviour, satisfaction and marketing of services (Oliver, 1980;
Papagiannidis, 2022). The theory helps to explain ways of establishing long term relationships between
business and their customers. The constructs that constitute expectation confirmation theory are perceived
as usefulness, confirmation of expectation, satisfaction and individuals’ continuance intention towards a
particular behaviour. Satisfaction is one of the key variables of the expectation confirmation model that
determines individual repurchase intention of a particular service following satisfaction with prior service.
However, satisfaction is determined by confirmation of expectation because confirmation provides
reference for evaluating the performance of prior service, hence increasing or reducing service satisfaction
(Papagiannidis, 2022). Researchers have used the theory in different contexts that include mobile banking,
information systems and mobile shopping (Bhattacherjee, 2001; Rahi et al., 2022). Thus, continued intention
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among bank customers to adopt agency banking could be addressed well using Expectation Confirmation
Theory. To address comprehensively the issues of the current study, expectation confirmation model was
adapted by incorporating perceived convenience, perceived trust, perceived cost and subjective norms.
Figure 1 presents conceptual framework for the current study based on the modified expectation
confirmation model. In addition, hypotheses are developed based on the model specified relationships.

2.2. Confirmation

Confirmation reflects individuals’ realization of the expected benefits as the result of participating in a
certain behaviour (Bhattacherjee, 2001). Normally, expectation confirmation theory suggests that any
individual would have an expectation prior engagement in a particular behaviour. Hence, once the
expectation is met in a positive way then the individual could be satisfied otherwise dissatisfied. Based on
diverse studies, confirmation influences individuals’ satisfaction and perceived usefulness to engage in
various behaviour such as mobile banking, online shopping and internet banking usage (Jiang & Klein,
2009). Agency banking customers would repeat accessing banking services if their expectations regarding
quality and experience of using agency banking were met. Therefore, the current study hypothesizes that:

H1: Confirmation has positive impact on customers’ continuance intention to adopt agency banking
H2: Confirmation has positive impact on customers’ satisfaction to adopt agency banking

2.3. Perceived convenience

Previous studies demonstrate perceived convenience as one of the main factors considered by
individuals in adopting new behaviour (Khan et al., 2017). Studies that examined adoption of new
technologies such as online banking, mobile banking, internet banking and online shopping adoption found
that perceived convenience had significant influence on individuals intention to adopt such technologies
(Maharani et al., 2024). Similarly, bank customers’ intention to continue using agency banking, which is an
innovative method for bank services delivery, would be influenced by its convenience. The common aspects
embraced in agency banking convenience include accessibility in different locations especially remote areas,
vast services provided to customers and time savings. Thus, given that most of the banks in Tanzania
operates mainly in urban areas, the use of agency banking provide convenience to individuals living in the
rural or far from the bank’s locations. Therefore, this study hypothesizes that:

H3: Perceived convenience has positive impact on customers’ continuance intention to adopt agency
banking

2.4. Perceived costs

Perceived costs refer to the extent to which bank customers believe the financial cost associated with
agency banking exceeds the expected return. The cost involved in agency banking is one of the main
considerations for the bank customers. Agency banking normally involves some charges such as bank
charges, fees, commissions and other transaction charges. Several previous studies reveal that perceived
cost affects individuals’ participation in a particular behaviour (Nirmawan & Astiwardhani, 2021; Rahman
& Sloan, 2017). Benazic et al. (2015) claims that online consumer usually requires adequate information to
assess the benefits and costs before engaging in any transaction. Similarly, agent bank customers require
certain important information and advisory services while engaging in various banking transactions that
have cost implications for them. Therefore, bank customers believe the cost of engaging in agency banking
transactions could be high as the result of the expected benefits would be low which reduces intention for
its continuance usage. Thus, this study postulates that;

H4. Perceived cost has negative impact on customers’ continuance intention to adopt agency banking

2.5. Trust

Trust reflects customers’ beliefs that banks do not engage in transactions that would harm them while
using agency banking services (Chairunnisa, 2023). Studies in diverse research disciplines such as mobile
banking, Islamic banking, health insurance and information systems indicate trust is a key factor that
influences individuals engagement in various behaviour and consequently repeated performance of such
behaviour (Benazic & Tankovic, 2015). Trust is important as well for agency banking customers because it
reduces uncertainty and increases their persistent engagement in various banking services via agency
banking. Based on the nature of banking transactions, trust is one of the key factors considered by customers,
hence banks upholding trust would attract and retain their customers. Based on this elaboration, the study
hypothesizes that:
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HS5: Trust has a positive impact on customers’ continuance intention to adopt agency banking

2.6. Perceived Usefulness

Bank customers intention to adopt Agency banking and persistent usage relies on their perception
regarding the benefits generated from its use (Francois & Godspower-akpomiemie, 2024). Researches in
information systems and online shopping confirm perceived usefulness has an influence on individuals
continued intention to use particular technology based on its benefits (Ventre & Kolbe, 2020). Thus, because
bank customers perceive agency banking to be useful in accessing assorted banking services would enhance
their intention for continuance intention to use agency banking. On the contrary, if they perceive agency
banking as less useful, they will opt for alternative delivery channels, hence reducing possibility of
continued use intention. Moreover, studies indicate perceived usefulness affect individuals satisfaction that
results in increased continued intention to participate in a particular behaviour (Hidayat-ur-rehman et al.,
2021). Likewise, bank customers will perceive agency banking as useful if it improves the quality of banking
services and provides a satisfactory experience that enhances repeated use of agency banking. Based on the
expectation confirmation model, individuals form an opinion about its usefulness after prior usage
(Fernandez-Guzman & BravoEdgardo, 2018). Progressively, perceptions of agency banking customers
regarding usefulness and confirmation of their expectations would enhance their satisfaction. Therefore, the
following hypotheses are proposed in this study:

H6: Perceived usefulness has positive impact on customers’ continuance intention to adopt agency
banking

H7: Perceived usefulness has positive impact on customers’ satisfaction to adopt agency banking

H12: Perceived usefulness mediates the relationship between confirmation and customers’ satisfaction
to adopt agency banking

H13: Perceived usefulness mediates the relationship between confirmation and customers’ continu-
ance intention to adopt agency banking

2.7. Subjective norms

Subjective norms reflect the pressure to be borne by agency banking customers from the community
members in case they adopt it. Basically traits of socialism still prevail in Tanzania, despite of political and
economic reforms of the 1980s (Ngowi, 2009). The subjective norm is common in communities where there
is strong bond among the community members. Several studies indicate subjective norms have positive and
significant influence on individuals’ behavioural intention (Awn & Azam, 2020; Raut et al., 2018; Xu et al.,
2022; Yusuf, 2021). In addition, other studies found negative influence of subjective norms on behavioural
intention (Ma et al., 2019). Negative influence is possible for communities where individuals are highly
educated or lack strong community bond, hence depend less on others for decision making. Thus, bank
customers’ perception towards agency banking in Tanzania can be influenced positively by significant
others such as relatives, loved ones, family and other community members as the result of strong bond
among community members. Therefore, the following hypothesis is proposed.

HS: Subjective norms have positive impact on the customers’ continuance intention to adopt agency
banking

2.8. Satisfaction

Satisfaction refers to the emotion-based responses demonstrated by the customer after the initial use of
a particular service. It reflects a general experience by an individual following evaluation and psychological
state as the result of participating in a particular behaviour (Maditinos et al., 2009; Yin & Lin, 2022; Zhao
et al.,, 2012). Previous studies show that individual satisfaction determine continuance intention to use
mobile banking, virtual platforms, financial technologies and satisfaction in higher education (Santini et al.,
2017). In addition, the higher degree of perceived usefulness of agency banking among the banking
customers enhances their satisfaction and consequently continuance intention to adopt agency banking.
Therefore, because satisfaction results from confirmation of previous experience, likewise customers of
agency banking are more likely to continue using it after finding out they meet their banking needs
efficiently and provide a satisfactory experience. Hence, the following hypotheses are suggested:
H9: Satisfaction has a positive impact on customers’ continuance intention to adopt agency banking
H10: Satisfaction mediates the relationship between perceived usefulness and customers' continued
intention to adopt agency banking
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H11: Satisfaction mediates the relationship between confirmation and customers continued intention
to adopt agency banking
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Figure 1. Conceptual Framework

3. Materials and Methods
3.1. Population and Sample

The study was conducted in Tanzania at Mkuranga district, Coastal region. The Coastal region is among
the regions with low level of financial inclusion in the country and individuals have similar characteristics
to other financially excluded regions (NFIF, 2018). The targeted respondents for the study were bank agent
customers who were using agency banking services. Thus, non-probability sampling was suitable because
the nature of financial information required could be difficult to get sampling frame. In addition, Purposive
and convenience sampling techniques were employed to draw a sample of 200 respondents for this study
(Samartha et al., 2022). Data was collected using online surveys via Google Forms which were distributed
to bank agent customers through Whatsapp and email obtained prior data collection. Furthermore, to
enhance response rate for bank agent customers who had no email or Whatsapp numbers the drop off and
pick up (DOP) method was used by visiting banks and bank agent centers (Allred & Ross-Davis, 2011;
Almuraqgab, 2016). Subsequently, a total of 179 responses (89.5%) were obtained as the result of close
follow up during data collection. However, some of the electronic questionnaires were returned incomplete
and were discarded to avoid distortion of the study results, hence a total of 166 (83%) complete
questionnaires were appropriate for analysis.

3.2. Research Instruments

The study used mult-item scale to measure proposed constructs which were adapted from previous
studies with appropriate modifications to suit the context of the current study. Modification of the study
items was carried out carefully without distorting their primary message. To measure the perception of
respondents in relation to study variables a five-point Likert scale ranging from strongly agree (5) to strongly
disagree was engaged. The Likert scale of 5 points was suitable for this study because it allows bank
customers to express the direction and strength of their opinion regarding their continued intention to adopt
agency banking (Lim et al., 2020; Ullah et al., 2022). In this study, four item scale was employed in
measuring perceived convenience and perceived trust used five items scale (Sleiman et al., 2021; Susanto
et al., 2016). Perceived cost and subjective norms were measured using four item scale adapted from
Alsheikh & Bojei (2014) and Mbawuni & Nimako (2015). Furthermore, the study comprises six items on
satisfaction, six items on perceived usefulness, five items on confirmation and five items for continuance
intention (Foroughi et al., 2019; Lee, 2010; Nguyen & Ha, 2021; Susanto et al., 2016).

The survey instrument was divided into two parts which were demographic characteristics and
respondents’ perception on diverse items to measure study constructs. To ensure face and content validity
the questionnaire was examined by experts in agent banking and professional researchers. In addition, both
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Swahili and English questionnaires were used to draw data from respondents. Translation was imperative
as most of Tanzanians are conversant with Swahili which is national language in the country. Thus, study
measurement items were translated into Swahili to ensure targeted respondents could complete the
questionnaire without difficulty. Given the study items were adapted from previous studies pre-test was
conducted prior administering the questionnaire in the main study for improvement and ensure respondents
provide accurate responses.

3.3. Data Analysis

The study employed partial least squares (PLS) approaches with SmartPLS 4.0 software to examine
the proposed hypotheses. PLS has been used in this study due to its superiority in testing the hypothesis of
predictive studies. Furthermore, PLS is appropriate in data analysis with less stringent requirements on data
distribution and size of data (Hair Jr et al., 2014). It is one of the sophisticated statistical techniques that
allows simultaneous analysis of the structural model (Tsai et al., 2020). To achieve the objective of the
study, two steps analytical approaches were adopted in which the measurement model was assessed and
finally the structural model (Anderson & Gerbing, 1988).

4. Results
4.1. Respondents’ Demographic Profile

Demographic features revealed most of the respondents were aged between 18 and 64 years (87%)
which implies the majority fit into the working age in Tanzania and the rest were aged 65 years and above
as indicated in Table 1. On the basis of marital status, a large proportion of the data was collected from
married individuals (66%) relative to single (34%). Gender distribution was unequal as more responses were
obtained from males (70%) than female (30%). This reflects fewer females are engaged in economic
activities that involve the use of banking services via bank agents in the country. Demographic profile
demonstrated respondent to have diverse levels of education ranging from primary school to universities.
The result implies most bank agent customers are financially knowledgeable.

Table 1. Result of Demographic Profile of Respondents

Demography Category Frequency Percentage
18-34 88 53
Age 35-64 56 34
65 and above 22 13
Male 116 70
Female 50 30
Gender Marital Status
Married 109 66
Single 57 34
Primary school 16 10
Secondary school 58 35
Education Level Certificate 15 9
Diploma 17 10
Graduate and above 60 36

4.2. Measurement model
4.2.1. Construct Validity and Reliability Analysis

The measurement model was validated prior building the structural model to ensure reliability and
validity of the relationships between measurement items and latent variables (Tsai et al., 2020). Therefore,
the measurement model was examined to evaluate convergent validity by using average variance extracted
(AVE), composite reliability and factor loadings. The results in table 2 indicates all items loading exceed
the required threshold of 0.7, average variance extracted scores were greater than 0.5, Cronbach's alpha and
composite reliability exceed 0.7 threshold as well (Fornell & Larcker, 1981). Thus, the results confirm
measurement items are well correlated in measuring respective latent variables. The results confirm
measures of one latent variable differ from those measuring other latent variables.
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Table 2. Result of Construct Validity and Reliability
Factor Cronbach's Composite
Constructs Items Loadings Alpha reliall))ili ty AVE VIF
CF1 0.846
CF2 0.883
Confirmation CF3 0.883 0.920 0.940 0.757 2.555
CF4 0.880
CF5 0.858
CI1 0.891
Continuance CI2 0.875
intention CI3 0.902 0914 0.937 0.749 N/A
Cl4 0915
CI5 0.732
Perceived PCI 0.883
Convenience PC2 0.894 0.842 0.905 0.760 1.655
PC3 0.838
PCO1 0.722
. PCO2 0.738
Perceived cost PCO3  0.93% 0.821 0.865 0.619 1.097
PCO4 0.728
PT1 0.801
PT2 0.828
Perceived Trust PT3 0.804 0.875 0.909 0.667 2.806
PT4 0.834
PT5 0.816
PUI1 0.650
PU2  0.811
Perceived PU3 0.865
usefulness PU4 0867 0.900 0.924 0.672 3.358
PUS 0.872
PU6  0.833
SN1 0.820
SN2 0.721 0.858 0.904 0.703 1.839
Subjective norms SN3 0.916
SN4  0.883
ST1 0.800
ST2 0.883
. . ST3 0.852
Satisfaction ST4 0918 0.927 0.943 0.734 4.849
ST5 0.865
ST6 0.818

4.2.2. Discriminant Validity Analysis

This study examined discriminant validity to ensure that measurement items employed for one
construct are sufficiently different from those measuring other constructs. Table 3 results confirm that
discriminant validity was achieved in this study as the coefficients of Heterotrait-Monotrait (HTMT) ratio
were less than 0.85 (Yin & Lin, 2022). Furthermore, the scores of square root of average variance extracted
(AVE) in table 4 exceeded correlation coefficients of all constructs that suggest discriminant validity is
desirable (Fornell & Larcker, 1981). Thus, both square root average variance extracted and Heterotrait-
Monotrait confirm measures of each construct are sufficiently different.
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Table 3. Result of Discriminant Validity using HTMT

Constructs CF CI PC PCO PT PU SN ST

CF 1.000

Cl 0.796 1.000

PC 0.599 0.681 1.000

PCO 0.139 0.145 0.204 1.000

PT 0.809 0.745 0.63 0.068 1.000

PU 0.859 0.852 0.639 0.083 0.791 1.000

SN 0.58 0.698 0.527 0.086 0.676 0.609 1.000

ST 0.864 0.845 0.608 0.151 0.868 0.899 0.731 1.000

Note: CF: Confirmation, PU: Perceived usefulness, ST: satisfaction, PC: Perceived convenience, PCO: Perceived costs, CI: Con-

tinued intention, SN: Subjective norms, PT: Perceived trust

Table 4. Result of Discriminant Validity using Fornell and Larcker

Constructs CF CI PC PCO PT PU SN ST
CF 0.87

CI 0.733 0.865

PC 0.525 0.597 0.872

PCO -0.133 -0.159 0.132 0.787

PT 0.726 0.67 0.541 -0.047 0.817

PU 0.78 0.773 0.558 -0.066 0.7 0.82

SN 0.518 0.624 0.445 -0.033 0.593 0.54 0.839

ST 0.799 0.78 0.536 -0.146 0.78 0.824 0.655 0.857

Note: CF: Confirmation, PU: Perceived usefulness, ST: satisfaction, PC: Perceived convenience, PCO: Perceived costs, CI: Con-

tinued intention, SN: Subjective norms, PT: Perceived trust

4.3. Structural Model

Path analysis was conducted in this study after the confirmation of the validity and reliability of the
measurement model components. SEM-PLS technique was adopted to establish the relationship between
the study variables and path coefficients estimated using bootstrapping with 5,000 resamples.
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Figure 2. Results of the PLS Algorithm using SMARTPLS-4
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Figure 2 indicates that the goodness of fit of the study model was measured by using R-square. R-
square scores demonstrate that customers’ satisfaction was 74%, 60.9% for customer’s perceived usefulness
and 71.6% for customers continued usage of agency banking services. The results indicate all R-square
values obtained exceed 10% which confirms acceptable goodness of fit in this study (Ozili, 2023). Figure 2
presents structural model results of the current study.

4.4. Hypothesis Testing
4.4.1. Direct Effect

To achieve the objectives of the study fourteen hypotheses were tested. The direct relationship between
the study variables were tested using hypotheses H1 to H9. In addition, the study tested mediation effect
among the study variables using hypotheses H10 to H14. Thus table 5 and 6 present the structural model
and path analysis results. The results on table 5 reveal that confirmation (=0.780, P=0.000) has significant
effect on customers perceived usefulness, while perceived usefulness (f=0.511, P=0.000) and confirmation
(B=0.401, P=0.000) have significant effect on customers satisfaction. Hence hypotheses H1, H2 and H7 are
supported. Furthermore, the study findings indicate that perceived Convenience ($=0.202, P=0.000),
perceived usefulness ($=0.348, P=0.000), subjective norms (f=0.174, P=0.001) and satisfaction (f= 0.232,
P=0.017) statistically significant on customers continued intention to use agency banking. The results
confirm hypotheses H3, H6, H8 and H9 are supported. However, the results indicate that Perceived cost
(B=-0.122, P=0.052) and Perceived Trust (=0.325, P=0.745) are not statistically significant to customers’
continued intention to use agency banking. Therefore, based on the table 5 results, H4 and H5 are not
supported.

Table 5. Result of Hypotheses Testing (Direct Effect)

Hypothesis  Structural Path  Path coefficients () T value P values Decision
HI CF >PU 0.780 21.667 0.000 Supported
H2 CF -> ST 0.401 5.895 0.000 Supported
H3 PC > CI 0.202 3.529 0.000 Supported
H4 PCO > CI -0.122 1.942 0.052 Not Supported
H5 PT > CI 0.027 0.325 0.745 Not Supported
Ho6 PU > CI 0.348 4.398 0.000 Supported
H7 PU -> ST 0.511 7.500 0.000 Supported
HS8 SN -> CI 0.174 3.373 0.001 Supported
H9 ST > CI 0.232 2.392 0.017 Supported

Note: CF: Confirmation, PU: Perceived usefulness, ST: satisfaction, PC: Perceived convenience, PCO: Perceived costs, CI:
Continued intention, SN: Subjective norms, PT: Perceived trust

4.4.2. Mediation Effect

Perceived usefulness and satisfaction are the examined mediating variables in this study. Hence, table
6 presents the results for five hypotheses tested (H10 to H14). The analysis shows that perceived usefulness
and confirmation have significant indirect positive effect on customers continued intention to use agent
banking through satisfaction. Hence, hypotheses H10, H11 and H12 are supported. In addition, the study
findings demonstrate confirmation has significant indirect effect on customers continued intention to use
agency banking and customers’ satisfaction via perceived usefulness. Thus, hypotheses H13 and H14 are
supported in this study.

Table 6. Result of Hypotheses Testing (Mediation Effect)

Hypothesis Structural Path Path coefficients (B) T value P values Decision

H10 PU -> ST -> CI 0.119 2.385 0.017 Supported
H11 CF > ST -> CI 0.093 2.069 0.039 Supported
HI2 CF ->PU > ST 0.399 6.661 0.000 Supported
H13 CF > PU > CI 0.271 4.255 0.000 Supported

Note: CF: Confirmation, PU: Perceived usefulness, ST: satisfaction, PC: Perceived convenience, PCO: Perceived costs, CI: Con-
tinued intention, SN: Subjective norms, PT: Perceived trust.
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4. Discussion

The study investigated behavioural factors that influence bank customers continued intention to adopt
agency banking services in Tanzania. To achieve the purpose of the study structural relationships between
Perceived cost, Perceived usefulness, confirmation, Subjective norms, Perceived Trust, Perceived
Convenience and satisfaction on the bank customer’s Continuance intention were examined. This was
achieved through testing nine hypotheses (H1 to H9) as depicted on table 5. Whereby, all tested hypotheses
(H1 to H9) were found to be statistically significant, except for hypotheses (H4 and H5) which were found
to be statistically insignificant. Furthermore, the mediation impact of satisfaction and perceived usefulness
were investigated as well, and all tested hypotheses (H10 to H13) were statistically significant. The
statistical results for direct relationships confirm that perceived usefulness (H6) had strongest impact on
customers continued intention to adopt agency banking. In addition, other variables that had strongest impact
after perceived usefulness were customer’s satisfaction (H9), perceived convenience (H3) and the least
impact from subjective norms (H8). The current study findings reveal perceived usefulness (H7) had a strong
impact on customers’ satisfaction and the least impact from confirmation (H2). Finally, confirmation (H1)
had the strongest impact on perceived usefulness relative to all other variables to their respective dependent
variables.

The study findings indicate customers perceived usefulness is the most important factor among the
studied variables in this study that influence bank customers for continued intention to adopt agency banking
services. In traditional banks customers receive services in the banking halls which have got some
limitations in terms of time and location, thus reducing their usefulness to the customers. Therefore, with
agency banking customers perceive it to be helpful in their business and daily life because they can access
banking services anywhere and with less minimal time constraints (Apriani et al., 2023). The use of agency
banking has increased efficiency in accessing financial services especially in the remote and rural areas
where brick and mortar branches are scarce. Policy makers and practitioners should continue improving and
increasing services provided through agency banking. Moreover, the findings show the perceived usefulness
of having a strong impact on bank customers’ satisfaction. This implies that bank customers’ perception of
the use of agency banking services tends to increase due to its ability to perform their task effectively and
efficiently relative to other distributional channels. Likewise, confirmation was also found to have
statistically significant impact on perceived usefulness. Perceived usefulness was also found to mediate the
relationship between confirmations and continued intention to adopt agency banking. Similarly, perceived
usefulness mediates confirmation and customers’ satisfaction to adopt agency banking. On the basis of this
findings, confirmation reflects agency banking customers’ recognition of expected benefits of adopting
agency banking (Alghizzawi et al., 2021). This in turn enhances customers’ satisfaction and consequently
increases continued intention to adopt agency banking.

The current study findings have confirmed bank customers’ satisfaction has strong influence on their
continued usage of agency banking. Furthermore, confirmation had a direct positive impact as well on the
customers’ satisfaction. Based on the Expectation Confirmation Model (ECM), customers’ satisfaction
might occur at two levels which are pre-adoption expectations and postadoption expectations (Hidayat-ur-
rehman et al., 2021). Hence, higher agency banking performance leads to customers’ greater confirmation
and consequently more satisfaction with agency banking services. Highly satisfied agent bank customers
result in a strong and reliable relationship with service providers. The findings imply that customers will
have long term relationship with banks once they form positive confirmation about agency banking
performance in accessing banking services, otherwise they will lower their satisfaction. Moreover, the
results indicate perceived usefulness affects customers’ satisfaction as well which requires policy makers to
enhance the benefits of agency banking that include provision of wide range of financial services. Banks
should also communicate clearly the benefits of using agency banking so as to enhance their satisfaction
and consequently their continual usage.

The findings revealed that the most significant others in the community such as relatives, siblings,
workmates and friends influence the perception of bank customers on the continuance usage of agency
banking services. Based on this, it is possible that bank customers consider other customers’ behaviour while
deciding to engage in agency banking services. This implies that bankers and agency banking service
providers should leverage on communal life among the Tanzanians to continue using agency banking
services (Raut et al., 2018). Hence, policy makers inter alia may use sport groups in the communities,
friends, relatives, religious leaders and local community leaders to convince users of agency banking for
continued usage of agency banking. Moreover, Communal culture that encourages usage of agency banking
services could be enhanced using celebrities, social groups and social media influencers as well that help to
spread useful information regarding agency banking.
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In this study, perceived convenience was found to have a direct positive impact on the customers’
continued intention to use agency banking. This outcome signifies that quick access to banking services,
wide range of financial services and access of banking services at different situations influences customers
for continued usage of agency banking. Hence, based on market research studies perceived convenience
generates place and time utility for customers of particular services (Sleiman et al., 2021; Wardana et al.,
2022). Most of the banks in Tanzania are in urban areas where few banks have branches in the rural areas,
thus agency banking would provide desired convenience in terms of place and time utility to bank customers.
The presence of agency banking enhances access to banking services that would entice even unbanked
individuals due to the high level of convenience provided via agency banking. The findings imply that policy
makers should provide a more supportive environment that attracts the establishment of agencies which
provide banking services in the country and as the result increases perceived convenience.

5. Conclusions

In short, the study extended the expectation-confirmation model to examine agency banking customers
continuance intention to adopt agency banking services. Findings confirmed seven hypotheses (H1 to H3
and H6 to H9) were statistically significant and had a positive impact on the continued intention to use
agency banking. However, perceived trust and perceived cost were not statistically significant (H4 and H5)
that implied users of agency banking are insensitive regarding the trust and cost. Moreover, four mediation
hypotheses tested were found statistically significant (H10 to H13) in enhancing perceived usefulness and
satisfaction for customers to continued intention to adopt agency banking in Tanzania. The study findings
are useful to policy makers in designing appropriate strategies and policies that encourage bank customers
to continue using agency banking, hence increasing the degree of financial inclusion in the country. The
study addresses diverse theoretical and empirical issues associated with the continued intention to use
agency banking in Tanzania, however, it is imperative to recognize limitations of the study for further
research. First, this study was conducted in the coastal region of Tanzania in which respondents were drawn
using non-probability techniques that could limit generalization of the results to other contexts. Studies that
permit generalization of research findings using probability sampling techniques are encouraged in the
future. In addition, replicating the model to other regions in the country could enhance generalizability of
the research model. Second, the study employed cross-sectional research design to examine continued
intention of bank customers to adopt agency banking at one point of time. Further studies could employ a
newly proposed model in a longitudinal context. Finally, the current study examined continued intention of
agency banking users, however, to get deeper insight about agency banking users then future studies should
focus on actual usage behaviour.
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