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ABSTRACT 

Mobile Banking has become one of the most popular methods of banking that has experienced 

tremendous growth over the last couple of years. Technological advances have reshaped the size 

and nature of the financial industry, allowing it to extend beyond the traditional, brick-and-mortar 

concept of borrowing and saving. Internet banking, digital wireless banking and mobile banking 

are an extension of the technological progression that is now characteristic of the banking sector. 

The study used a descriptive survey approach methodology of one hundred and eighty customers 

of KCB Bank Limited Kenya spread across six geographical areas that the bank is divided into to 

understand the effect of mobile banking on customer’s satisfaction. The study has used primary 

data collected from the one hundred and eighty customers selected randomly within the KCB 

branches. Statistical analysis was done with the aid of statistical Package of Social Sciences (SPSS) 

software. The findings revealed that mobile banking had statistically significant influence on the 

level of satisfaction amongst customers of KCB Bank Limited, Kenya. Data from individual 

customers indicate that 31.6% of the respondents aged between 26-34 years are actively using 

mobile banking and 23.9% of the respondents are extremely dissatisfied, 13.7% are somewhat 

dissatisfied, 9.4% neither satisfied nor dissatisfied, 23.1 somewhat satisfied and 29.9% extremely 

satisfied. Factors such as age, customer experience, product experience, and security of application 

are significant determinants of overall satisfaction with mobile banking. However, gender has no 

impact in determining the overall satisfaction. Based on the findings of the study, it can be 

concluded that usage of mobile banking has assisted greatly in improving various aspects of 

customer service delivery such as providing timeless banking to the customers, reduction of queues 

and reduction of time to access banking services. It is therefore recommended to the management 

of KCB Bank Limited Kenya that they need to explore ways of making mobile banking services 

more affordable and less costly than the conventional banking service. 
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ATM                                      Automated Teller Machine 

CBK                                       Central Bank of Kenya 

CS                                          Customer Satisfaction 

ICT                                         Information and Communication Technology 

M-BANKING                        Mobile Banking 

SPSS                                       Statistical Package for Social Sciences 

ROA                                       Return on Assets 

ROE                                       Return on Equity 
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CHAPTER iONE 

INTRODUCTION 

1.1 Background iof ithe istudy 

The ibanking ilandscape ihas ichanged isignificantly iif inot idramatically iand ithis iis imainly 

iattributed ito ia inumber iof ifactors iwhich iinclude ichanging idemographics, icompetitive 

ibusiness ienvironment, inew itechnologies iand idisintermediation iof ifinancial iservices. 

iConsumers iare iincreasingly iplacing ipremium ion iconvenience iand ithus iadoption iof 

itechnology iby ibanks iis iredefining ihow ifinancial iservices iare ideveloped, ipackaged, 

idelivered iand iconsumed. iMobile ibanking iplays ia ibig irole iin ibringing ifinancial iinclusivity 

iin imost icountries idue ito iits iwide iarray iof idifferent iservices ithat icustomers iacross 

idifferent isectors iof iour isociety i(Vaidya, i2011). iAccording ito iKent iand iKlapper i(2012) 

ihalf iof iadults iin ithe iworld ihave inot iaccessed ibank iaccounts iformally. iAccording ito 

iTiwari, iBuse i& iHerstatt i(2006) im-banking iis iany itransaction ithat itransfers iright iof 

iownership ito iuse iof igoods iand iservices ielectronically ithrough ia imobile idevice. 

iFurthermore, ithey ipointed iout ithat im- ibanking imeans ithe ioffering iof ibanking iservices 

iwith ithe iassistance iof ia imobile itelecommunications igadget. iMobile ibanking ioffers 

ibanking isolutions ito ieven ithe imost iremote iareas iof iany icountry iand ithis ienables ithe 

ibanks iclients ito ihave ithe iconvenience iand iease iof iaccessing itheir iaccounts ianytime 

ianywhere ithroughout ithe iworld. 

The istudy iwas ianchored ion iassimilation itheory, itheory iof icontrast iand inegativity itheory. 

iAssimilation itheory ipresumes ithat iconsumers iare imotivated ienough ito iadjust iboth itheir 

iexpectations iand itheir iproduct iperformance iperceptions i(Anderson,1973). iTheory iof 

icontrast iwas iproposed iby iYi (1990) iand iaccording ito ihim, iwhen iactual iproduct 

iperformance ifalls ishort iof icustomers’ iexpectations iabout ithe iproduct, ithe icontrast ibetween 

ithe iexpectation iand ioutcome iwill icause ithe iconsumer ito iexaggerate ithe idisparity. 

iNegativity itheory isuggested iby iCarlsmith iand iAronson i(1963) istates ithat iany idiscrepancy 

iof iperformance ifrom iexpectations iwill idisrupt ithe iindividual, iproducing i“negative ienergy”. 



2 
 

Most ileading icommercial ibanks ihave iincorporated istrong idigital istrategies, iwith imore 

icustomers inow iusing itheir imobile iphones iand itablets ito ido itheir ibanking. iAs ithe iworld 

igoes ideeper iinto ithe iera iof iadvanced ibanking iexperience iover iand iabove ibank iproducts, 

ithe itraditional ibanking isystem iand ioperations ihave ihad ito ibe iremodeled ito iaccommodate 

imobile itechnologies. iIn iparticular ichanges iin iIT iand ichanging iclient’s itastes iand 

iexpectations ihave iled ito idiverse iinnovations. iIn iKenya, iKCB iis iranked ias ithe idominant 

ibank iin ithe imarket iin iterms iof itotal iassets iand ibranch inetworks. iIts icustomer ibase ion 

imobile ibanking ihas igrown iover ithe iyears ibut inot iproportionately ias ithe igrowth iof iits 

iassets i(www.kcbbankgroup.com). iThis idifferential igrowth ias icompared ito icompetition iis 

iattributed ito ifinancial iinclusion iof ithe iunbanked iKenyan ipopulation. iKCB ihas imade 

isignificant iadvances iin iadopting itechnology iresulting ito imore ithan i79% iof ithe 

itransactions iperformed ioutside ithe ibranches. iMobile ibanking itransactions ihave iincreased 

iby i37%, iAgency ibanking iincreased iby i50%, ipoint iof isale itransactions iincreased iby i33% 

iin iQ1 i2017 itransactions ias icompared ito ithe isame itime iin ithe iyear i2016.Overal ithe isame 

itime, ibranch itransactions ihave ireduced iby i27%. In i2017, ithe ibank iintends ito imake 

iinvestments ito iincrease imobile ibanking icustomers ito iover i15Million, igrow ithe iagency 

inetwork ito iover i20,000. i(https://www.kcbbankgroup.com) 

1.1.1 iMobile iBanking 

Mobile-Banking iis ia isystem iwhereby ifinancial iservice iproviders, iindividuals, icustomers 

iand ibusinesses iare iable ito iaccess itheir iaccounts, ido itransactions iand iobtain ilatest ibanking 

iinformation’s ion iproducts iand iservices ivia itheir imobile iphones iat itheir iown iconvenience 

ion ia i24/7 ibasis. iThe iterm i‘m-banking i‘is ia isystem iof ibanking iwhereby icustomers iare 

iable ito ido itheir itransactions ielectronically iusing itheir iphones i(Simpson i2002).Owen 

i(2008) idefined im-banking ias ithe ifacilitation iof ibanking iservices i iusing ia imobile idevice. 

iChogi i(2006), in ihis istudies inoted ithat ionly ia ismall inumber iof icustomers ihave iaccess ito 

ibanking iservices idue ito ihigh itransactional ifees, ilack iof icustomized iproducts iand iservices, 

ilimited igeographical ireach iand ithe iapparent ilow irequests iand ilow ibank iincome. imobi 

banking ihas igained itraction iin iKenya imore iso iwith ithe iyounger icustomers iaged ibetween 

i18 ito i35 iyears iof iage iwho iperceive iit ito ibe iconvenient ito ithem ithat iwalking iinto ia 

ibanking ihall ito ido ia itransaction. iThe ipartnership ibetween ibanks iand iMobile itelephony 
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icompanies ilike iSafaricom iand iAirtel iwith ithe iaim iof iincreasing ithe ifinancial iinclusion ias 

ia iway iof ireducing ipoverty iand iwealth icreation ihas ialso icontributed ito ia igreat iextent ion 

ithe iadoption iand iusage iof imobi banking. iThis imobile irevolution ihas igripped ithe ifinancial 

isector iand itoday iit’s ihard ito icome iacross ia ifinancial iinstitution ithat idoes inot ioffer 

imobile ialternatives ito itheir iservices iand ithis inew itechnologies icontinue ito ibring iabout 

ipreviously iunimagined ibanking iconveniences ito icustomers ilike igood isecurity, ireducing 

icost iof idoing ibanking, ieasy iaccess ito itheir ifunds ion ia itwenty ifour ihour ibasis, iease iof 

igetting ithe ibanks iinformation ilike ipromotional imessages iand inew iproduct iofferings, 

iincreasing ithe icustomers isatisfaction i(Talmor,1995). i 

In itoday’s idigital iage, imobi banking iis ivery iconvenient iand imany ibanks iare inow ioffering 

iimpressive iapplications. iThe iability ito icheck ibalances, itransfer icash, iwith idraw icash, 

ireview iyour irecent itransactions, ipay ibills iare isome iof ithe ireasons iwhy ipeople ichoose ito 

iuse imobi banking. iVarious istudies iwhich ibeen idone ion imobi banking ishows ithat im- 

ibanking iimproves ioverall icustomer isatisfaction iand iloyalty, iit ioptimizes icross iselling iand 

ifinally iit iincreases ibank’s irevenue iwhich icomes ion ithe iback iof ian iincrease iin imobile 

ilending iapplications iand ithat iis iwhy imost icommercial ibanks iare ishying iaway ifrom ithe 

ibrick iand imortar ibanking ihalls ito iencouraging icustomers ito iadopt imobile ibanking.Abiud 

iOchieng i(2017, imarch i14).Cashless ieconomy iweighs iheavily ion ibankruptcy ilaw. iThe 

idaily ination ipp.40 

1.1.2 iCustomer iSatisfaction 

Customer isatisfaction iis ia iwell-known iand iestablished iconcept iin iseveral iareas ilike 

imarketing, iconsumer iresearch, ieconomic ipsychology, iwelfare-economics, iand ieconomics. 

iThe imost icommon iinterpretations iobtained ifrom ivarious iauthors ishow ithat isatisfaction iis 

ia ifeeling iwhich iresults ifrom ia iprocess iof ievaluating iwhat ihas ibeen ireceived iagainst iwhat 

iwas iexpected, iincluding ithe ipurchase idecision iitself iand ithe ineeds iand iwants iassociated 

iwith ithe ipurchase i(Armstrong i& iKotler, i1996). iAccording ito iOliver i(1981), icustomer 

isatisfaction iis ithe i“summary iof ipsychological istate iwhen ithe iemotion isurrounding 

idisconfirmed iexpectations iis icoupled iwith ithe iconsumer’s iprior ifeelings iabout ithe 

iconsumption iexperience. iBitner iand iZeithaml i(2003) istated ithat isatisfaction iis ithe 

icustomers’ ievaluation iof ia iproduct ior iservice iin iterms iof iwhether ithat iproduct ior iservice 

ihas imet itheir ineeds iand iexpectations. iAccording ito iBoselie, iHesselink, iand iWiele i(2002) 



4 
 

isatisfaction iis ia ipositive, iaffective istate iresulting ifrom ithe iappraisal iof iall iaspects iof ia 

iparty’s iworking irelationship iwith ieach iother. 

Customer isatisfaction ihas ibeen ifound ito iincrease irevenues i(Rust iet ial., i1995; iG6mez iet 

ial., i2004), imake idemand imore iinelastic i(Anderson, i1996), iand ireduce ithe icosts ifor 

iattracting inew icustomers iand idealing iwith ipoor iquality, idefects iand icomplaints i(Anderson 

iet ial., i1997). iReflecting ithese ibenefits, icustomer isatisfaction ihas ibeen ifound ito iimprove 

ithe ilong-term ifinancial iperformance iof ifirms i(Mittal iet ial., i2005), iincrease ifirm 

iprofitability i(Capon iet ial., i1990; iAaker iand iJacobson, i1994; iAnderson iet ial., i1994), iand 

ienhance ifirms' imarket ivalue i(Aaker iand iJacobson, i1994; iIttner iand iLarcker, i1998). 

Service iquality iand ihandling iof icustomers icomplains iaffects ioverall icustomer isatisfaction 

i(Levesque i& iMcDougall,1996). iBank ifeatures ilike ithe iambience, ibank iinterest irates, iand 

iperception iof iemployee’s iskills iare ifactors ithat idrive icustomer isatisfaction. iCustomer 

isatisfaction 

is ikey idriver iof icustomer iretention iin ithe ibanking iindustry i(Reicheld& iSasser, i1990). iPast 

srtudies done ihave ifound ithat isatisfaction iof ithe iCustomers ican ihelp ithe ibrands ito ibuild 

ilong iand iprofitable irelationships iwith itheir icustomers i(Eshghi, iHaughton i& iTopi, i2007). 

iThough iit iis icostly ito igenerate isatisfied iand iloyal icustomers ibut ithat iwould iprove 

iprofitable iin ia ilong irun ifor ia ifirm i(Anderson, iForneil i& iMazvancheryl, i2004). iBlack, iet 

ial., i(2002), istudy ishowed ithat iconsumers’ iattitude ion imobile ibanking iacceptance iand ithe 

imanner iin iwhich ithey ibehave idepends ion iwhether iconsumers iare icomputer iliterate ior 

ihad iprior iknowledge ion itechnologies, iwhere iprior iexperience iwith icomputers ihad imore 

iimpact ion ithe iuse imobile ibanking, iwhile iconsumers iwho iwere isatisfied iwith ithe iexisting 

idelivery ichannels iseemed ito iwant ito ikeep ito itheir icurrent ibanking iservices. iIn iaddition, 

ireferences imade iby ithose ialready iusing imobile ibanking iservices iincluding ifamily 

imembers ior iother igroups, iinfluenced iconsumers’ iattitudes itowards iacceptance, iin iaddition 

ito iwhether ithey iare idissatisfied iwith ithe ibanking iservices ithey iare ialready iusing. 

 

1.1.3 iKCB iBank iLimited 

The iKCB iBank ihas ia irich ihistory ithat idates iback ito i1896 iwhen iits iSuccessor, ithe 

iNational iBank iof iIndia iopened ia ibranch iin iMombasa i(www.kcb.co.ke). iIn i1904, ithe ibank 

iopened ia ibranch iin iNairobi ito itake iadvantage iof ithe iconstruction iof ithe irailway itrack ito 

http://en.wikipedia.org/wiki/National_Bank_of_India
http://en.wikipedia.org/wiki/Mombasa
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iUganda. iIn i1958, iGrind ilays iBank iamalgamated iwith ithe iBank iof iIndia ito iform ithe 

iBank. iWhen iKenya iattained iits iindependence iin i1963, ithe iGovernment iacquired i60% iof 

ishareholding iin iNational i& iGrind ilays iBank ias ia iway iof ibringing ibanking icloser ito ithe 

ipeople. iThe imajor idevelopment icame iin i1970 iwhen ithe iKenya iGovernment iobtained 

i100% iof ithe ibanks ishares ito imake iit ithe isole iowner iand iwent iahead ito irename iit ias 

iKenya iCommercial iBank ia iname iit iheld itill iDecember i2015 iwhen iit iformed ia iholding 

icompany iand iits inow iknown ias iKCB ibank igroup isince iits inow iaiming ito ibe ia iPan i–

African ibank. 

Today iKCB iGroup iPlc iis iranked ias ithe ilargest ibank idue ito iits iwide inetwork icoverage 

iof i260 ibranches, i962 iautomatic iteller imachines i(ATM) iand iover i15,000 iKCB iMtaani 

iagents ioffering ibanking iservices ito iits icustomers iwithin ithe iEast iAfrican iregion. iThis iis 

iaccompanied iby idigital ibanking iservices iwith ia i24\7 icontact icenter ito ienable ithe ibank 

iinteract iwith iits icustomers ianytime ianyday. The iBank ihas ian iextensive iarrangement iwith 

iother ibanks itotaling ito iover i200 ibanks iacross ithe iworld iassuring iclients iof ia iseamless 

iassistance iof itheir iinternational itrade irequirements iwherever ithey iare. 

i(www.kcbbankgroup.com). 

1.2 iResearch iProblem 

Accessing iformal ifinancial iservices istill iremains ia ichallenge iand ian iimpediment ito ithe 

iperformance iof ia ifinancial iinstitution iwhile iat ithe isame itime isatisfying icustomers iis ialso 

icritical ito ia ifirms isuccess.Fornell i(2001) iposits ithat isatisfied icustomers imay ibe ithe imost 

iconsequential iof iall ieconomic iassets.Firms ithat iare iunable ito isatisfy icustomers ican iexpect 

ito ilose imarket ishare ito irivals ioffering ibetter iproducts iand iservices iat ilower iprices. 

iTherefore, ito isolve ithese ichallenges, ithe ibanking iinstitutions ihave iadvanced itheir 

itechnologies ithrough ithe iuse iof imobile iphones iby ithe icustomers ito iaccess itheir iaccounts 

iat itheir iown iconvenience ianytime ianywhere ion ia itwenty-four-hour ibasis ithroughout ithe 

iweek iand ithis iconvenience ihas iled ibanks ito ihave imore isatisfied iand iloyal icustomers. 

iThe iuse iof im-banking ihas ienabled icustomers irelate iacross ithe icustomer ilife icycle imuch 

ieasier ithan ibefore itechnology i(ICT) iinfrastructure iand ipolicy. i 

http://en.wikipedia.org/wiki/Grindlays_Bank
http://www.kcbbankgroup.com/
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Mobile ibanking iis ivery iconvenient iin itoday’s idigital iage iwith imany ibanks ioffering 

iimpressive iapplications. iThe iability ito ideposit ia icheck, ito ipay ifor imerchandise, ito 

itransfer imoney ito ia ifriend ior ito ifind ian iATM iinstantly iare ireasons iwhy ipeople ichoose 

ito iuse imobile ibanking. iHowever, iestablishing ia isecure iconnection ibefore ilogging iinto ia 

imobile ibanking iapp iis iimportant ior ielse ia iclient imight irisk ihis ipersonal iinformation 

ibeing icompromised. iIn iKenya, ithis itransformation iis ireal, iwith ibanks iembracing imobile 

imoney itransfers iin ithe iwake iof iphenomenal isuccesses iin imobile iphone ibanking, ilargely 

ienabled iby isafaricoms iMpesa itechnology. iKCB ihas irecently ilaunched ia imobile iapp icalled 

iVooma iunder iits ifintech istrategy iwhich iis irevolutionizing ithe iway iyou ican imake 

ipayments ifor ibills, igoods iand iservices iand ithis ihas ibrought ithe iconvenience iof ipaying 

ibills ior imaking iother ipayments iand iperforming ibank itransactions iacross iall imobile 

inetworks iand ithis ihas igiven icustomers ia itotally inew iexciting ibanking iexperience. iSince 

iits iadoption ithe ibank ihas ibeen iable ito iincrease iits inon-funded iincome iby i40% ibetween 

i2016 iand i2018 iApril, ideepen iits imarket ipenetration iby iincreasing ithe inumber iof 

icustomers ifrom i4 imillion ito ithe icurrent inumber iof i13million, iand iit ihas ialso iincreased 

iits inetwork ifootprint iin ithe iregion. 

Numerous istudies ihave ibeen idone ito iestablish ithe icauses ithat iaffects ithe ioperation iof 

ibanks. iNdii i(2014) iin ihis istudies ion ithe iconnection ibetween im-banking ideepening iand 

ifinancial ioperation iof ibanks iin iKenya. iThe istudy ifound iout ithere iwas ia iweak ipositive 

irelationship ibetween im-banking iand ifinancial iperformance iof ibanks iin iKenya iwith 

iexternal ieconomic ivariables isuch ias ielection iviolence, iforeign iexchange irates ifluctuations 

iand iinflation iplaying ia imajor irole. iMusyoka i(2013) iin ihis istudy iof iservice iquality iand 

isatisfaction iamong iKenyan iLibrary iusers ifound ithat ilibraries ithat ioffered ibetter icustomer 

iservices iwere imore ipreferred iby ilibrary iusers ias icompared ito ilibraries ithat ioffered ipoor 

icustomer iservice. iMburu i(2013) idid ia istudy iabout ithe ideterminants iof icustomer 

isatisfaction iin ithe iKenyan ibanking iindustry iand idocumented ithat icustomer isatisfaction iis 

idetermined iby ifactors isuch ias ipricing, iquality iof iservice, ivalue iand irelationship iwith ithe 

iservice iprovider’s istaff. iMuturi iet ial i(2012) iconducted ia isurvey ion ifactors iaffecting 

icustomer iloyalty iand isatisfaction iin ithe imobile iindustry, ia icase istudy iof iSafaricom i(K), 

iand ihe ifound iout ithat iprice, iservice iquality iand iwell itrained imanpower iservice iproviders 

https://www.investopedia.com/terms/a/atm.asp
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icontributed iimmensely ito ithe isuccess istring. iChepkemoi i(2013) istudied ithe ioutcome iof 

im-banking ion ithe ifinancial iperformance iof ibanks iwithin iKenya iand ifound iout ithat im-

banking ihas ia ipositive ieffect ion ithe ifinancial iperformance iof ia ibank. iAccording ito iKigen 

i2010, iin ihis istudies ion ithe iimpact iof im-banking ion ioperations icosts iof imicrofinance 

iorganizations ihe iestablished ithat im-banking ihad ireduced ioperations icosts ito ia igreat iextent 

ialthough iit iwas inot inoticed iby ibanks iimmediately ibecause iof ithe ismall imobile ibanking 

icustomer ibase. iVincent iet ial i(2016) istudied ithe ioutcomes iof im-banking ion ithe ifinancial 

iperformance iof ibanks iin iKapsabet. iThe istudy irecognized ithat imobile ibanking ihelps ito 

iensure iquick itransfer iof ifunds iand ieasy ipayments iof ibills. 

From ithe iprevious istudies idone, iit’s iclear ithat ino iextensive iresearch ihas ibeen idone iin 

iregards ito ifinancial iand ieconomic iimplication iof im-banking ion ithe ioperations iof iKCB 

ibank iKenya iand ithe istudy itherefore itargets ito ibridge ithis igap. iTo irealize ithis, ithe istudy 

isought ito ianswer ithe ifollowing iquestion: iWhat iis ithe ieffect iof imobile ibanking ion 

icustomer isatisfaction iin iKCB iBank iKenya ilimited? 

1.3 iResearch iObjective 

To idetermine ithe ieffect iof imobile ibanking ion icustomer isatisfaction iin iKCB iKenya. 

1.4 iValue iof ithe istudy 

The ifindings iof ithis istudy iintend ito imake itheoretical, ipractical iand imethodological 

icontributions ito ivarious istakeholders iin ithe ibanking iindustry. iSpecifically, ithe ifindings 

iwill icontribute ito iprofessional iextension iof iexisting iknowledge iin imeasuring iand 

iimplementing iservice iquality igeared itowards isatisfaction iof icustomers iwithin 

iorganizations. iBy imeasuring ithe isatisfaction ilevel iof icustomers, icommercial ibanks ican 

idevelop icustomer-centric iservice iapproaches ito ideal iwith icustomers iin iorder ito iavoid ithe 

itendency iof iexisting icustomers iswitching ito ia icompeting ibank. 

 iTo iKCB iManagement, ithe istudy iwill ienable ithem icome iup iwith iinnovative istrategies 

ion ihow ito idrive ithe idigital iagenda ithat ideepens ifinancial iinclusivity ithrough imobile 

iphones iusing iKCB iMpesa iand iMyKash iwhile isatisfying itheir icustomer’s ineeds. iTo ithe 

iindustry iplayers iit iwill ihelp icommercial ibanks ihave ia ideeper iinsight ion ihow ito ipackage 
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itheir iproducts ito itake iadvantage iof ithe ichanges iin itechnology ito iincrease ion itheir inon-

funded iincomes ithrough iinnovation iof inew iproducts iand iservices. iThe istudy iwill ialso 

ihelp istrategy imakers iof ithe icommercial ibanks ito imake iconcrete idecisions ion ihow ito 

iimprove isecurity iof ithe ielectronic ibanking iin ithe iindustry iso ias ito imaximize ithe iprofits 

igenerated ithrough imobile ibanking iand iother ielectronic ichannels. 

 iThe istudy iwill iprovide iuseful iinformation ito imakers iof ipolicy iand igovernment iagencies 

ilike iCentral iBank iof iKenya iin ipolicy imaking iespecially iin iregards ito iregulating imobile 

imoney itransfer iservices iand ibanking icyber isecurity irules. iThe ipublic iat ilarge iwill ialso 

ibe ieducated iof ithe ibenefits iof imobile imoney itransfer ihence iempowers ithe iusers iand ithe 

iproviders ion ithe iinformation. iVarious ibooks ihave ibeen iwritten ion imobile ibanking iand 

imy ifindings iwill icontribute ito ithe ialready iexisting iknowledge. 
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CHAPTER iTWO 

LITERATURE iREVIEW 

2.1: iIntroduction 

The ichapter ipresents ithe iliterature ireview ion ithe itheoretical ifoundation iof ithe istudy, 

iempirical iliterature iand isummary iwith iknowledge igap. 

2.2 iTheoretical ifoundation iof ithe istudy 

This istudy ilooked iat idifferent itheories iwhich ihave ibeen iproposed iby idifferent iauthors ito 

iexplain ithe iissues iaffecting ithe iadoption iof imobile ibanking iand ithe iinfluence ion 

icustomer isatisfaction. iThese itheories iinclude ithe iAssimilation itheory, ithe itheory iof 

icontrast iand iNegativity itheory. 

2.2.1 iAssimilation iTheory 

This itheory iwas iproposed iby iFestinger i(1957) iand iit istates ithat iconsumers imakes ia isort 

iof icognitive icomparison ibetween ithe iexpectations iregarding ithe iproduct iand ithe iproducts 

iperceived iperformance. iIf ithere iis ia idiscrepancy ibetween iexpectations iand ithe iproducts 

iperceived iperformance, ithe idissonance iwill inot ifail ito iappear. iAccording ito iAnderson 

i(1973), iconsumers iseek ito iavoid idissonance iby iadjusting iperceptions iabout ia igiven 

iproduct ito ibring iit imore iin iline iwith itheir iexpectations. iThe itheory ipresumes ithat ithe 

iconsumers iare imotivated ienough ito iadjust iboth itheir iexpectations iand itheir iproduct 

iperformance iperceptions. iIf ithe iconsumers iadjust itheir iexpectations ior iproduct 

iperformance iperceptions, idissatisfaction iwould inot ibe ia iresult iof ithe ipost-usage iprocess. 

2.2.2 iThe iTheory iof iContrast 

Dawes iet ial i(1972) idefined icontrast itheory ias ithe itendency ito imagnify ithe idiscrepancy 

ibetween ione’s iown iattitude iand ithe iattitudes irepresented iby iopinion istatements. iThis 

iapproach istates ithat iwhenever ithe icustomers iexperiment idisconfirmation, ithey itry ito 

iminimize ithe idiscrepancy ibetween itheir iprevious iexpectations iand iactual iproduct\service 
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iperformances, iby ishifting itheir ievaluations iaway ifrom iexpectations. iAccording ito ithis 

itheory, iany idiscrepancy iof iexperience ifrom iexpectations iwill ibe iexaggerated iin ithe 

idirection iof ithe idiscrepancy. iAccording ito iYi i(1990), ithis itheory, iwhen iactual iproduct 

iperformance ifalls ishort iof iconsumers’ iexpectations iabout ithe iproduct, ithe icontrast 

ibetween ithe iexpectation iand ioutcome iwill icause ithe iconsumer ito iexaggerate ithe idisparity. 

iIf ia ifirm iraise iexpectation iin iadvertising, iand ithen ia icustomer’s iexperience iis ionly 

islightly iless ithan ithat ipromised, ithe iproduct\service iwould ibe irejected ias itotally iun-

satisfactory. iConversely, iunder ipromising iin iadvertising iand iover idelivering iwill icause 

ipositive idisconfirmation ialso ito ibe iexaggerated. 

 

2.2.3 iThe iNegativity iTheory 

 

The itheory iwas ideveloped iby iCarlsmith iand iAronson i(1963) iand isuggests ithat iand 

idiscrepancy iof iperformance ifrom iexpectations iwill idisrupt ithe iindividual, iproducing” 

inegative ienergy”. iThis itheory istatesiwhen iexpectations iare istrongly iheld, iconsumers iwill 

irespond inegatively ito iany idisconfirmation. iAccordingly, iif iperceived iperformance iis iless 

ithan iexpectations ior iexceeds iexpectations thenidissatisfaction ioccurs. 

2.3 iEmpirical iLiterature iReview 

Various iresearch ihave been done im-banking iand icustomer isatisfaction. iAccording ito iChung 

iand iKwon i2009, imobile ibanking iis ithe iconvergence iof imobile itechnology iand ifinancial 

iinstitutions. iChenge iSellah i(2010) iin iher istudies ion ithe ioutcome iof im-banking ion ithe 

ioperation iof ibanks iin iKenya iand iestablished ithat ibanks iwhich ihad iembraced im-banking 

ihad ia igreat iimprovement iin itheir ifinancial iperformance iunlike ithose iwhich ididn’t 

iembrace ithe itechnology. iAccording ito iKigen i(2010), iin ihis istudies ion ithe ieffect iof im-

banking ion ioperation icosts iof imicro ifinance iinstitutions, ihe iestablished ithat im-banking 

ihas ireduced ioperations icosts ito ia igreat iextent. 

Kasyoki i(2012) istudied iissues iaffecting iacceptance iof imobile ibanking iby icustomers iof 

ibanks iand iestablished ithat icustomers iuse imobile ibanking ibecause iit iis iconvenient, icheap, 

isafe iand ireliable. iIn ihis ifindings ihe isuggests ithat ithe icustomer’s iworkmates, iassociates 
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iand ifamily imembers iinfluenced ihow ithey iadopted iand iused imobile ibanking. iOn ithe 

ibanks iside ihe isuggests ithat ibanks ishould istress ion ithe ibenefits isuch ias isavings iof icost, 

iconvenience, ielasticity iand imobility iby iusing imobile ibanking iservices. iKingoo i(2011) idid 

ia istudy ion ielectronic ibanking ihis imain ifocus ibeing iM-banking iand ihe ifound iout ithat iits 

iadoption ihad irevolutionized ihow ibanking iis idone. iAccording ito iMunaye i2013 iin ihis 

istudies ion ithe iusage iof im-banking ias ia itactical ireply iby iequity ibank ito ithe ichallenges 

iin ithe ioutside ienvironment iand ifound iout ithat iits ieffect iwas inot iconsidered iwhile 

idetermining ithe ifinancial iperformance iof ithe ibank. 

 iAccording ito iOliver i(1981), icustomer isatisfaction iis ithe i“summary iof ipsychological istate 

iwhen ithe iemotion isurrounding idisconfirmed iexpectations iis icoupled iwith ithe iconsumer’s 

iprior ifeelings iabout ithe iconsumption iexperience” i(p. i27). iCustomer isatisfaction iis 

iimportant ias iit ihelps ifirms iachieve ifinancial iand imarket iobjectives i(Oliver, i1997); ithen, 

iby isatisfying itheir icustomers, ifirms iexpect ito iachieve itheir iloyalty i(Del iÁguila-Obra iet 

ial., i2013). iBravo, iMatute iand iPina i(2011) iadd ithat isatisfied icustomers idevelop iloyalty 

iintentions ior ia iwillingness ito irepurchase ia ifirm’s iproducts iand iservices. iIt iis iexpected 

ithat iif ia iservice iprovider ican isatisfy ithe ineeds iof iits icustomers ibetter ithan icompetitors, 

iit iwill ibe ieasy ito imake ithem iloyal i(Moreira i& iSilva, i2015; iPaiva, iSandoval i& 

iBernardin, i2012). iHoyer iand iMacInnis i(2001) isaid ithat isatisfaction ican ibe iassociated iwith 

ifeelings iof iacceptance, ihappiness, irelief, iexcitement, iand idelight iof ia iservice. iThus 

iextremely isatisfied icustomers iare iless iprone ito iovertures ifrom icompetition i(Fornell, 

i1992). iSimilarly, iAnton i(1996) iasserts ithat isatisfaction iis ipositively iassociated iwith 

irepurchase iintentions iand ithe ilikelihood ito irecommend ia iproduct ior iservice ioffering. 

iAccording ito iKim, iPark iand iJeong i(2004) icustomer isatisfaction iis icustomer's ireaction ito 

ithe istate iof isatisfaction, iand icustomer's ijudgment iof isatisfaction ilevel. iCustomer 

isatisfaction iis ivery iimportant iin itoday's ibusiness iworld i(Deng iet ial, i2009). iThe iability 

iof ia iservice iprovider ito icreate ihigh idegree iof isatisfaction iis icrucial ifor iproduct 

idifferentiation iand ideveloping istrong irelationship iwith icustomers. 

Krishna iet ial i(1999) iconducted istudies ithat ifound ithat ithe icustomer iperceptions iof ithe 

iproduct iand iquality iof ithose iproducts iwere ia idriver iof itotal icustomer isatisfaction. iThey 

ifurther irecommended iservice idelivery ias ihaving ian iimpact ion ithe ilevel iof icustomer 
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isatisfaction. iAccording ito iKarungu i(2014), iin ihis istudies ion iissues idelaying iadoption iof 

iinternet ibanking iby icommercial ibanks iin iKenya, ihe iconcluded ithat iinternet ibanking iis 

ihindered iby iextreme idoubts ibecause iof iits ifaceless inature iwhere ithere iare ino ihuman 

iinteractions ias ithe icase iwith iprevious ibanking iof ioffering itransactions ion ia iface ito iface 

ibasis. iThe ifindings iestablished ithat ithat ieducational ilevels iof ithe iconsumer iinfluence 

icustomer idecision iadoption ion ie-banking, idemographic ifactors ilike iage, igender ialso 

iinfluence ito ia igreat iextent ithe iadoption iof ionline ibanking iwhereby ithe iyounger 

igeneration iprefer idoing itransactions ionline idue iits iconvenience iand itime isaving inature 

iwhereas ithe iolder igeneration istill iprefer idoing itransactions iover ithe icounter. iOn ithe 

iBanks iside ishe irecommended ithat iBanks ishould iform itheir istrategy iaround ithe ivalue 

ichain isystem, ithrough imarketing itheir iservice ito idifferentiate iit ifrom ithe inormal imobile 

ibanking itransactions ias iInternet ibanking iprovides iother iservices inot ioffered iin imobile 

ibanking. 

Ngarari i(2015) idid ia istudy ion ithe iissues iaffecting iuptake iof imobile ibanking iexpertise 

iamongst ifemale iclients iof ibanks iin iKenya. iThe iresults isuggest ithat imost iof ithe ifemale 

ibank icustomers iwere iin ipossession iof iinformation itechnology iskills iwith icomputers ibeing 

ithe imost iused iform iof itechnology iwhich iis ian iindicator iof ilack iof iaversion ito 

itechnology iskills iby iwomen. iHer iconclusions iwere ithat itechnology iskills ihad ian iinfluence 

ion ithe iuptake iof iM-banking iby iwomen ialthough ilack iof iit ialso idid inot ikeep iwomen 

ifrom iusing iM-banking. iThe irelationship ibetween isatisfaction iand icustomer iloyalty iis 

isupported iby iChiou i(2004) iin ihis istudy iconducted iin ithe iInternet iservice iproviders’ 

icontext. iLin iand iWang i(2006) iand iDeng iet ial. i(2010) ifound ithe isame iresult iin ithe imo-

bile icommerce iand imobile iinternet imessages. 

Chepkemoi i(2015) iin iher istudy ion ithe ieffect iof im-banking ion ifinancial iperformance iof 

ibanks iin iKenya, ifound iout ithat imobile ibanking ihas ia iclear ieffect ion ia ifirm’s ifinancial 

iperformance. iHence, ibanks ishould icontinue iinvesting iin imobile ibanking ias iit ipositively 

iinfluences ifinancial iperformance. iAccording ito iWambari i(2009), iwhile iassessing imobile 

ibanking iin ideveloping icountries iespecially ifocusing ion iKenya, ihe ifound iout ithat iit ihad 

ia ipositive iimpact ion itransfer iof ifund, imaking iof ipayments iand iwithdrawals iespecially iin 

ismall ienterprises. iIt iis ia idependable icost ieffective iand imodest iway iof idoing ibusiness. 
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Khayo i(2015), iwhile iassessing ithe iresult iof im-banking iservices ion ithe ioperation iof 

ifinancial iorganizations iin iKenya iwith iprecise ireference ito: ipay ibill/buy igoods, iloan iand 

ifunds itransfer iservices iof imobile ibanking, iobserved ithat imobile ibanking iservices ido inot 

isignificantly iaffect ithe iprofitability iof ifinancial iinstitutions iand ias isuch ihe irecommended 

ithat ithe ifinancial iinstitutions iin iconjunction iwith ithe icommunication iindustry ishould iwork 

itowards icoming iup iwith imore iself-service ioptions iin iorder ito iimprove ireliance ion imobile 

ibanking. 

Tirok i(2012) idid ian ianalysis ion ithe iissues iaffecting iconsumer’s iadoption iof imobile 

ifinancial iservices iin iBaringo iCounty iand iher ifindings iwere ithat iperceived iusefulness iand 

iease iof iuse, iconsumer’s iknowledge\familiarity ion ithe iuse iof imobile itelephone itechnology 

iaffected ithe ilevel iof iuse iof imobile ibanking. iThe istudy ialso iestablished ithat isocial inorms 

ialso iaffect ithe iadoption iof imobile ifinancial iservice. 

2.4 iSummary iof ithe iLiterature iReview iand iknowledge igap 

This ichapter ibegan iby iexamining ithe iconceptual iand itheoretical iframework iand ihas 

iincluded ia icomprehensive ireview iof ithe iliterature. iSimilar istudies idone iin iKenya iand 

iother icountries ihave ibeen istudied iand ithey ishow ithere iexists ia iknowledge igap iin 

iunderstanding ithe ieffect iof im-banking ion icustomer isatisfaction iin iKCB ibank ilimited 

iKenya. iTherefore, ifinancial iinstitutions ishould icome iup iwith imore iinnovative istrategies 

ion ihow ito idrive ithe idigital iagenda ithat ideepens ifinancial iinclusivity ithrough imobile 

iphones iwhilst ialso ihaving ia ideeper iinsight ion ihow ito ipackage itheir iproducts ito itake 

iadvantage iof ithe ichanges iin itechnology ito iincrease ion itheir ifunded iincome, ireducing 

itransactions icosts iand ilowering ithe ibarriers ito ientry iinto ithe iformal ifinancial isystems. 

Previous istudies idone ihave ishown ithat im-banking ihas igained itraction ithroughout ithe 

iglobe iand iit iplays ia isignificant irole iin ithe ibanking iindustry itoday ias iit iincreases 

ifinancial iinclusion ito ithe ipreviously iunbanked ipopulation iby ioffering iservices isuch ias 

iaccount iopening, ichecking iof ibalances, iwithdrawals iof imoney ifrom ithe ibank ito ithe 

iphone, ipaying ibills iand ieven iborrowing iloans. iOther istudies ihave ialso iidentified ithe 

ifactors ithat iinfluence icustomer iservice iover ithe iyears iand ithey iare imostly isimilar iin iwhat 
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iaspects iof icustomer isatisfaction ithey iare imeasuring iwhich iinclude icustomer iexpectations, 

iperceived iservice iquality, iproduct iquality, iperceived ivalue, iprice iamong iothers. 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 



15 
 

CHAPTER iTHREE 

RESEARCH iMETHODOLOGY 

3.1 iIntroduction  

This isection ipresented ia idescription iof ithe iresearch imethodology iwhich iwas iused iin ithe 

istudy. It iinvolved iresearch idesign, itargetipopulation, isampling idesign, idata icollection iand 

idata ianalysis. 

3.2 iResearch iDesign 

The iresearch idesign ithat iwas iused iis ia idescriptive isurvey idesign. iDescriptive iresearch 

idesign ihelps ito iascertain iand ibe iable ito idescribe ithe icharacteristics iof ithe ivariables iof 

iinterest iin ia isituation iand iportrays ithe icharacteristics iof ia iparticular isituation iand iit ihas 

ithe iadvantages iof iaccuracy iand iflexibility i(Kombo i& iTromp, i2006). 

3.3 TargetiPopulation  

Ngechu i(2004) idefines ipopulation ias ia iset iof ipeople, iservices, ielements, iand ievents, igroup 

iof ithings ior ihouseholds ithat iare ibeing iinvestigated. iCooper iand iEmory i(1995) idefine 

ipopulation ias ithe itotal icollection iof ielements iabout iwhich ithe iresearcher iwishes ito imake 

isome iinferences. iThe itarget ipopulation ifor ithe istudy iconsisted iof icustomers iwithin 

iibanking ihalls ifrom ieighteen ibranches iof iKCB ioperating iin iKenya. i 
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3.4 iSampling iTechnique iand iSample iSize 

Random isampling itechnique iwas iused itargeting i180 irespondents who are ispread iacross 

ieighteen ibranches iof iKCB ibank iKenya iin iorder ito ihave ian ieven idistribution iof 

icustomer iresponses. In Kenya, the branches are divided into six regions namely Western, 

Central, Great Rift, Coast, Nairobi Environs and Nairobi Central.The branches are categorized 

into Small, Medium and Large branches. 

3.5 iData iCollection 

Questionnaires iwere iused ito igather iinformation ias data icollection itool iwhich ihad iopen 

iand iclosed iended iquestions. iThe iuse iof istructured iquestionnaire iensured iconsistency iof 

iquestions iand ianswers ifrom ithe irespondents. iThe iquestionnaire iwas iused ito icollect idata 

ifrom ithe irespondents iabout imobile ibanking, icosts ieffectiveness, iconvenience, isecurity 

iand icustomer isatisfaction. imobilized ithrough imobile ibanking. iThe idata iconsisted iof 

iresponse ifrom i117 icustomers iout iof ithe i180 isampled ifrom i35 ibranches iwithin ithe isix 

iregions ithat iKCB iis idivided iinto. 

3.6 iData iAnalysis 

 iAnalysis of data was iconducted iusing idescriptive istatistics iwhich iincluded ifrequency itable, 

imean, istandard ideviation, istandard ierror iof ithe imean iand isum. iUsing iStatistical iPackage 

ifor iSocial iSciences i(SPSS). 

To iestablish ithe ieffect iof im-banking ion icustomer isatisfaction iof iKCB ibank iKenya, iThe 

studyiused ia isimple ilinear iregression iwhich iwas ito idetermine ithe ieffect iof imobile 

ibanking iin ipredictingivariations iin icustomer isatisfaction. iIn ithe imodel, icustomer 

isatisfaction i(CS) iis ithe idependent ivariable iand imobile ibanking i(MB) iis ithe iindependent 

ivariable, iBo i i iis ithe iconstant, iB1 iis ithe islope iand iε iis ithe ierror iterm. 
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Y= iBo+ iB1X1+ iε 

Where iY i= iCustomer isatisfaction 

X1 i= iUsage iof iMobile iBanking 

Bo=Constant 

B1= iThe islope 

ε i= iError iTerm 
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CHAPTER iFOUR 

DATA iANALYSIS, iFINDINGS iAND iDISCUSSION i 

4.1 iIntroduction 

This ichapter ipresents data ianalysis, ipresentation iand iinterpretation iof ithe ifindings ion 

iicritical ifactors iinfluencing ithe ipublic iinfrastructure iimplementation. iThe icollected idata 

iwas icollected, iand idescriptive itable ireports igenerated. 

4.2 iResponse iRate 

Questionnaires iwere iadministered ito i180 irespondents. iFrom ithe iresearch, i117 iout iof ithe 

i180 isample irespondents ifilled-in iand ireturned ithe iquestionnaires imaking ia iresponse irate 

iof i65% ias ishown iin iFigure i4.1. iAccording ito iKothari iand iGarg i(2018) itheiresponse irate 

iof i50% iis iadequate ifor ianalysis iand ireporting; i60% iis igood iand ia iresponse irate iof i70% 

iand iover iis iexcellent; itherefore, ithis iresponse irate iwas iadequate ifor ianalysis iand 

ireporting. i 
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Figure i4.1 iResponse iRate 

4.2.1 iReliability iTest research 

Prior ito ithe iactual istudy, ipilot iresearch iwas carried iout ito ipre-test ithe ivalidity iand 

ireliability iof idata icollected iusing questionnaires. i iThe ipilot iresearch iallowed ifor ipre-

testing iof ithe iresearch iinstrument. iThe iresults ion ireliability iof ithe iresearch iinstruments 

iare ipresented iin iTable i4.1 ir 

Table i4.1 iReliability iTest 

Scale Cronbach’s 

iAlpha 

Number 

iof iItems 

Remarks 

Mobile iBanking .949 11 Acceptable 

Source: iPrimary iData 

The ioverall iCronbach’s ialpha ifor ithe ifour icategories iwhich iis i0.752. iThe ifindings iof ithe 

ipilot istudy ishowed ithat iall ithe ifour iscales iwere ireliable ias itheir ireliability ivalues 

iexceeded ithe iprescribed ithreshold iof i0.7 i(Bryman i& iBell, i2018). 

4.2.2 iValidity 

Factor ianalysis iwas iused ito icheck ivalidity iof ithe iconstructs. iKaiser-Mayor-Oklin imeasures 

iof isampling iadequacy i(KMO) i& iBartlett’s iTest iof iSphericity iis ia imeasure iof isampling 

iadequacy ithat iis irecommended ito icheck ithe icase ito ivariable iratio ifor ithe ianalysis ibeing 

iconducted. iIn imost iacademic iand ibusiness istudies, iKMO i& iBartlett’s itest iplays ian 

iimportant irole ifor iaccepting ithe isample iadequacy. iWhile ithe iKMO iranges ifrom i0 ito i1, 

ithe iworld-over iaccepted iindex iis iover i0.5. iAlso, ithe iBartlett’s iTest iof iSphericity irelates 

ito ithe isignificance iof ithe istudy iand ithereby ishows ithe ivalidity iand isuitability iof ithe 

iresponses icollected ito ithe iproblem ibeing iaddressed ithrough ithe istudy. iFor iFactor 

iAnalysis ito ibe irecommended isuitable, ithe iBartlett’s iTest iof iSphericity imust ibe iless ithan 

i0.05. 

The istudy iapplied ithe iKMO imeasures iof isampling iadequacy iand iBartlett’s itest iof 

isphericity ito itest iwhether ithe irelationship iamong ithe ivariables ihas ibeen isignificant ior inot 

ias ishown iin ibelow iin itable i4.2. iFactor i1 iwas ibased ion ieleven iitems ithat irepresented 
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imobile ibanking. iThe iKaiser-Mayor-Oklin imeasures iof isampling iadequacy ishows ithe ivalue 

iof itest istatistic ias i0.888, iwhich iis igreater ithan i0.5 ihence ian iacceptable iindex. iWhile 

iBartlett’s itest iof isphericity ishows ithe ivalue iof itest istatistic ias i0.000 iwhich iis iless ithan 

i0.05 iacceptable iindexes. iThis iresult iindicates ia ihighly isignificant irelationship iamong 

ivariables. i 

 

Table i4.2 iKMO iBartlett’s iTest 

KMO iand iBartlett's iTest 

Kaiser-Meyer-Olkin iMeasure iof iSampling 

iAdequacy. 
.888 

Bartlett's iTest iof 

iSphericity 

Approx. iChi-Square 267.177 

df 10 

Sig. .000 

 

4.3 iDemographic iCharacteristics iof iRespondents 

Respondents iwere irequired ito igive iinformation iconcerning iage, igender, icustomer 

iexperience, iconnection, iproduct iexperience, ieasy iof iapplication iand isecurity iof iapplication. 

4.3.1 iAge iof iRespondents 

The istudy isought ito iestablish iage iof irespondents. iStudy ifindings iestablished ithat 

irespondents i25 iyears iand ibelow iwere i9.4%, ibetween i26-34 iyears i31.6 iyears, ibetween 

i35-44 iyears i30.8%, ibetween i45-54 iyears i14.5% iand i55 iyears iand iabove iwere i13.7% ias 

ishown iin iTable i4.3 i 
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Table i4.3 iAge iof iRespondents 

Age Frequency Percent 

25 iYears i& iBelow 11 9.4 

Between i26-34 iYears 37 31.6 

Between i35-44 iYears 36 30.8 

Between i45-54 iYears 17 14.5 

55 iYears i& iAbove 16 13.7 

TOTAL 117 100 

Source: iPrimary iData 

4.3.2 iGender iof iRespondents 

The istudy isought ito iestablish ithe igender iof irespondents. iThe istudy ifindings iestablished 

ithat imale iwas i61.5% iand ifemale i38.5% ias ishown iin iTable i4.4 

 

Gender iof iRespondents 

Gender Frequency Percent 

Male 72 61.5 

Female 45 38.5 

TOTAL 117 100 

Source: iPrimary iData 

 

4.3.3 iCustomer iExperience 

The research sought ito iestablish ihow ilong iparticipants ihave ibeen icustomers iof iKCB. 

iResults iare ipresented iin iTable i4.5 

 

 

 

 

i 
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Table i4.5 iCustomer iExperience i 

Age Frequency Percentage 

1 iYear i& iBelow 25 21.4 

1-5 iYears 20 17.1 

6-10 iYears 34 29.1 

Above i10 iYears 38 32.5 

TOTAL 117 100 

Source: iPrimary iData 

 

The istudy ifindings iin iTable i4.5 iestablished ithat irespondents iwho ihave ibeen icustomers iat 

iKCB ifor i1 iyear iand ibelow iwere i21.4%, ithose ibetween i1-5 iyears iwere i17.1%, ibetween 

i6-10 iyears iwere i29.1% iand ithose iabove i10 iyears iwere i32.5%. i 

 

4.3.4 iConnected ito iMobile iBanking iProduct 

The istudy isought ito iestablish iwhether irespondents iare iconnected ito imobile ibanking 

iproduct. i 

Connected ito iMobile iBanking iProduct 

 Frequency Percentage 

Yes 61 52.1 

No 56 47.9 

TOTAL 117 100 

Source: iPrimary iData 

 

The istudy iresults irevealed ithat i52.1% iare iconnected iand i47.9% iare inot iconnected iwith ia 

imean iscore iof i1.52 iand ia istandard ideviation iof i0.502. iThis ishows ithat ithe imajority iof 

irespondents iare iconnected ito imobile ibanking iproduct. i 
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4.3.5 iProduct iExperience 

It sought ito iexamine ithe iproduct iexperience iamong ithe iparticipants. iResults iare ipresented 

iin iTable i4.6 i i 

 

 iProduct iExperience 

For ihow ilong iyou ihave iused ithe imobile ibanking iproduct i\service i 

Table i4.7: iRespondent iscore ion iproduct iexperience 

 Frequency Percentage 

1 iYear i& iBelow 39 33.3 

1-5 iYears 43 36.8 

6-10 iYears 35 29.9 

TOTAL 117 100 

Source: iPrimary iData 

 

The istudy ifindings iestablished i33.3% iof ithe irespondents ihave iused ithe imobile ibanking 

iproduct ifor i1 iyear iand ibelow, i36.8% ihave iused imobile ibanking iproduct/service ifor 

ibetween i1-5 iyears iand i29.9% ihave iused ithe imobile ibanking iproduct ifor ibetween i6-10 

iyears iwith ia imean iscore iof i1.97. iThis iindicates ithat ithe imobile iproduct/service iis iin iuse. 

i 

 

4.3.6 iEase iof iApplication 

It sought to set whether the iuse iof imobile ibanking iapplication iis ieasy ior idifficult. iThe 

ipertinent iresults iare ipresented iin iTable i4.7 i 

 Frequency Percentage 

Very iDifficult 27 23.1 

Difficult 17 14.5 

Easy 24 20.5 

Very iEasy 49 41.9 

TOTAL 117 1000 

Source: iPrimary iData 
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The istudy ifindings iestablished ithat i23.1% iof ithe irespondents ibelieve ithat iusing ithe iKCB 

imobile ibanking iapplication iif ivery idifficult, i14.5% ibelieve ithat iis idifficult, i20.5% ibelieve 

ithat iit iis ieasy iand i41.9% ibelieved iiits ivery ieasy ito iuse mobi-banking iapplication ias 

ishown iin iTable i4.8 i 

 

4.3.7 iUsage iof iApplication 

The istudy isought ito iestablish ihow ioften ido irespondents iuse ithe iKCB mobi-banking 

iproduct/service. iResponse iis ipresented iin iTable i4.8 i 

Response ion iUsage iof iApplication 

 Frequency Percentage 

Daily 13 11.1 

Weekly 17 14.5 

Once ia iMonth 20 17.1 

2-3 iTimes ia iMonth 30 25.6 

Do inot iUse 37 31.6 

TOTAL 117 100 

Source: iPrimary iData 

 

The istudy ifindings irevealed ithat i11.1% iof ithe irespondents iuse ithe iKCB mobi-banking 

iproduct/service idaily, i14.5% iuse iit iweekly, i17.1% iuse iit ionce ia imonth, i2506% iuse iit i2-

3 itimes ia imonth iand i31.6% ido inot iuse iit. iThis ishows ithat imajority iof irespondents iuse 

ithe iapplication ialthough iit ivaries ias ishown iin iTable i4.9 i 
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4.3.8 Satisfaction iLevel 

The istudy isought ito iestablish ithe isatisfaction ilevel iof ithe irespondents ifrom ibased ion 

itheir iexperience iwith mobi-banking application 

 Frequency Percentage 

Extremely iDissatisfied 28 23.9 

Somewhat iDissatisfied 16 13.7 

Neither isatisfied inor 

idissatisfied 

11 9.4 

Somewhat isatisfied 27 23.1 

Extremely isatisfied 35 29.9 

TOTAL 117 100 

Source: iPrimary iData 

The istatement ithat ibased ion iyour imost irecent iexperience iplease irate iyour isatisfaction 

ilevel iwith iour mobi-banking iproduct i\ iservice, ithe istudy iresults irevealed ithat i23.9% iof 

ithe irespondents iare iextremely idissatisfied, i13.7% iare isomewhat idissatisfied, i9.4% ineither 

isatisfied inor idissatisfied, i23.1 isomewhat isatisfied iand i29.9% iextremely isatisfied iwith ia 

imean iscore iof i3.21 iand ia istandard ideviation iof i1.580 ias ishown iin iTable i4.10 

 

 

4.3.9 Security iof imobile ibanking iproduct/service 

The istudy isought ito iestablish ithe isafety iand isecurity iof ithe mobi-banking 

iproduct/service. iResults iare ipresented iin iTable i4.10 ibelow 

 Frequency Percentage 

Yes 59 50.4 

No 58 49.6 

TOTAL 117 100 

Source: iPrimary iData 

The istudy iresults irevealed ithat i50.4% iof ithe irespondents ibelieve ithat mobi-banking 

iproduct/service iis isecure iand i49.6% ibelieve ithat iit iis inot isafe. 
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4.4 iDescriptive iStatistics 

Effect iof imobile ibanking ion icustomer isatisfaction i 

The istudy isought ito iestablish iwhether ithe irespondents ibased ion ihis/her iexperiences iwith 

ithe ibank iand ithe iproduct ion ia iscale iof i0-10 ican irecommend ithe iproduct/service ito ia 

ifriend ior ia icolleague. iThe istudy iresults ishowed ithat i70% iof ithe irespondents ican 

irecommend ia ifriend ior ia icolleague ito ibecome ia iKCB icustomer. iResults iare ipresented iin 

iTable i4.11 

 

Descriptive iStatistics 

 N Mean 

Std. 

iDeviation 

In iyour iown iassessment ido iyou ithink ithat iKCBs imobile 

ibanking iplatform isatisfy iits icustomers’ ineeds iand iwants 
117 4.58 .710 

In iyour iown iassessment ido iyou ithink imost iof iKCB 

icustomers iuse itheir imobile ibanking iplatform 
117 3.91 1.396 

KCBs iMobile ibanking iservice imeets iyour ineeds iand 

iexpectations. 
117 4.15 1.446 

Customers iare isatisfied iwith ithe iaccessibility iof iKCB 

imobile ibanking iservices 
117 4.03 1.339 

KCBs imobile ibanking itransaction icosts iare ireasonable 117 3.54 1.540 

KCB imobile ibanking iservices iare ieasy ito iuse 117 3.90 1.309 

I ifeel isafe iusing iKCBs imobile ibanking iservices 117 3.95 1.286 

KCB imobile ibanking iservices iare ireliable 117 3.50 1.330 

I iwould irecommend iKCBs imobile ibanking iservices ito 

imy ifriends, irelatives ior icolleagues 
117 4.48 .638 

KCB iprovides itraining ito iits icustomers ion ihow ito 

itransact iusing imobile ibanking iand isensitive irisks 

iassociated iwith ithe iprocess. 

117 4.36 1.170 
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KCB ihas iput iin isecurity imeasures ito iensure icustomers 

imoney iare isafe iand iare iprotected iagainst iunethical 

ipractices ilike ifraud. 

117 4.31 1.228 

Valid iN i(list iwise) 117   

Average iScore i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i 

i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i4.06 i i i i i i i i i i i i i1.217 

 

The icollected idata iwas ianalyzed iusing i1 ito i5-point iLikert iscale iwith i1= istrongly idisagree; 

i2 i= idisagree; i3 i=weakly iagree; i4 i=agree; i5 i= istrongly iagree. i 

The istatement ithat iin iagreement ithat iin iyour iown iassessment ido iyou ithink ithat iKCBs 

mobi-banking iplatform isatisfy iits icustomers’ ineeds iand iwants ihad ia imean iscore iof i4.58 

iand ia istandard ideviation iof i0.710. iThe istatement ithat iin iyour iown iassessment ido iyou 

ithink imost iof iKCB icustomers iuse itheir imobile ibanking iplatform ihas ia imean iscore iof 

i3.91 iand ia istandard ideviation iof i1.396. iThe istatement ithat iKCBs mobi-banking iservice 

imeets iyour ineeds iand iexpectations ihad ia imean iscore iof i4.15 iand ia istandard ideviation 

iof i1.446. iThe istatement ithat icustomers iare isatisfied iwith ithe iaccessibility iof iKCB mobi-

banking iservices ihad ia imean iscore iof i4.03 iand ia istandard ideviation iof i1.339. iThe 

istatement ithat icustomers iare isatisfied iwith ithe iaccessibility iof iKCB mobi-banking iservices 

ihad ia imean iscore i3.54 iand ia istandard ideviation iof i1.540. iThe istatement ithat iKCB mobi-

banking iservices iare ieasy ito iuse ihad ia imean iscore iof i3.90 iand ia istandard ideviation iof 

i1.309. iThe istatement ithat iI ifeel isafe iusing iKCBs mobi-banking iservices ihad ia imean iscore 

iof i3.95 iand ia istandard ideviation iof i1.286. iThe istatement ithat iKCB mobi-banking iservices 

iare ireliable ihad ia imean iscore iof i3.95 iand ia istandard ideviation iof i1.286. 

 iThe istatement ithat iKCB mobi-banking iservices iare ireliable ihad ia imean iscore iof i3.50 

iand ia istandard ideviation iof i1.330. iThe istatement iin iagreement ithat iI iwould irecommend 

iKCBs mobi-banking iservices ito imy ifriends, irelatives ior icolleagues ihad ia imean iscore iof 

i4.48 iand ia istandard ideviation iof i0.638. iThe istatement iin iagreement ithat iKCB iprovides 

itraining ito iits icustomers ion ihow ito itransact iusing imobile ibanking iand isensitive irisks 

iassociated iwith ithe iprocess ihad ia imean iscore iof i4.36 iand ia istandard ideviation iof i1.170. 

iThe istatement iin iagreement ithat iKCB ihas iput iin isecurity imeasures ito iensure icustomers 
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imoney iare isafe iand iare iprotected iagainst iunethical ipractices ilike ifraud ihad ia imean iscore 

iof i4.31 iand ia istandard ideviation iof i1.228. 

4.5 iRegression iModel 

4.5.1 iAnalysis iof iVariance i(ANOVA) 

The istudy iused iANOVA ito iestablish ithe isignificance iof ithe iregression imodel. iIn itesting 

ithe isignificance ilevel, ithe istatistical isignificance iwas iconsidered isignificant iif ithe ip-value 

iwas iless ior iequal ito i0.05. iThe isignificance iof ithe iregression imodel iwas ias iper iTable 

i4.13 ibelow iwith iP-value iof i0.00 iwhich iis iless ithan i0.05. iThis iindicates ithat ithe 

iregression imodel iis istatistically isignificant iin ipredicting ifactors iof icustomer’s isatisfaction. 

iBasing ithe iconfidence ilevel iat i95% ithe ianalysis iindicates ihigh ireliability iof ithe iresults 

iobtained. iThe ioverall iAnova iresults iindicates ithat ithe imodel iwas isignificant iat iF i= 

i340.38, ip i= i0.000 

 

Table i4.13 iAnalysis iof iVariance i(ANOVA) 

ANOVAa 

Model 

Sum iof 

iSquares df 

Mean 

iSquare F Sig. 

1 Regression 468.706 1 468.706 340.38 .000b 

Residual 158.321 115 1.377   

Total 627.027 116    

a. iDependent iVariable: iCustomer iSatisfaction 

b. iPredictors: i(Constant), iMobile iBanking 

 

4.5.2 iCoefficients 

The iresearcher iconducted ia imultiple iregression ianalysis ias ishown iin iTable i4.12 ito 

idetermine ithe irelationship ibetween icustomer isatisfaction iand ithe ifour ivariables 

iinvestigated iin ithis istudy. I 
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Table i4.14 iCoefficients 

Coefficientsa 

Model 

Unstandardized 

iCoefficients 

Standardized 

iCoefficients 

t Sig. B Std. iError Beta 

1 (Constant) 10.425 1.557  6.694 .000 

Mobile iBanking .084 .070 .125 1.193 .235 

 

a. iDependent iVariable: iFinancial iPerformance 

 

The iregression iequation iwas: 

Y i= i10.425 i+ i0.084 iX1 

Table i4.15 iModel iSummary 

Model R R iSquare Adjusted iR iSquare 

Std. iError iof ithe 

iEstimate 

1 .683a .466 .457 .93178 

a.Dependent iVariable: iCustomer iSatisfaction 

b. iPredictors: i(Constant), iMobile iBanking 

 

The imodel iexplains i46.6% iof ithe ivariance i(Adjusted iR iSquare i= i0.457) ion icustomer 

isatisfaction. iThis imeans ithat i46.6% iof ithe irelationship ibetween icustomer isatisfactions iis 

iexplained iby ithe iidentified ifour ivariables iof mobi-banking iinvestigated iin ithis istudy. 

iClearly, ithere iare ifactors iother ithan ithe ifour iproposed iin ithis imodel iwhich ican ibe iused 

ito ipredict icustomer isatisfaction. iHowever, ithis iis istill ia igood imodel ias iCooper iand 

iSchinder, i(2013) ipointed iout ithat ias imuch ias ilower ivalue iR isquare i0.10-0.20 iis 

iacceptable iin isocial iscience iresearch. 

4.6 iDiscussion iof ithe iFindings 

The istudy ihas irevealed ithat itransfer iof ifunds ifrom ione iaccount ito ianother ior ifrom ithe 

iaccount ito ia imobile iaccount isuch ias iM-pesa iis ione iof ithe iprominent iactivities iunder 

mobi-banking iat iKenya iCommercial iBank. iThis ifinding iis iin iharmony iwith ithat iof 

iMatthew, iAlexanra, i& iMaxmillian, i(2015) iwho iin itheir isurvey iestablished ithat ithe iuse 

iof mobi-banking ito itransfer imoney ibetween iaccounts iwas ifound ito ibe ione iof ithe 
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iactivities ithat iare irapidly iincreasing iamong ithe iusers iof mobi-banking iservice. iThere iare 

ialso ia inumber iof mobi-banking iusers iwho iprefer ito ireceive itext imessage ialerts ifrom ia 

ibank iwhenever ithere iwas ia itransaction. 

This istudy ialso iestablished ithat ia inumber iof icustomers iprefer iaccessing itheir ibank 

iaccount ibalances ithrough ithe mobi-banking iplatform iand ialso ito irequest ifor ibank 

istatements ithrough ithe isame iplatform. iThe iresults iagree iwith iMathew iet ial., i(2015) iwho 

ialso iasserts ithat ithe imost icommon mobi-banking iactivities ithat iare iprevalent iamong iusers 

iinclude ichecking ifinancial iaccount ibalances ior itransaction iinquiries iwhere i87 ipercent iof 

imobile ibanking iusers iwere ifound ito ihave iperformed ithis ifunction iin ia iduration iof i12 

imonths. 

It iwas ifurther ievident ifrom ithe istudy ithat iKCB icustomers iare ialso iable ito imake ia 

inumber iof itransactions iand ipay itheir ibills ifrom itheir imobile iphones. iThis ifurther iagrees 

iwith ithe iposition iheld iby iMathew iet ial., i(2013) iwho iindicated ithat ithere ihas ibeen 

iincreased iusage iof imobile ibanking iby icustomers ito icarry iout ia inumber iof itransactions. 

iMost ibank icustomers iuse mobi-banking ito ibe iable ito icarry iout ia inumber iof ipayments 

iincluding ipoint iof isale ipayments. iCustomers iwho ihave iaccess ito mobi-banking ialso iprefer 

isettling itheir ibills iusing ithe imobile ibanking iservice ibecause iit iis imore iconvenient iand 

iconsumes iless itime. 

It iwas ialso iclear ifrom ithe iresearch ifindings ithat mobi-banking ihas ienabled icustomers ito 

iaccess itimeless ibanking ithat ican ibe idone ifrom ianywhere ianytime. iIt iwas ifurther 

iconfirmed ithat mobi-banking iimproves icustomer iservice idelivery ithrough ireduction iin itime 

ito icomplete itransactions iand ialso ithe iconvenience iof inot iwalking iinto ithe ibank. i 

This iis ialso ithe iposition iheld iby iAdewoye i(2016) iwho iestablished ithat mobi-banking 

iimproves ibanks’ iservice idelivery iin imany iways isuch ias itransactional iconvenience, isaving 

iof itime, iquick itransaction ialert iand isave iof iservice icost iwhich ihas irecuperate icustomer’s 

irelationship iand isatisfaction. 
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CHAPTER iFIVE: i 

SUMMARY, iCONCLUSION iAND iRECOMMENDATIONS 

5.1 iIntroduction 

The ichapter igives summarized ireport iof research ifindings, iexamination, iarrived iconclusions 

iand iwhat ithe iresearcher irecommends. It  also ipresents isuggestions iof irelated inature ithat 

imay ibe iundertaken iby ifuture ischolars. ir 

5.2 iSummary ir 

The research revealed ithat ithe iwidely iadopted imobi banking iservice iis ithe itransfer iof ifunds 

ifrom iKCB iaccount ito ian iM-pesa iaccount. iThe istudy iestablished ithat imajority iof 

icustomers iare iable ito iaccess ithis iservice ifrom iKCB imobi banking iplatform. iThe isecond 

ihighest iranking imobi banking iservice iadopted iby iKCB imobi banking iplatform iis ithe 

ibalance ienquiry iand ipayment iof ibills ifrom ia iKCB iaccount. iThe ifindings ireveal ithat imost 

icustomers iare iable ito iobtain iaccount ibalances iand ipay iseveral ibills idirect ifrom itheir 

ibank iaccounts iusing ithe imobi banking iplatform. iThe ifindings ifurther iconfirm ithat imost 

iKCB icustomers iare iable ito iconduct ifunds itransfer ifrom ione iaccount ito ianother iwithin 

iKCB iand ito ianother ibank. iThey iare ialso iable ito iaccess icash ideposits iand iwithdrawals 

ifrom ithe imobi banking inetwork ias iwell ias irequest ifor itheir ibank istatements iusing ithe 

iKCB imobi banking inetwork.  

The istudy iestablished ithat iadoption iof imobi banking iservice ihas iassisted iin iimproving 

icustomer iservice idelivery iin imany iways. iOne iof ithese iways iis ithrough ithe ireduction iof 

itime ito iaccess ibanking iservices iespecially iin irelation ito itransfer iof ifunds ifrom ia iKCB 

iaccount ito ianother ibank. iIt iwas ialso iclear ithat icash ideposits iand iwithdrawals ithrough 

ithe imobi banking inetwork ihas iassisted iin iimproving iservice idelivery ithrough ireduction iof 

itime ito icarry iout iall ithese itransactions iin ia itypical ibanking ihall. iThe iother iway ithrough 

iwhich i imobi banking ihas iassisted ito iimprove icustomer iservice idelivery iis ithrough 

ireduction iof iqueues iin irelation ito ifunds itransfer ifrom iKCB ito ianother ibank iaccount. iThe 

istudy ialso irevealed ithat imobi banking iespecially iin iform iof icash iwithdrawals iand ideposits 
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ihas iprovided icustomers iwith ian iopportunity ito iaccess itimeless ibanking iservices. iIt ihas 

ialso ienabled icustomers ito iavoid ia ilot iof ipaperwork ithat iis inecessary ifor ia inumber iof 

itransactions. i 

5.3 iConclusion 

KCB ihas iadopted ia inumber iof imobi banking iservices ito igreat iextent. iThese iservices 

iinclude: ibalance ienquiry, ifunds itransfer ifrom ione iKCB iaccount ito ianother, ifunds itransfer 

ifrom iKCB ito ianother ibank, ifunds itransfer ifrom ia iKCB iaccount ito ian iM-pesa iaccount, 

icash ideposits iand iwithdrawals, iordering iof istatements iusing ithe imobi bank iplatform iand 

iordering iof icheque ibooks. imobi banking iservice ihas iassisted igreatly iin iimproving ivarious 

iaspects iof icustomer iservice idelivery isuch ias iproviding itimeless ibanking ito ithe icustomers; 

ireduction iof iqueues iand ireduction iof itime ito iaccess ibanking iservices. i 

5.4 iRecommendations 

The istudy ihas iestablished ithat imobi banking iservice ihas inot iassisted iin isignificantly 

ireducing ithe icost iof idoing ibanking ifor icustomers. iThe ibank ineeds ito iexplore iways iof 

imaking ithe imobile ibanking iservice imore iaffordable iand iless icostly ithan ithe iconventional 

ibanking iservice. 

It iis ialso iclear ithat imobile ibanking iis iyet ito iqualify ias ithe imost iefficient iway iof 

iproviding icustomer iservice idelivery. iThe ibank ishould iseek imore iinnovative iways iof 

imaking ithe imobile ibanking iservice ithe imost iefficient iand ieffective iway iof iproviding 

icustomer iservice idelivery. i 

5.5 iSuggestion iof iFuture iStudies 

There iis ineed ito icarry iout ia isurvey iof iKCB icustomers iincluding ithe isubsidiaries ioutside 

iKenya. iThis iwill iassist iin iproviding ia imore ielaborate ipicture iof ithe ieffect iof 

imobiibankingioniservice idelivery. iIt iwill ialso ibe iimportant ito icarry iout ia icomparative 

istudy iwith iother iinternational ibanks ithat ihave ibeen isuccessful iin iusing imobile ibanking 

ias ia icustomer iservice idelivery iimprovement itool. iThis iwill iassist ithe ibank ito ibenchmark 

ifor ibest ipractice. I 
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Appendix 1: Questionnaire  

 

PREAMBLE 

Dear Respondent, the information sought in this questionnaire relates to the effect of Mobile 

banking on customer satisfaction in KCB Bank Limited Kenya. 

This is an academic research and information sought will be used for academic purposes only.  

Kindly provide as much information as requested and be sincere. 

Your response is highly appreciated. 

 

Section A; 

Demographic Data; 

1. What is your name (optional) ……………………………………. 

2. Age 

a) 25 below ( )         b) 26 -34 ( )            c) 35 – 44 ( )        d) 45 – 54 ( )          e) 55 + ( ) 

3. Gender 

a) Male ( ) 

b) Female ( ) 

4. How long have you been a customer of KCB bank? 

a) 1 & below ( ) 

b) 1 – 5 years ( ) 

c) 6 – 10years ( ) 

d) Above 10 years ( ) 



37 
 

5. Are you connected to our mobile banking platform? 

a) Yes ( ) 

b) No ( ) 

6. For how long have you used the mobile banking product \service? 

a) 1 & below ( ) 

b) 1- 5 years ( ) 

c) 6-10 years ( ) 

7. How easy is it to use our Mobile banking platform?  

a) Very Difficult 

b) Difficult 

c) Easy 

d) Very Easy 

8. How often do you use our mobile banking product \service? 

1. Daily      [  ]    4. 2-3 times a month [  ] 

2. Weekly [  ]     5. Do not use [  ] 

3. Once a month [  ]  
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9. Based on your most recent experience please rate your satisfaction level with our Mobile 

banking product \ service? 

a)  Extremely Dissatisfied [  ]    b) Somewhat Dissatisfied [  ] 

c)  Neither Satisfied nor dissatisfied [  ]     d) Somewhat Satisfied [  ] 

e) Extremely Satisfied   [  ] 

10. Are there any fraudulent incidences so far you have experienced? 

1. Yes [  ] 

2. No [  ] 

11. On a scale of 0 to 10 how likely are you to recommend our mobile banking product\service 

to a friend or colleague? 

0         1         2         3         4         5         6         7         8         9         10  

Not Likely                                                                                            Very Likely 
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Section B: Effect of mobile banking on customer satisfaction 

Please answer the following questions by choosing the degree of precision that you think mobile 

banking affects customer satisfaction by choosing whether you agree or disagree with the 

statements being: 1. I Strongly Agree; 2. Agree; 3. Neutral; 4. Disagree; 5. strongly disagree.  

1. In your own assessment do you think that KCBs mobile banking platform satisfy its customers’ 

needs and wants? 

1. Strongly agree      [  ] 

2. Agree                     [  ] 

3. Neutral                  [  ]  

4. Disagree                 [  ] 

5. Strongly disagree. [  ] 

2. In your own assessment do you think most of KCB customers use their mobile banking 

platform? 

1. Strongly agree [  ] 

2. Agree                [  ] 

3. Neutral             [  ]  

4. Disagree           [  ] 

5. Strongly disagree. [  ] 
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3. (Please indicate the extent to which you agree/ disagree with the following statements) 

 

STATEMENT 

 

 

 

Strongly 

Agree 

 

 

Agree 

 

 

Neutral 

 

 

Disagree 

 

 

Strongly 

disagree 

1 2 3 4 5 

1. KCBs Mobile banking service meets my needs and 

expectations. 

     

2. I am satisfied with the accessibility of KCB mobile 

banking services 

     

3. KCBs mobile banking transaction costs are reasonable      

4. KCB mobile banking services are easy to use      

5. I feel safe using KCBs mobile banking services      

6. I am proud of Using KCBs Mobile banking services      

7. I would recommend KCBs mobile banking services to 

my friends, relatives or colleagues 

     

8. The training KCB provides to me on how to transact 

using mobile banking and sensitive risks associated with 

the process is helpful. 

     

9. KCB has put in security measures to ensure customers 

money are safe and are protected against unethical 

practices like fraud. 

     

 

                                                Thank you for your co-operation. 
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