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ABSTRACT: The mobile revolution and technology innovation have significantly changed the banking sector. As a result, the
banking sector has become one of those that is most dependent on consumer markets adopting new technology. By removing distance
and time restrictions, the modern mobile revolution has not only made it possible for individuals to connect with one another globally
but has also greatly improved the lives of many by giving them access to basic financial services through phone-based money storage
and transfer. The revolution sparked by higher technological advancements has led to an abnormally high rate of global adoption for
mobile banking services. The purpose of the study was to examine the association between customer satisfaction and mobile banking
usage among university students in Mombasa County, Kenya. There are three main objectives of the study: to establish a relationship
between student attitudes, mobile banking usage, and customer satisfaction among university students in Mombasa County, Kenya; to
establish a relationship between technology proficiency, mobile banking usage, and customer satisfaction among university students
in Mombasa County, Kenya; and to investigate a relationship between mobile banking service quality and customer satisfaction. The
researcher relied on the financial intermediation theory, current economic theory, and innovation diffusions theory to achieve the
objectives of this study. In order to understand how student attitudes, technological aptitude, the quality of the mobile banking service,
and the usability of the product influence the use of mobile banking and customer satisfaction among university students in Mombasa
County, Kenya, this study employed an explanatory research methodology. In order to determine the nature and intensity of a cause-
and-effect relationship between the variables, explanatory research designs involve analyzing two or more variables. Students from
colleges' satellite campuses in Mombasa County would make up the target group. Students from the 10 universities in Mombasa
County made up the majority of the target audience. The study will choose 99-year-old students at satellite campuses dispersed
throughout the colleges in Mombasa County. The Yamane (1967) method was used to estimate the results at a 95% confidence level
(0.10 level of significance). The university students in Mombasa County were surveyed using standardized questionnaires in order to
collect data. The questionnaires' closed-ended questions identified both independent and dependent variables, and they were graded
on a Likert scale from 1 to 5 to quantify the information. The six main categories into which the survey was divided include
demographic information, student attitudes, technological aptitude, and the standard of mobile banking services, product usability,
and customer happiness. With the aid of IBM SPSS Statistics for Windows, Version 23.0, the obtained data was edited, cleaned,
coded, and analyzed using both descriptive and inferential statistics. Tables, figures, and charts will be used to display and explain the
results, along with supporting reasons.

Index Terms: Mobile, Banking, Customer, Satisfaction,

INTRODUCTION

M-banking, often known as mobile banking, is the provision of financial services via mobile telecommunications technology in Kenya
(Mwendwa & Githu, 2014). Kenyans can use mobile banking services to apply for loans, request overdrafts, and carry out other
financial transactions like cash transfers and loan applications. According to research studies by the Kenya Bankers Association
center, an increase in mobile banking has been connected to an increase in innovation and creativity (Mwendwa & Githu, 2014).
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According to Bitange Ndemo, government initiatives that inspire the use of new technologies and widespread use of mobile phones
have significantly assisted the growth and development of mobile banking. Thanks to the modification, accessibility, response time,
and consumer brand have all increased across the entire country (Ndemo, 2016).

According to Mwendwa & Githu (2014), the rise of information-driven economies is to blame for Kenya's increased interest in mobile
banking. These most recent changes have made it easier to build an economical banking system. Previous studies have concentrated
on issues including how mobile banking impacts consumer happiness. For instance, Arter and Hammond (2011) looked at the
relationship between customer satisfaction and mobile banking in Pakistan, and the results showed that this is true globally for mobile
banking. Waweru and Mwongo conducted research on the challenges and long-term effects of mobile banking on consumer
satisfaction in Rwanda in 2015. The limitations imposed on the banking business by law, geography, and industry are no longer
present, claim Machogu and Okiko (2015). To fully appreciate the complexities of mobile banking and how it has transformed
Rwandan banking, it is crucial to comprehend this. On the other hand, Odunga (2012) looked at the variables affecting Kenya's e-
banking services and identified the underlying variables affecting mobile banking in Kenya. The study's main inferences focused on
connectivity, speed, consumer attitudes, accessibility, and technology configuration (Odunga, 2012).

This study examined how the three variables affect customer loyalty by starting with university students in Mombasa County.
Customer loyalty, according to this definition, refers to how loyal customers are to a company's goods or services and how likely they
are to choose that brand over those of rivals. In order to avoid switching to a competitor's firm or organization, devoted customers
frequently elect to solely buy an organization's products (Nyamweya & Ngugi, 2017). The study will seek to determine the liaison
between mobile banking usage and customer satisfaction amongst university students in Mombasa County, Kenya.

RESEARCH ELABORATIONS

The methodological nature of the research ensures that the researcher will receive reliable, unprejudiced, cost-effective, and thorough
responses to their study questions (Soeters Shields & Rietjens, 2014). This was accomplished through the use of appropriate
methodology, including a well-thought-out design, proficient sampling, a representative sample selection, and the relevant study and
data collection instruments (Howell, 2013). This study utilized an explanatory research design to examine how university students in
Mombasa County, Kenya, use mobile banking and their happiness with it in relation to their attitudes toward it, technological aptitude,
the quality of the service, and simplicity of use of the product. Explanatory research methods measure two or more variables to
evaluate the extent and kind of their cause-and-effect interactions (Kothari & Gaurav, 2014). Since determining if there are any causal
correlations between the independent factors and the dependent variable is the aim of the study, this research design was used.

Many studies on mobile banking have been conducted worldwide, including in Kenya. While Uppal (2010) examined the impact of
mobile banking in the Indian banking sector between 2000 and 2007, Awadhi (2013) examined the acceptance and popularity of the
M-Banking system in the Kingdom of Bahrain. Imetur and Keli (2012) investigated the variables affecting Kenya Commercial Bank's
adoption of mobile banking, and Imetur and Keli (2012) investigated the variables influencing Kenyan customers' acceptance of
mobile banking. The findings of the study, however, cannot be generalized to Kenyan mobile banking activities due to the existence of
numerous mobile service providers, each with distinct characteristics and legal requirements. By examining the relationship between
customer satisfaction and mobile banking usage among university students in Mombasa County, Kenya, this study will attempt to
close this gap.

RESULTS OR FINDINGS

Student’s Attitudes

On the first objective of student’s attitudes, it was determined that the ease of use of mobile banking services by other users influences
my use of the applications hence | adopted the m-banking tech as soon as | learnt about it and errors during my interaction with the
application may be as a result of poorly designed applications. The findings further revealed that my bank sends me advertises its
online capabilities on various media platforms and my bank makes changes to the mobile banking application based on customer
feedback. On this objective, it was finally established that my bank responds quickly to any queries on the mobile banking application.

Technology Proficiency

On the second objective of technology proficiency, most of the respondents agreed that | consider myself highly proficient in the use
of smart phone technology hence my level of proficiency in using a mobile banking application influences my satisfaction and Mobile
banking applications can be used by users with low levels of technology proficiency. The study further showed that the level of
availability and features influence my decision to use mobile banking services and | am open to learning the use of mobile banking
technologies. It was revealed that information regarding service lines is checked for accuracy, completeness, and currency in order to
ensure that they truly reflected the services on the ground.

Mobile Banking Service Quality
On the third objective of mobile banking service quality, it was determined that the level of service quality drawn from a mobile
banking application greatly influences my satisfaction and also determines my frequency of using a specific mobile banking
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application and when carrying out a transaction, the transaction is completed in full. Secondly, on this variable it was found out that
mobile banking application is able to task as needed all the time and mobile banking application responds quickly to user inputs and
transactions initiated. Finally, it was established that mobile banking application enables me to manage my finances better.

Ease of Product Use

On the last independent variable of ease of product use, it was determined that there was efficient flow of information within the
organization and between stakeholders involved in the road project and | prefer technology and applications that are easy to use and
rarely use applications that are not easy to use. The study further found out that banks should design systems that are easy to use to
students and mobile banking application user interface is clear and easy to understand to students.

CONCLUSION

Student’s Attitudes

Based on the study findings and data analysis, the study concludes that there is insignificant relationship between student’s attitudes
and mobile banking usage and customer satisfaction amongst university students. Mobile banking depends heavily on students since
without a sizable student population, this endeavor would fail financially. The widespread usage of mpesa by Kenyan students is
largely responsible for the success of maobile banking interfaces. This level of achievement would not have been possible without the
university student’s enthusiastic adoption of mobile banking. The explanation of the potential results was greatly helped by students
who utilized mobile banking before their peers. They were crucial in showing the skeptical future students that this new banking
method was just as dependable as conventional banking. Most skeptics began to change their minds about using mobile banking after
learning about the advantages in this way. An important factor in raising consumer awareness of the product was advertising
according to (Mulwa & Ndati, 2015).

Technology Proficiency

The study further concludes that an improvement on the technology proficiency would result in an increase in mobile banking usage
and customer satisfaction amongst university students but the improvement would be insignificant. The study also concludes that the
capacity to use technology is referred to as technological competency. There is, according to evidence, a digital gap between the
younger and older generations. Evidence also supports the assumption that university students are enthusiastic about picking up
technological skills. For instance, the fact that university students with little literacy are often excluded from technological
improvements like ATMs in mobile banking and account management through online platforms. Concerns about intrapersonal,
interpersonal, structural, and functional issues are addressed by Bob, Yiwei, and Lynne (2016). Weak cognitive abilities are cited by
Slegers et al, (2018) as a hindrance to an elderly person's ability to use a computer, while privacy concerns are cited by Rajarshi,
Claire, and Raghav (2016).

Mobile Banking Service Quality

On the third objective the study concludes that mobile banking service quality has an influence on mobile banking usage and customer
satisfaction amongst university students but the association between the two was significant. The study concludes that one of the most
crucial metrics for mobile consumers is service quality. This is mostly due to the fact that service quality controls the degree of service
that a user will receive from a certain application. This implies that when a user has to carry out a certain transaction, the application
should offer them high-quality services. A mobile banking application must communicate with the bank's servers in order to provide
financial services to a user's smartphone (Al-Jabri & Sohail, 2012). As a result, it is essential that the software has ACID system
properties. The letters of this acronym, according to Vogels (2009), are atomicity, constancy, isolation, and durability.

Ease of Product Use

On the final independent variable, based on the study findings and analysis. The study concludes that there exists a significant
relationship between ease of product use on mobile banking usage and mobile banking usage and customer satisfaction amongst
university students. The study further concludes that any application's usability is often influenced by a wide range of elements. For
students to get the most value out of the mobile applications, they must be simple to use. Therefore, the design of the mobile banking
application that the students will use will determine how satisfied customers are with mobile banking. For system users, interacting
with the program is crucial. As a result, the user can utilize the application independently according to (McWherter & Gowell, 2015).
If the buttons in a program continually complete the same task, they are consistent. Many applications for consistency should be
available (Hoober & Berkman, 2016). The program's payment button, for instance, should resemble the payment buttons of other apps
(McWherter & Gowell, 2015).

RECOMMENDATIONS

The study made the following recommendations;
Other researchers interested in leading research on mobile banking can improve other models that include the same factors used in this
study but in diverse areas, such as telecommunications, industrial, and service sectors, rather than focusing on the financial sector.

This publication is licensed under Creative Commons Attribution CC BY.
https://dx.doi.org/10.29322/1JSRP.13.11.2023.p14317 WWW.ijsrlc_).org



https://dx.doi.org/10.29322/IJSRP.13.11.2023.p14317
http://ijsrp.org/

International Journal of Scientific and Research Publications, Volume 13, Issue 11, November 2023 176
ISSN 2250-3153

Similarly, interested candidates or researchers can create models that address additional issues that may impact customer satisfaction
in financial services.

In terms of technology, mobile banking must promptly update and improve the interface design and operational flexibility of mobile
banking applications in response to customer needs and preferences, particularly for customers who have a high demand for mobile
banking transactions.

Due to the abundance of options available to consumers and the possibility that one or more adverse variables will force them to
choose another form of transaction, banks need to pay more attention to these associated issues. Customers can only be sure to utilize
mobile banking for long-term reasons by increasing customer satisfaction.

REFERENCES

[1] Abbasi, S., Kamran, S., & Akhtar, C. (2017). Factors Affecting Customers' Adoption of
Internet Banking in Pakistan. Pakistan Administrative Review, 1 (2), 115-129.
[2] Abedi, H., Khan, R., & Chukwumeka, M. (2016). Journal of Social and Administrative Sciences, 5 (3), 34-41.

[3] Abbott, M. A., &., Yates, M. B. O. (2017). Determinants of customer satisfaction on retail banks in New Zealand: an empirical
analysis using structural equation modeling. Global Economy and Finance Journal, 7 (1), 63-82.

[4] Ahmad, I., & Gupta, K. (2015). A Study on Customers’ Attitude towards Mobile Banking Adoption in India. International Journal
of Marketing & Financial Management, 3 (11), 49-70.

[5] Al Zaabi, K., & Tubaishat, A. (2015). Security Awareness Program for Customers Using Online Banking. GSTF Journal on
Computing, 4 (3), 80-89.

[6] Ali, S., Adawale, A., & Jusoh, W. (2018). Using expectation and confirmation theory to determine customer loyalty among
postpaid users. Indian Journal of Public Health Research and Development, 9 (11), 54-59.

[7] Arora, R. (2014). Brand Loyalty: A Multidimensional Concept. International Journal of Science, Engineering and Technology
Research, 2 (2), 411-417.

[8] Arter, S. & Hammong, J. (2015). The Relationship between Customer Satisfaction and Customer Loyalty in the Banking Sector in
UK. Journal of Marketing and Consumer Research, 7 (12), 24-28.

[9] Anceloti, M. (2018). Measurement error and research design. Thousand Oaks: Sage Publications.

[10] Asiamah, N., Mensah, H. K., & Oteng-Abayie, E. F. (2017). General, target, and accessible population: Demystifying the
concepts for effective sampling. The Qualitative Report, 22 (6), 1607-1621.

[11] Behera, J. (2018). Impact of Service Quality on Customer Loyalty in Indian Banking Sector in Odisha. International Journal for
Research in Engineering Application & Management, 4 (2), 31-36.

[12] Donelly. N. (2018). What’s Your Definition of ‘Digital’ in  Banking? The Financial Brand.
Available at: https: thefinancialbrand.com/defining-digital-in-banking-next bank-face
book Accessed on 07/12/2014.

[13] FinAccess. (2016). Quarterly Report on Development in the Kenyan Banking Sector for the period
ended 30th June 2011, retrieved on 11th Dec 2014.

[14] KPMG. (2015). Bank Supervision Report. Nairobi: Central Bank of Kenya.
[15] Henderson, V. (2017). Alternative Banking: The Emerging Trend, Professional Banker, 7,7, The ICFAI University Press.

[16] Machogu, M. & Okiko, N. (2015). Integrated Marketing Communication and Technology Adoption: A Case of Safaricom's M-
PESA Mobile Money Transfer Services in Kenya. African Journal of Science, Technology, Innovation and Development, Vol 5, Issue
5, pp. 363-371.

[17] Mwaniki, P. M. (2017). Effect of Bank Innovations on Financial Performance of Commercial Banks in Kenya. PhD Thesis. Jomo
Kenyatta University.

[18] Mwendwa, I. & Githu, G. (2014). The Internet in Teaching and Learning: A Comparative Evaluation of Two University Libraries
in Kenya. Unpublished Thesis

[19] Moussa, B., & Richards, S. (2018). Internet Banking and Online Trading. E-government Service Maturity and Development:
Cultural, Organizational and Technological Perspectives.

This publication is licensed under Creative Commons Attribution CC BY.
https://dx.doi.org/10.29322/1JSRP.13.11.2023.p14317 WWW.ijsrlc_).org



https://dx.doi.org/10.29322/IJSRP.13.11.2023.p14317
http://ijsrp.org/

International Journal of Scientific and Research Publications, Volume 13, Issue 11, November 2023 177
ISSN 2250-3153

[20] Ndegwa, P. M. (2018). Effect of Bank Innovations on Financial Performance of Commercial Banks in Kenya. PhD Thesis. Jomo
Kenyatta University.

[21] Ndemo, B. (2016, December 27). How Kenya become the cradle of Africa’s technological innovation. Newsweek, retrieved from
https://www.newsweek.com/how-kenya- became-cradle-africas-ict-innovation-534694

[22] Nyamweya, A., & Ngugi, G. (2017). Effect of Mobile Banking on Customer Satisfaction in Selected Banks in Trans-Nzoia
County. International Journal of Recent Research in Commerce Economics and Management (IJRRCEM), 3 (4), 12-22.

[23] Odunga, A. (2017). Interrelationships and consequential effects among technological innovation, service consistency, customer
satisfaction and loyalty in banking. International Journal of Finance & Banking Studies (2147-4486), 6(3), 51.

[24] Ogada, N. & Wakesa, B. (2014). Analysis of the Challenges Facing Internet Banking in Kenya a Case of Commercial Bank of
Africa Ltd. Dissertation. Kenyatta University.

[25] Safari, P. & Omondi, F. (2013). Mobile banking in Africa: Taking the bank to the people. Article in Africa Economic Brief, 1 (8).

[26] Ssali, J. W., & Adebayo, C. (2017). Adoption and effectiveness of electronic banking in Uganda Electronic Commerce Research
and Applications, 9 (4), 277-282.

[27] Smith, J, & Soh, C. D. (2016). Ethical issues in the documentary data analysis of Internet
posts and archives. Qualitative Health Research, 11 (3), 423-432.

[28] Son, Z., & Chan, K. (2013). Relationship between Customer Satisfaction and Mobile Banking Adoption in Pakistan.
International Journal of Trade, Economics and Finance, 2 (6),537-544.

[29] Waweru, W. & Mwongo, S. (2010). Mobile banking: Kenya Leading a New Revolution. New African, Issue 494, pp. 76-77.

[30] Zanati, J. R.,, & Pereira, D. N. (2014). Analysis of Customer Satisfaction with reference
to ATM Services in. JEMR, 17.

This publication is licensed under Creative Commons Attribution CC BY.
https://dx.doi.org/10.29322/1JSRP.13.11.2023.p14317 WWW.ijsrlc_).org



https://dx.doi.org/10.29322/IJSRP.13.11.2023.p14317
http://ijsrp.org/

