
The University of Dodoma

University of Dodoma Institutional Repository http://repository.udom.ac.tz

Business Master Dissertations

2020

The role of mobile banking services on

customer satisfaction in commercial

banks: a case study of NCBA (T) bank -

Dar es salaam, Tanzania.

Laisser, Nengarivo

The University of Dodoma

Laisser, N. (2020). The role of mobile banking services on customer satisfaction in commercial

banks: a case study of NCBA (T) bank - Dar es salaam, Tanzania (Master dissertation). The

University of Dodoma, Dodoma.

http://hdl.handle.net/20.500.12661/2828

Downloaded from UDOM Institutional Repository at The University of Dodoma, an open access institutional repository.



THE ROLE OF MOBILE BANKING SERVICES ON 

CUSTOMER SATISFACTION IN COMMERCIAL 

BANKS: A CASE STUDY OF NCBA (T) BANK - DAR ES 

SALAAM, TANZANIA 

 

 

 

 

 

 

 

 

 

NENGARIVO LAISSER 

 

 

 

 

 

 

 

 

MASTER OF BUSINESS ADMINISTRATION   

THE UNIVERSITY OF DODOMA 

DECEMBER, 2020 



THE ROLE OF MOBILE BANKING SERVICES ON CUSTOMER 

SATISFACTION IN COMMERCIAL BANKS: A CASE STUDY 

OF NCBA (T) BANK - DAR ES SALAAM, TANZANIA 

 

 

 

 

 

 

BY 

NENGARIVO LAISSER 

 

 

 

 

 

 

 

 

 

 

A DISSERTATION SUBMITTED TO THE COLLEGE OF BUSINESS 

AND ECONOMICS FOR THE PARTIAL FULFILLMENT OF THE 

AWARD OF THE MASTERS` DEGREE OF BUSINESS 

ADMINISTRATION OFFERED 

 

THE UNIVERSITY OF DODOMA 

DECEMBER, 2020 



i 

DECLARATION AND COPYRIGHT 

I, Nengarivo Laisser, declare that this Dissertation is my own original work and that 

it has not been presented and will not be presented to any other University for the 

similar or any other award.  

 

 

 

 

 

 

 

 

 

Signature  

 

 

 

 

 

 

 

“No part of this dissertation may be reproduced, stored in any retrieval system, or 

transmitted in any form or by any means without prior written permission of the 

author or the University of Dodoma. If transformed for publication in any other 

format shall be acknowledged that, this work has been submitted for master degree 

award at the University of Dodoma” 



ii 

CERTIFICATION 

I, the undersigned, do certify that I have read through this work and hereby 

recommend for acceptance, a research report titled: The role of mobile banking 

services on customer satisfaction  in commercial banks: A case study of NCBA 

(T) Bank - Dar es Salaam, Tanzania, in partial fulfillment of the requirements for 

the Master‟s degree of Business Administration (MBA) of the University of Dodoma.  

 

 

DR.  VICTORIA MAKUYA 

Signature    Date  

 

(SUPERVISOR) 

 

 



iii 

ACKNOWLEDGEMENT 

I thank my Almighty God for his grace and mercy to me for all the time I have been 

studying at The University of Dodoma. Also am deeply grateful to the management 

of Gabriel Foundation for all the support during my studies. You made me reach here 

today. 

I also acknowledge my sincere thanks to my brother Ebenezer Gabriel Laisser, my 

mother Naitovuaki Gabriel Mollel and all my family members together with friends 

for being there for me all the time I needed them. 

I also thank NCBA bank for given time to collect the data at their branches. They 

have trusted me to interact with customers and get the information I needed. Finally, 

I am thankful to my supervisor; Dr. Victoria Makuya and for being there all the time 

I needed her for academic guidance, concern and encouragement.  

 



iv 

DEDICATION 

This dissertation is dedicated to Mr. Ebenezer Laisser and my mother, Naitovuaki 

Laisser and all other my family members.  

I also dedicate this dissertation to Gabriel Foundation for being there for me all the 

time of my studies. 



v 

ABSTRACT 

This study examined the role of mobile banking on customer satisfaction. Three 

elements of mobile banking i.e. transaction service, information service and cost of 

service were assessed to find out the role they play on customer satisfaction at 

NCBA bank Tanzania. The study adopted a cross sectional study design where data 

was collected at one point in time. In addition to that, both qualitative as well as 

quantitative approaches were employed in collecting data for triangulation. 

Quantitative data was collected from 99 NCBA customers through survey, whereas, 

the qualitative data were collected from NCBA officials through interviews. 

Quantitative data was analyzed through SPSS, where, descriptive statistics as well as 

inferential and Logistic Regression model were used. Furthermore, the relationships 

between variables were established through binary Logistic Regression. The 

qualitative data also were analyzed through Thematic Analysis technique. Findings 

show that there is a progressive significant relationship between mobile banking 

transaction service and customer satisfaction at NCBA. A positive significant 

relationship is also established between mobile banking information service and 

customer satisfaction. There is also a positive significant relationship between mobile 

banking service cost and customer satisfaction at NCBA. The study concludes that 

mobile banking enhances customer satisfaction in commercial banks. The study 

recommends for more efforts to be made in making sure mobile banking technology 

is enhanced. Also, more investment should be made in making sure that challenges 

associated with mobile banking technology are minimized.  Moreover, banks should 

make sure that they maintain reasonable and minimum costs of mobile banking 

services. 
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CHAPTER ONE 

INTRODUCTION  

1.0 Introduction 

Nowadays customer satisfaction is a crucial concept in management science 

philosophy towards assessing standard performance and possibly as a measure of 

excellence for businesses and service providers. Customer satisfaction is central in 

attracting customers and with banks offering the same services, they try their best to 

compete to attract and retain a pool of available customers (Amir-Aghdaie & 

Faghani, 2012). Banks then use mobile or e-banking services as a new innovation in 

the industry of finance to achieve the goal of satisfying their customers. This chapter 

introduces the study by putting forward the background of the study, the problem 

statement, objectives and research questions. The chapter also has the scope, 

significance as well as limitations of the study. 

1.1 Background of the Study 

Mobile banking also recognized as m-banking is a recent innovation in the mobile 

scientific discoveries. It is a new service delivery channel which followed the already 

established traditional banking means such as “automated teller machines, telephone, 

and internet banking” (Amir-Aghdaie & Faghani, 2012; Shaikh & Karjaluoto, 2015). 

Various terms are used to mean mobile banking comprising “m-banking” (Liu, Min, 

& Ji, 2009), “branchless banking” (Ivatury & Mas, 2008), “m-payments”, “m-

transfers”, “m-finance” (Donner & Tellez, 2008), and “pocket banking” (Amin, 

2006). These terms associated with mobile banking unambiguously suggest that this 

innovative service is conducted using a portable or mobile device such as mobile 

phone or tablet (Shaikh & Karjaluoto, 2015). It offers customers an opportunity to 

cooperate with a bank through a “portable device” (Masrek, Omar, & Khairuddin, 

2012; Tezcan & Akturan, 2012). Three devices are mentioned to qualify to provide 

mobile banking service: mobile phone, smartphone, and tablet in a bid to distinguish 

mobile banking from electronic banking that is accessed through a different user 

interface, a laptop or desktop PC (Shaikh & Karjaluoto, 2015). 

The first mobile banking service was thrown at the end of the 1990s by Paybox in 

association with Deutsche Bank, both Germany institutions. In the beginning it was 

introduced and verified in some European nations: Germany itself, United Kingdom, 
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Austria, Spain, and Sweden. In the category of the unindustrialized countries, Kenya 

took the lead by introducing an m-banking service based on text, M-Pesa (Shaikh & 

Karjaluoto, 2015).  

Mobile banking is used to offer a variety of financial and non-financial services. The 

services offered are divided into transaction and information services. Transaction 

services includes but not limited to payment of bills (LUKU, TAXES, TV 

subscriptions), payments between users, transfer of funds, remittances, shopping and 

contributions, and mobile balance recharge while information services includes 

inquiring balance, brief bank statements, changing PIN, Check book request, due 

alerts for expenses, and locating ATMs (Shaikh & Karjaluoto, 2015). 

The introduction of mobile banking technology was meant to offer variety of 

services to the customers to enhance customer satisfaction. Customer satisfaction 

(CS) has become essential in marketing originating from the 1960s when it was 

viewed as “satisfying the needs and desires of the consumer” although the word was 

already in use in English from the 13
th

 century (Keith, 1960; Parker & Mathews, 

2001). Customer satisfaction then has become to be viewed in two approaches, first 

as an outcome of consuming something and secondly as process, which suggests an 

evaluation of what one received against their expectation (Parker & Mathews, 2001). 

The rapidly developing Statistics and Communication Technology (ICT) consumes 

many changes in the society, including on ways of which service providers 

communicate to customers. With the technological revolution in this century the 

world is becoming a village through the process of globalization. At the end of the 

last century, the Global System for Mobile Communications (GSM) was advanced, 

this revolutionized on how mobile devices are used (Hillebrand, 2002; Mouly, 

Pautet, & Haug, 1992; Scourias, 1995). With the development of GSM and its 

improvements, the need for mobile banking in the finance industry arose where users 

could conduct all financial and non-financial transactions via their mobile devices 

and reducing the need to physically visit branches. Mobile banking was preceded by 

web-based banking or internet banking where users accessed their accounts and 

carried out transactions through banks‟ web pages.  
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In the beginning of internet or web-based banking, it was expected that the service 

would become a standard in the industry of banking; indeed, this expectation was 

realized sooner than expected. Saleem and Rashid (2011), for example, show that by 

the time they carried out their research, 88.8% of the United States (US) national 

banks offered balance inquiries and transferring of funds in their web-pages, 78% 

were giving customers an opportunity to pay bills online, while 60% offered 

electronic credit applications services (Saleem & Rashid, 2011). 

As mobile banking evolved in Europe it spread to the developing world and its 

adoption rate varied from area to area as empirical literature will show below. 

However, as seen above mobile banking became a yardstick for customer satisfaction 

and retention. The convenience it offers to customers, performing transactions at 

their own times, made this service a novel innovation to attract customers and degree 

the level of their satisfaction. The mobile banking service became strengthened as 

novel or smart phones expanded making easy for banks to provide m-banking. 

With the coming of mobile banking on a global stage and later to developing 

countries, Tanzania financial institutions such as banks and network providers 

adopted it. A big segment of the Tanzania population remained unbanked or under 

banked but the sharp rise of mobile phone ownership opened avenues for these 

people to be included in the financial stream through mobile banking provided by 

both banks and network providers. Mobile banking in Tanzania therefore became a 

real alternative to branch banking especially to text-based transactions (Masamila, 

2014). Although the adoption of mobile banking was negatively affected by several 

factors (e.g. mobile phones being stolen, poor signals, high fees related to mobile 

banking transactions, poor security, etc.) it still managed to survive and expand 

(Rumanyika, 2015). 

Asfour & Haddad (2014) found that the application of information and 

communication technology components in banking services is gaining prominence as 

it becomes a condition for realizing a national and international competitive edge in 

the industry. Technological advancement has immensely contributed to the current 

versatile business environment as rapid changes and demands dictate that electronic 

technology is mainstreamed into customer service provision (mobile banking). 
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Developing countries have the opportunity to learn from more experienced advanced 

economies. Almost all banks are making a desperate move to revamp service quality. 

Mobile banking is being used as a means to enhance customers‟ satisfaction with 

banking services.  

From customers‟ point of view, the benefits of mobile banking services are 

determined by suitability in executing banking transactions in terms of location and 

usage. Mobile banking security is guaranteed as transactions are encoded and 

passwords kept confidential. Banks continue to meet their targets as the world 

experiences a surge in mobile phone use (Asfour & Haddad, 2014).  

Sukkar and Hasan, (2005) found that many banks are replying differently to mobile 

banking needs of those who perceive it as a compliment and appropriate alternative 

to traditional networks. Mobile banking covers the connection with clients by giving 

out financial facilities at the convenience of one‟s home or office(Davis, 1989). 

Technology can improve the quality of services offered by banks and enhance 

customer fulfillment and loyalty (High quality service provision amounts to high 

profit consumers for banks. Mobile banking customers are rescued from the 

inconvenience of handling huge cash, bill payment and waiting on long queues for 

services (Masrek, Omar, & Khairuddin, 2012).  

Customer satisfaction affects positively and directly customer loyalty as well as 

customer retention It can be denied that high customer satisfaction will end in 

improving loyalty for the firm and that customers will be less prone to overtures 

from competition. (Saleem & Rashid, 2011) also shared his opinion with statement, 

that satisfaction is positively associated with repurchase intentions, likelihood of 

recommending a product or service, loyalty and profitability‟. Hassan and Ahmed 

(2011) clearly that, customer loyalty brings customer retention to repurchase or use 

the products and services the firms supply. In addition, long-term customer retention 

in competitive markets requires the business to go beyond mere basic satisfaction 

and to look for ways of establishing ties of loyalty that will help ward off competitor 

attack.   
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However, mobile banking in Tanzania recognized since 2008 by the mobile systems 

workers (MNOs) and several banks (Simone di & Gidvani, 2014). Banks in Tanzania 

have made tremendous efforts in establishing mobile banking to facilitate improved 

service provision. Adewoye (2013) found that contrary to the popular belief, a banks 

capacity in providing sim-banking services is not as important as customer 

acceptance in influencing the rapid distribution of the service. This implies that, 

mobile banking impacts service delivery efficiency in the banking sector since bank 

customers transactions are not limited by time, and geographical proximity.  

Mobile banking is imperative to financial institutions as it does not only influence 

customer retention, but also capacitates banks in becoming competitive while 

ensuring growth and effectiveness are maintained. Certain mobile operators like 

Vodacom, Tigo, Airtel, TTCL and Zantel joined the services. The focus is on mobile 

banking services presented by banks instead of the text-based mobile banking 

services presented by mobile system operators.  A case study of study was NCBA 

(T) little is still identified with respect to how clients recognise the mobile banking 

services and assess the provided facilities, thus, the proposed study seeks to 

contribute to this particular aspect.  

1.2 Statement of the problem 

(Amir-Aghdaie & Faghani, 2012) the studies influence mobile banking services on 

customer‟s satisfaction focused on customer‟s fulfilment on mobile banking. Also 

the study done in Namibia by (Kahandawa & Wijayanayake, 2014) focus on needs of 

customers focused only on features of E-banking of customers satisfaction, 

especially on transaction services most of these studies based on transaction services 

of mobile banking but not on informational services (Bharti, 2016). 

Studies done by Chacha (2015) and Simpasa (2011) point out that,  there is increase 

of number of banks which lead to stiff competition among the banks in Tanzania. On 

this basis, every bank wants to attract, satisfy and retain its clients by providing value 

services through mobile banking services such as balance checks, account 

transactions and payments through mobile phones. Sylvie and Xiaoyan (2005) found 

that mobile-service quality is an essential degree when it derives to consumer 

satisfaction. This is mainly because the excellence of service straight marks on how 
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clients identify a specific product or service. Advanced skills lead to confident 

consumer approaches and higher satisfaction. On the other hand, bad practices lead 

to undesirable user approaches and lower satisfaction (Sylvie & Xiaoyan 2005). 

Even though the figure of structures or altered varieties of transactions that a mobile 

platform can provide and adds critically to customer‟s satisfactions, it mostly adds 

towards service. The point  is that, the services which is offered does not certainly 

mean that a customer will be satisfied with the service (Dulleck et al., 2012) (Sylvie 

& Xiaoyan, 2005). Similarly, there has been contradicting findings on how mobile 

banking influence customer satisfaction. Studies by Balogun et al., (2013); Amir-

Aghdaie & Faghani (2012) and Simon & Thomas (2016) argue that mobile banking 

absolutely contributes to customer satisfaction. Conversely, (Bello, 2005) argues that 

customers are still unhappy by the excellence together with competence of mobile 

banking therefore majority of the customers still find it necessary to interact with the 

bank‟s officials.  

In addition to the contradicting research results on the role of mobile banking on 

customer satisfaction, that is also the concerns from customers about transactional 

services and informational services, but also on  the costs of these services incurred 

by customers on accessing them since the mobile banking technology  is relatively 

new in Tanzanian context, there are many   concerns from the customers based 

(Biteya, 2013). 

The broad drive of the proposed study is to examine how mobile banking services 

affect customer satisfaction. The study focused on both transactional services and 

informational services, not only that but also on determining the costs of these 

services incurred by customers on accessing them. Therefore, this study examined 

the influence of transactional services on customers, also determined the effect of 

informational services on customers and determined the cost of services incurred by 

customers 
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1.3 Objectives of the Study 

1.3.1 General Objective 

The general objective of this study was to examine the role of mobile banking 

services on customer satisfaction in commercial banks in Tanzania, focusing on 

NCBA (T). 

1.3.1 Specific Objectives 

i. To evaluate the role of mobile banking informational service on customer 

satisfaction at NCBA (T). 

ii. To determine the role of mobile banking transactional service on customer 

satisfaction at NCBA (T). 

iii. To determine the role of mobile banking service cost on customer satisfaction 

at NCBA (T). 

1.4 Research Questions 

i. What is the role of mobile banking informational service on customer 

satisfaction in NCBA (T)? 

ii. To what extent does mobile banking transactional service influence customer 

satisfaction in NCBA (T)? 

iii. How does mobile banking service cost influence customer satisfaction in 

NCBA (T)? 

1.5 Significance of the Study 

The significance of the study evaluated by using several hierarchies as describe in 

banking sector, to other researchers and the body of empirical literature, and 

personally to the researcher. 

The bank industry would benefit as the study offers references on how to progress on 

mobile banking in order to meet customers‟ satisfaction. The bank customers would 

benefit as the study recommends for improvements so as to meet their expectation on 

mobile banking services from the banking. Moreover, the study has contribution to 

the body of knowledge in the area of mobile banking and consumer‟s satisfaction. 

Body of knowledge is valued based on the following factors as the study examined 

customer‟s satisfaction from the mobile banking this can be emulated from other 
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commercial banks. The study adds the remaining awareness of customer satisfaction 

from the mobile banking services. Commercial banks may use the findings from this 

study on customer‟s satisfaction as recommended by this study. The researcher 

gained the knowledge in the area of mobile banking from secondary source materials 

such as books, articles, journals, magazines and primary research in the field. 

The findings of the study are also useful in the development and review of different 

policies related to commercial banks. Policies and programmes such as Tanzania 

Banking Sector Performance Review of 2019, Financial Consumer Protection 

Regulation of 2019 and the National Microfinance Policy of 2014. Similarly, the 

study provides a contribution through which laws such as the Banking and Financial 

Institutions Act of 2014 regulating the banking sector can be reviewed to enhance the 

customer satisfaction through mobile banking. 

1.6 Scope of the Study 

This study examined the role of mobile banking services on customer satisfaction in 

commercial banks in Tanzania, focusing on the NCBA. Specifically, the study 

examined the influence of mobile banking informational services on customer 

satisfaction in NCBA, Assessed the mobile banking transactional services on 

customer satisfaction at NCBA and evaluated the mobile banking cost of services on 

customer satisfaction at NCBA. 

1.7 Limitation of the Study 

One major limitation of this study was the financial and time constraint; this was due 

to the fact that the study needed some financial resources to be undertaken. From the 

fact that the wider the study area the more the financial resources could be required, 

then the study was confined itself in one region (Dar es Salaam) and one bank 

(NCBA). Therefore, the study was limited in scope to make sure time and financial 

resources don‟t affect the validity and reliability of results. 

The second major constraint was obtaining the respondents for the study; the 

respondents were busy with their daily responsibilities and therefore lacking time 

take part in the study. However, arrangements were made to make sure a convenient 



9 

time for majority of the respondents is agreed to make sure the sample size of the 

study is not affected.  
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CHAPTER TWO 

LITERATURE REVIEW 

2.0 Introduction 

This chapter presents critical review of the relevant literature, especially in the areas 

of mobile banking services and customer satisfaction. The chapter starts by explicitly 

defining key concepts used in this proposed research including mobility banking, 

customer satisfaction, and consumer behaviour. Then the review of the literature 

focuses on the theoretical aspects in the field (e.g. the SERVQUAL Model) and then 

reviews the empirical literature from the global perspective to the national or local 

contexts. This kind of an approach helps not only highlighting what has been done 

before but identifying the approaches used in carrying out previous researches 

including their weaknesses or strengths. 

2.1 Definition of Key Terms 

2.1.1 Customer 

Kotler and Armstrong, 2012 customer is the person who buys or consumes the   

organization or companies‟ services or goods. The NCBA bank depends on the 

customers so as to make sale of the service they have. Customer are the help the 

organization to grow in making profitability of the firm. 

2.1.2 Customer Satisfaction 

Customer satisfaction is an valuation of expectations after the acquisition of products 

or services (Kotler and Armstrong, 2012). Customer satisfaction affects positively 

and straight customer loyalty as well as customer retention. According to 

Leninkumar (2017) there is an growing credit that the vital objective of customer 

satisfaction extent must be customer loyalty. In this research, customer satisfaction 

includes general customer approaches in the direction of the service source that 

makes up the amount of procedures. It is the contrast between prospects customers 

have and the actual quality of services rendered to them. 

2.1.3 Mobile Banking 

According to (Islam & Hossain, 2015).Mobile Banking is a general term meaning a 

monetary operation directed by sorting onto a bank's website using a cell phone such 

as looking account balances, making transfers between accounts, or paying bills. It is 
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a term used for accomplishment of the balance checks, account dealings, expenses 

etc. via a mobile scheme such as a mobile phone. In modern times according to 

(Sadiku, Tembely, & Musa, 2011) Mobile banking is most frequently achieved via 

SMS or the Mobile Internet but can also use exceptional packages called clients, 

downloaded to the mobile device. Mobile banking is a scheme that settles customers 

of mobile financial institution (MFI) to access banking services such as making 

deposits, withdraws, and to send or receive funds from a mobile account through a 

mobile device 

2.1.4 Mobile Banking Services 

Sadiku, Tembely, & Musa, (2011) assert that mobile banking services are all those 

services offered by banks, particularly commercial banks through a mobile platform; 

these services include but not limited to Mini-statements and checking of account 

history, Alerts on account activity, Monitoring of deposits, Access to loan 

statements, Access to card statements, Mutual funds/equity statements, Insurance 

policy management, money withdrawals and money deposits. 

2.2 Theoretical Literature 

2.2.1 The SERVQUAL Model 

After the advancement of the SERVQUAL model in the original basis is observed in 

terms of complex, subjective and reliability in terms of statistic. The modification 

was organized in the early 1990 to review the concept of subjectivity and 

unreliability. Thus, the model subjected in the refinement to be named RATER, 

which described as responsiveness (This is related to willingness to support 

customers and being able to provide prompt facilities), assurance (originally related 

to the knowledge and politeness of the employees to explain the trust and 

confidence), tangibles (which affect physical facilities, equipment and personnel 

appearance), Empathy ( shows the attention in terms of individualized to affect 

customers ) and reliability (is organized to perform promised services in the basis of 

accuracy) empathy (providing individualized attention to the customers) and 

reliability (ability to perform the promised service dependably and accurately) 

(Zeithaml, Parasuraman and Berry, 1990). 
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One of the prominent tools used in service quality structure is the SERVQUAL. It is 

a tool that shows the  explanations for both prospects and observed performance (Yu 

et al., 2008). The tool shows the  five distinct dimensions “reliability, 

responsiveness, assurance, empathy, and tangibility” for which a customer assesses 

the service received (Yu et al., 2008). Angur et al., (1999) indicated that 

SERVQUAL tools are the top degree of service quality views in the retail banking 

industry in emerging countries. 

The model becomes simplified hence been useful for quantitatively assessing 

customers‟ experiences and perception regarding the service (Zeithaml et al., 

1990).This SERVQUAL model is independently offer a diagnostic methodology for 

uncovering wide areas of bank service in terms of its quality weaknesses, strength, 

finally discovering the main requirements of customers based on their perception on 

the services and the Bank on high service quality (Zeithaml et al.,1990). 

In relation to the study, the service quality of the mobile banking services such as 

transaction services and information services are measured on how it impacts 

customer satisfaction. However, the model refuges the service quality only in 

relations of reliability, responsiveness, assurance, empathy, and tangibility and 

doesn‟t touch the cost of the services. Similarly, the model discusses much the 

customer satisfaction which is a dependent variable of this study, it doesn‟t touch the 

mobile banking aspect. Therefore the study adopted this model to describe and 

conceptualize the concept of customer satisfaction. 

2.2.2 Disconfirmation Theory 

Disconfirmation theory developed by Oliver (1977 and 1980) argues that 

„satisfaction is connected to the scope and way of the disconfirmation involvement 

that happens as a consequence of linking service routine beside prospects. Szymanski 

and Henard start in the meta-analysis that the disconfirmation model is the best 

analyst of consumer fulfillment. Ekinci et al (2004) cites Oliver‟s modernized 

meaning on the disconfirmation model, which shapes “Fulfillment is the guest‟s self-

actualization reaction. It is a decision that an invention or facility feature, or the 

invention or facility itself, delivered (or is providing) an agreeable level of 

consumption-related gratification, counting levels of under- or over-fulfillment. 
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 According to the theory, the customers after the consumption of services or goods 

tend to compare the perception of the product or services performance against their 

expectations. After the comparison if the outcome or perceived performance is equal 

to expectations, confirmation occurs. In contrary, the negative disconfirmation 

occurs when perceived performance is less than expected performance. The recent 

researcher desires the usage of the theory in order to compare expectation and 

perceived of the customer satisfaction. 

However the modal faced some challenges as not suitable because an expectation of 

the services can be rated as better than expected through might not meet the desire 

set of the services. For this case the researcher treat disconfirmation theory as a 

substitute. Since the disconfirmation failed to fit the study, the researcher comes up 

with the other modal which fits the measurements of customer satisfaction. 

2.2.2 Kano’s Model of Customer Satisfaction 

In this model, Kano (1984) the model deal deals the least values that clienteles 

expect from a facility or product., regarding the cost of services, the Kano`s model 

discusses on the attractive requirements of customer satisfaction where the cost of 

services could be looked as one of them. 

The table 2.2.2 Kano‟s model of customer satisfaction 
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i. Must-be requirements (Must be): If these desires are not achieved, the 

consumer will be particularly disappointed. On the other hand, as the client 

receipts these desires to be settled, their fulfillment which does not increase 

satisfaction. The must-be requirements are elementary measures of an 

invention. Satisfying the must-be requirements on individually lead to a state-

owned of “unhappy". The client respects the must-be requirements as basics, 

he receipts them for decided and hence does not openly. Here the bank 

customers seem to be happy with the mobile banking services although it 

seems to be happy even before the mobile banking launched at NCBA the 

customer were happy with the services given at NCBA bank. Hence the 

Mobile banking adds more satisfaction to customers is now customer 

transacts at their own remote‟s areas. 

ii. One-dimensional requirements (Attractive): With respect to these necessities, 

buyer gratification is comparative to the equal of satisfaction - the advanced 

the level of self-actualization, the advanced the consumer‟s gratification and 

vice versa. Basic provisions are usually openly obligatory from the purchaser.  
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iii. Attractive requirements (indifferent): These desires are the invention dealings 

which must exciting effect on how fulfilled a client with assumed product. 

Smart desires are neither apparently stated nor assessed by the purchaser. 

Sustaining this necessity leads to more than comparative fulfillment. If they 

are not met, though, there is no sensation of displeasure. 

In the relation to the subject the Kano model help the use of the categories to 

measure the levels satisfaction of the customer on the performance, basic, 

excitement, indifferent and reverse. Kano‟s model helped on identifying the 

satisfying customers and the dissatisfying customers through the products or services 

given by the NCBA bank. Weather its basic to them or performed are the categories 

for satisfaction. 

2.3 Empirical Literature  

Hosein (2010), study on “internet banking: thoughtful consumer adoption rates 

among community banks” found four (4) independent variables such as “quality of 

incentives, knowledge of the computers, internet usage and internet experience” 

suggestively forecast expectancy of the customers‟ acceptance of mobile banking 

along with perceived ease of use. The ability to interact with computer increases the 

relevant acceptability to use.The relevant knowledge is the key factor to the internet 

banking applicability, which considering the experience dimension, and customers 

can feel comfortable when have experience enough to interact the internet banking. 

Customers are able to use and forecast the services once are comprehended with 

relevant prior knowledge and experience with computer. Therefore, customers who 

are well equipped with enough knowledge, experience, acceptance and internet 

usage, in most instances can interact with internet usage.  

Wisdom (2012) studied “the impact of electronic banking on service provision to 

consumers of Ghana commercial bank limited”. The study originates out that once 

the formations of electronic banking at Ghana commercial banking, the undesirable 

opinion of consumers about bank takes meaningfully altered. Many Ghanaian realize 

their country as the greatest corporate thing, which tributes and rate of stage in 

excess of 76% of the defendants granted powerfully to this verification while the rest 

do not. In addition, the discoveries expressively indicate that electronic banking 
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products have compressed confidently on the service conveyed by Ghana 

commercial bank and consumer insight has really altered on the effect of these 

goods. However, the study evaluated electronic banking only and did not go into all 

the particulars of mobile banking. 

Worku (2016) piloted a study on “the Impact of Electronic Banking on Customers‟ 

Satisfaction in Ethiopian Banking Industry (The Case of Clients of Dashen and 

Wogagen Banks in Gondar City)”. The consequences of the study implicit the 

popular operators of mobile banking are the young, the educated, salaried, students, 

and businesspersons. They are not passively consuming these services of mobile 

banking; and there is also a connection concerning mobile banking and demographic 

characteristics. Presently the Mobile banking services delivers saving for current 

accounts holders only. Mobile banking takes value-added to consumer pleasure, 

reduced regularity of bank hall for banking service, along with decreasing waiting 

time for clients.  

According to (Timothy, 2012) Some of the mobile banking services users does not 

know the fee charged for using mobile banking service. However, the bank clients‟ 

fulfilment improved after using mobile banking service, and it assisted clients to 

regulate their account activities and there is great circumstance on developing mobile 

banking service in the city. Nevertheless, the findings weighed electronic banking 

only and did not go into all the particulars of mobile banking. 

Al-Husein and Asad Sadi (2015) investigated detailed features on forecast the 

approval of mobile banking in Saudi Arabia and a questionnaire existed advanced to 

emphasis on the amount of concepts, recognized in the literature, as prospective 

analysts on recognitions. Excellence of Internet involving was emphasized on having 

the major influence of the observed ease of consuming mobile banking. Moreover, 

the observed effectiveness of mobile banking was meaningfully affected by the grade 

of responsiveness among clients. Depending on mobile banking and struggles to 

alteration between the features with important impact on consumer's attitude towards 

adopting mobile banking. Finally, this study prolonged valued contributions to 

mobile banking service suppliers along with investigators in mobile and Internet 

banking in the Saudi Arabian context. On the other hand, the study measured only 
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the suitability of mobile banking and overlooked other features for using mobile 

banking. 

Suresh (2017) motivated in altering consumer behaviour for mobile banking services 

in India. The key aspects that regulate the consumer fulfilment of mobile banking in 

India are safety, competence, cost effectiveness, easy demand satisfaction and 

precision in results. It aimed at examining the purchaser reaction and consumer 

satisfaction of mobile banking over these aspects. The study was piloted in Indian 

perception, which could be dissimilar from the Tanzanian perspective. Mobile 

banking is one of the options in e-channels offered to customer for quick and capable 

of service at any time of the day and from anywhere. 

Shaban (2014) conducted a study on “the Effect of Mobile Banking on Customer 

Satisfaction, the Case of NMB Dar es Salaam Zone”. The discoveries revealed that 

almost all users of mobile banking services were presently satisfied that it was 

competent and dependable. However, the bigger part of those not using the service 

suspected by the citing of security measures and reliability. This is the indications 

that people adopt mobile banking, it develops more valuable. Thus, it is vital to 

improve of mobile banking services that have excessive functionality as well as 

practical to consumers such as font sizes, colours and clear languages. Since the 

research was conducted at NMB Dar es Salaam, the proposed study will be 

conducted at a different bank, which is the NCBA. Lastly, in this paper, an effort has 

occurred to discover the consumer satisfaction of the original electronic payment 

service as mobile banking and the factors prompting the acceptance of mobile 

banking services. 

(Kahandawa & Wijayanayake, 2014), the study revealed that mobile banking 

services client fulfillment is impartial by practicality ease of use, the relative 

advantage, and awareness on danger and consumer régime and recent wants of 

clienteles. Nearby the remained figure of products presented by Sri Lankan banks to 

inspire mobile banking. According to the result one factor that upsets customer 

satisfaction is routine and requirements of clienteles. Classifying way of life and 

requirements of clienteles would be a real test to banks. Banking industry extremely 

viable industry and recognizing and accepting existence and requirements of 
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customers and how those can be reinforced with mobile banking would be a 

reasonable benefit. 

(Gomachab & Maseke, 2018) publicized that the record normally used service is 

airtime acquisitions and the smallest amount often used service is the distribution of 

moneys and that mobile banking services in the Keetmanshoop  banking area has an 

general fulfillment rate of 75% is consistent, suitable, cost effective, obtainable on 

dissimilar mobile systems, announcements are inspiring, service is friendly with 

mobile devices, income (social aspect of transacting) of defendants effects the 

usability of mobile banking and mobile banking services are more secure than branch 

based services. This study was incomplete to the role of mobile banking in customer 

satisfaction on the clienteles of commercial banks in Keetmanshoop. These are not 

the only aspects that affect customer satisfaction. 

(Ahmed, Chetty, & Singhal, 2012) the Study found that, there exist tough associative 

dealings between the client fulfillments with the designated factors. It is also found 

that, the security and trust factor is the greatest powerful feature where ineffectual 

announcement has undesirable effect on the customer satisfaction of mobile banking 

in second age group banks. Mobile banking is a breakthrough for banking segment. 

Like other emerging countries, the service firms like mobile banking services of 

Bangladesh are now very much aware about the status of client mindset.  

Bharti (2016)scrutinized significant aspects that have influence on consumers‟ 

fulfillment. In this study,  he observed that there are some many  key dimension of 

service quality to maintain customers  gratification which are system availability, e-

fulfillment, accuracy, efficiency, security, assurance, responsiveness, easy to use, 

convenience, cost effectiveness, problem handling, compensation, contact, perceived 

value and brand perception were use. The study based on customers of public and 

private banks who are using alternative banking channel.  The finding implies there 

was a significant relationship between all dimensions and overall customer 

satisfaction.  

Mohammed and Alnaser, (2013) results of the research proved that mobile banking is 

a serious service in banking industry. Thus, it can be vital services for the banking 



19 

industry that mobile banking service is to be accepted by the account holders. The 

outcomes also specify that a mobile banking user requires technologically effective 

as fit as low-cost, consistent and safe technology improvement. In demand to 

confirm that consumers accept the technology it obligate to be effective and fast as 

fit as easy to understand and use. The study maintenances the theories that consider 

factors that have the greatest weighty and strong impact on customer satisfaction. 

The applied suggestion of mobile banking portrays that there is a progressive 

association among organizational factor and customer satisfaction 

(Gomachab and Maseke, 2018)  the study found that there is proportion association 

of mobile banking services and trust is significant to customers satisfaction on 

mobile banking. Trust is capable to be prevailing adaptable in this study that 

arbitrates the effect of mobile banking on customer satisfaction. To shape trust and 

satisfaction of banking customers are required to be given consideration on the 

quality of the mobile banking system, where the quality of the system and the quality 

of information significantly affects customer. (Masrek, Omar, & Khairuddin, 2012) 

the study also revealed that, the use of mobile banking must be able to raise 

consumer trust, thus consumers‟ texture protected while consuming mobile banking. 

The inferences of this study are surely the best significant measure of civilizing 

banking presentation particularly the use of mobile banking. Trust must always be 

given to customers to be able to increase customer satisfaction. 

Faghani, (2012)  also found that, there exist strong associative relationships between 

the customer satisfactions with the selected factors. It is also found that, the security 

and trust factor is the most influential factor where ineffective advertisement has 

negative influence on the customer satisfaction of mobile banking in second 

generation banks. Mobile banking is a milestone for banking sector. Like other 

developing countries, the service firms like mobile banking services of Bangladesh 

are now very much conscious about the importance of customer psychology. The 

customers are free to use and interact mobile banking whenever feel some sense of 

security exist. The trust factor is always generated after proving the security 

dimension. This is relevant in this mobile pace generation. The security factors 

always tend to be interfered with relevant concern, once mobile bank operator failure 

to address these concerns, customers tend to loose trust. Therefore, it is important to 
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note that trust factor depend on the security factor. These are two relevant factor 

which must be addressed parallel in the mobile banking uses.  

Asfour and Haddad (2014) conducted a study on mobile banking functionality and 

outcomes of the customer`s satisfaction. The study findings revealed that it is vital 

that bank managers pay attention to the influence of customers‟ satisfaction. The 

researchers are therefore encouraged to place more focus on the factor that influences 

the mobile banking functionality and its impacts on customer satisfaction with 

Jordanian commercial banks. Likewise, Hosein (2010), study on “internet banking: 

understanding consumer adoption rates among community banks” found four (4) 

independent variables such as “quality of incentives, knowledge of the computers, 

internet usage and internet experience” significantly predict expectation of the 

customers adoption of mobile banking as well as perceived ease of use. However, 

these studies did not consider the attitude of customers; they are behavioural 

intention, the perceived usefulness and perceived ease of use of mobile banking. 

According to (Gomachab and Maseke, 2018) there is an growing respect that the 

ultimate objective of customer satisfaction measurement should be customer loyalty. 

Customer satisfaction affects positively and directly customer loyalty as well as 

customer retention It can be denied that high customer satisfaction will end in 

improving loyalty for the firm and that customers will be less prone to overtures 

from competition. (Saleem & Rashid, 2011) also shared his opinion with statement, 

that satisfaction is positively associated with repurchase intentions, likelihood of 

recommending a product or service, loyalty and profitability‟. Hassan and Ahmed 

(2011) clearly that, customer loyalty brings customer retention to repurchase or use 

the products and services the firms supply. In addition, long-term customer retention 

in competitive markets requires the business to go beyond mere basic satisfaction 

and to look for ways of establishing ties of loyalty that will help ward off competitor 

attack.   

According to Khot, (2019) the study focused on customer‟s satisfaction towards 

mobile banking services. The Reserve Bank of India has made Mobile banking 

services available to all bank customers irrespective of the mobile network. Through 

mobile banking customers can now add as many beneficiaries in the list as they want 
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for fund transfer (Hoyer and Mac-Innis, 2001). Also, the researcher found that 

mobile banking menu is very easy to understand and navigate, mobile banking 

provides faster services, it is easy to make transfer funds, It is easy to make a balance 

inquiry and less degree of risk in usage of mobile banking category it results. Mobile 

banking that influence customer satisfaction the most, as well as least making it easy 

to transact without delays hence restrictions of time limits. 

According to Adewoye, (2013) in the study it has been observed that, mobile 

banking services adoption is positively related to individual awareness, perceived 

usefulness and perceived value but it is negative related to cost effects. However, the 

study showed that demographic features of defendants (sex, age and income level) 

are between the aspects regulating acceptance of mobile financial services. From the 

results, this study high spot approved that service suppliers need to play a foremost 

part in influencing individual awareness, perceived usefulness, and perceived benefit 

of mobile banking. However, cost effect has been found as one of the barrier to the 

purpose to accept mobile financial services in Tanzania. Service providers should 

reflect affordability and availability of the financial services for the low-income 

segment in the society.  

Chao, (2014) revealed that, consumers favor a bank with a more convenient quality 

of facility relatively than structures originates on the products or service. This gives 

customers an ultimate decision on deciding which bank to choose in using on mobile 

banking service. Consumers mainly want the bank with a mobile banking service that 

is efficiently to be available 24 hours and 7 days a week anywhere and anytime. 

Moreover, also the unavailability and poor network coverage as the major problems 

facing mobile bank in Tanzania. Worku, (2016) revealed that customers should be 

made aware of whom to face in case of transaction failure and in turn the problem 

should be solved quickly by the mobile banking operators, so as to enhance a quick 

return to access by the customers to the service system. 

Gantasala, (2010) explain that, cumulative mobile transaction charges are a major 

challenge of mobile-phone money transfer service in Tanzania. Moreover, money 

transfer between account to account and account to wallet, are rooted with rising 

service cost charges where a huge sum of money transferred, encourage to advanced 
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service cost charge from the mobile banking operatives. Hence, this resulted to low 

usage of mobile banking service by the customers. According to Krishnamurthy & 

Mani, (2010) the most important significant factors that should be addressed in the 

money transfer services is the trust and security factors. This is especially important 

when the large sum of money are transferred. Customers are less attentive in the 

security dimension, the mobile operator and other stakeholder should consensually 

address the transfer risk.  Money need security from fraud in the informational 

technology context. The technology is used to carry out the money transfer process; 

these have some procedures sometimes the third part procedure may delay or 

interfered hence create delayed transaction or even loss of money in the process. The 

attention is paid when the network is not accurate; some sort of disturbance may 

appear to customers.  

Kotler and Armstrong, (2012) result revealed that, mobile banking services in the 

nominated commercial banks were commonly active. The best operational point 

under mobile banking services was illustrated as security measures and privacy, 

followed by time controlling and suitability and the least effective was on the 

financial risk measures. On this result also it was found out that there was significant 

alteration in the efficiency in mobile banking services among selected commercial 

banks. According to Felix, (2015) the study findings decided that the mobile banking 

services in the nominated commercial banks are effective on the mobile banking 

service. It suggested that the bank organization ought to guarantee that they remain 

on supporting the issues concerning security and privacy in mobile banking put in 

place as well as to accept new and current technology that encounters the weights of 

ever altering trends of mobile banking services. 

Due to the above literature findings, there is no findings related to   on the on the role 

mobile banking services on customers satisfaction, whereby the aim of this paper is 

to explore on the role of mobile banking service on how it help the commercial bank 

in increasing the customers satisfaction by citing on the transactional services, 

information services and the cost of services.   



23 

2.4 Research Gap 

Mobile banking is a new technology which has been recently introduced in Tanzania 

and some parts of the world. As a result, the new technology has caught the attention 

of researchers. Many studies have been conducted in this area across the globe by 

various researchers such as Hosein (2010); Wisdom (2012); Worku (2016); Suresh 

(2017); Gomachab and Maseke, (2018). While across the globe studies on mobile 

banking are multiplying, very few of them have been conducted in Tanzania such as 

that conducted by Shaban (2014). Moreover, the studies conducted in Tanzania have 

focused on large commercial banks such as CRDB and NMB. That is why this study 

focused on mobile banking and customer satisfaction at NCBA (T) bank. 

2.5 Conceptual Framework 

The conceptual framework showed the relationship between variables as found from 

the literature. It displays how the three-independent variable (Transaction service, 

Information service and Service cost) and the dependent variable (Customer 

satisfaction). Mobile banking transaction service is measured by five indicators 

namely, Fund transfer whereby the money are transferred from one point to another 

electronically, Bills payment, tend to provide opportunity to customers of mobile 

bank to access services of the third part without direct person contact to such 

payment. This is where the customers may pay bills successfully in the electronic 

means according to Chacha (2015) and Simpasa (2011. Deposit, withdraw and 

saving. The ability of customers to save money without any physical contact with 

bank officers. The money can be transferred from mobile account to the respective 

bank account provided network is accessible. .According to Bharti(2016)and 

information service was measured through Balance enquiry, it means the customers 

adequate manage to visit the account while at home provided have access to mobile 

banking. Statement request, sometimes may request the statement from bank easily 

by entering some code and click in short time. Remote cheque deposit, Confirmation 

of Receipts and Payments and cost of service was measured through Cost of Deposit, 

Cost of Withdrawal, Cost of Information and Cost of Payments. The services 

requested or used in the mobile banking are always subjected to cost. This is the 

meaning that banking services are business oriented in such a way that are required 

to be charged in every aspects.  
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On the other hand, the dependent variable customer satisfaction was measured by 

Accessibility, Convenience, Privacy, Security and Speed. The relationship is 

portrayed on figure 2.1 below; 

Figure 2. 1: Conceptual Framework   

Independent Variables                                                          Dependent Variables  

 Mobile banking:                                                         Customer satisfaction:                                                                                     

 

 

 

 

 

 

                                                                         

 

 

 

 

 

Source: Constructed from literature reviews (2020) and modified through theories. 
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CHAPTER THREE 

RESEARCH METHODOLOGY 

3.0 Introduction 

This chapter shows how the study was conducted. It entails the research design, 

research approach, area of the study, population and sampling procedures, types of 

data, data collection techniques as well as data analysis techniques. 

3.1 Research Design 

According to Kothari (2004), research design is the concept that constitutes the 

blueprint for the collection, measurement and analysis of data. It is a framework for 

providing answers to the research questions in best possible way such as collection 

organizing, analysing and interpreting data. This study adopted a case study design, 

which involved collecting, and observing data about a particular unit in its natural 

setting (Kothari, 2004). Therefore, NCBA bank was used as a case study in this 

particular study. A case study design was adopted due to the fact that the researcher 

had little time to conduct a research and therefore needed to collect data at one point 

in time to answer research questions. In this case a case study design served time in 

accomplishing the study`s objective. Also, the researcher wanted to gain concrete, 

contextual, in-depth knowledge about mobile banking and customer satisfaction. The 

design allowed a researcher to explore the key characteristics, meanings, and 

implications of the problem to the case which is NCBA bank.  

3.2 Research Approaches 

In this study mixed approach of qualitative and quantitative approaches of data 

collection and analysis were combined. Both approaches are corresponding rather 

than demonstrating contrasting views in scientific inquiry (Punch, 2013). The use of 

the two approaches allowed for triangulation and guaranteed best results as likely. 

3.3 Area of the Study 

The research kept around NCBA (T) bank (former CBAT) where it was very suitable 

to the investigator for the acquisition of ability of variety bank clients and resources 

constraints. So, by selecting the cited place there are the prospects for the 

investigation to be done effectively. Also, it was easy for the investigator throughout 

data collection as it involves the customers of four branches from NCBA (T). The 
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aim for choosing the Dar es Salaam bank subdivisions is because it is the NCBA (T) 

Headquarters. Also, Dar es Salaam is city center for the businesses in Tanzania and 

where by NCBA hold a huge number of branches with many customers, so that 

helped the sample being worthy and fair-minded demonstration. Since NCBA (T) is 

a new bank in the Tanzanian environment and has low market value compared to the 

giant banks (NMB and CRDB) then this study found it useful to measure how the 

bank cops with the new environment through the use of mobile banking technology. 

3.4 Target Population  

According to Mugenda (2008), target population is the units of whatever nature that 

an investigator proposes to  study. A population component is therefore the subject 

on which the amount is being taken. Study population states to the crowd of people 

or study subject who are similar in one or more means and which forms the subject 

of the study. The population of this study was all particular banking customers of the 

NCBA Dar es Salaam Branches.  

The investigator dealt with those consumers who used NCBA bank services for six 

month and above.  Bank records data in 2020 total of 132 personal banking 

customers who have listed with mobile banking services; due to the fact that popular 

of the mobile banking users are personal customers. Then the study focused much on 

personal banking customers who are the users (Active customers) of mobile banking 

services; these were stated to be 74 customers. The study also included the customer 

care department and branch managers of the bank. 

3.5 Sample Size 

Sample is a group of members drained from a population in which the investigator is 

attracted in gathering data and drawing conclusion (Kothari, 2014). Given the 

population specified above, and with reference from the sample size formula by 

Cochran (1963).  The formula is useful for the determination of samples from large 

populations; since the mobile banking users is a large population therefore the use of 

Cochran (1963) formula for sample size determination was fit for the study. 

The sample size was determined as follows: 

n = N/ (1+Ne
2
) 
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Where; N = Population Size = 132 

  n = Sample Size 

  e = Error term = 5% (0.05) 

Substituting in the Formula 

  n = 132/ (1+132 x 0.05
2
) 

     = 132/1.33 

     = 99 

Therefore, the sample size was 99 employees of NCBA (T). The sample size resulted 

to a confidence interval of 95% with a margin of error + 5%.  Additionally, the 

sample also involved the management (Branch Managers and Customer Care 

officials) of NCBA for qualitative component. For this purpose the study used 

sample eight (08) respondents, from four branches (4 customer care official and 4 

branch managers).  

3.6 Sampling Methods 

Sampling methods are approaches that assist in reducing the amount of data one 

needs to collect by considering only data from a subgroup rather than all possible 

cases or elements  (Taherdooost, 2016). Two sampling methods were employed in 

this study; convenience and purposive sampling techniques. Convenience sampling 

was used to select 99 NCBA customers who use mobile banking while purposive 

sampling was used to select 8 officials of the NCBA bank due to their positions they 

hold in the bank and their potential significance for the study for qualitative 

information. The study made use of customer care official and a branch manager for 

each of the four branches Ohio, Samora, Nyerere and Kijitonyama.  

3.7 Types of Data 

The study made the use of primary data in arriving at the end of the study. Harrell 

and Bradley (2009) and Kothari (2014) define primary data as “those, which are 

composed afresh and for the first time, and thus happen to be original in character.” 

This is the type of data to be composed afresh from the field. It is the first hand data 

that has never been operated. As much as this study is concerned, quantitative 

primary data composed through an organized questionnaire while qualitative primary 

data were collected over interview with banks‟ officials.  
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3.8 Data Collection Methods 

The study used primary quantitative data from NCBA customers by filling 

questionnaire. Kothari (Kothari, 2014) describes a questionnaire as a method of data 

gathering where there is a straight communication among the investigator and the 

defendants. It is a least of questions that the defendants answer. The study involved 

in-depth interview technique to collect primary qualitative data from the NCBA 

customer care officials and branch managers to complement the quantitative data. In-

depth Interview is a broadly used technique for collecting qualitative data.   

Also, the study used the semi-structured interview which is open, permitting new 

thoughts to be conveyed up through the dialogue as an outcome of what the 

contestant says. The interviewer in a semi-structured interview normally has a 

context of subjects to be discovered. It is a determined communication, in which one 

individual is demanding to attain evidence as of another. Also, the researcher used 

telephone interview, to the customers who had no time of being questioned at the 

bank halls, the investigator demanded their telephones numbers, and the customers 

who are comfortable with telephone interview were interviewed accordingly. 

3.8.1 In-depth Interview Technique 

The study adopted semi-structure interview questions as the interviewers strictly 

follow the formalized list of questions; instead of asked more open-ended questions. 

This allowed the in-depth-interview discussion between interviewer and interviewee 

hence one provided more inputs for this subject matter, after developed the semi- 

structure the researcher conducted rehearsal on determined time required for the 

interview, this helped on the request of the specific time when requested the meeting 

with the interviewers at the bank. Therefore, the researcher requested the bank 

management to be allowed at the bank to ask the corresponding interviewers at the 

bank hall. Customers who had not have time for the interviews were requested they 

are mobile telephone numbers, email or  WhatsApp numbers  and they were asked on 

the that time they were ready for an interview. Where by the study used face to face 

interview with eight (8) bank officials and telephone interviews to gather the 

information needed by the researcher. 
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3.8.2 Questionnaires 

According to Kothari (2007), questionnaire is the method of data gathering where by 

the researcher provides a set of questions to the respondents to answers them 

accordingly. For this study the researcher prepared questioners through using the 

qualitative method and distributed to the NCBA customers who visited the bank hall 

for filling them. The questioners were given to the personal banking customers this 

through asking the customers if is in the targeted customers. 

3.8.3 Primary Data  

Kothari (2014) define primary data are those which are collected afresh and for the 

first time, and happen to be original in character. This is collected through 

observation or personal interviews which might be telephone interview or face to 

face interview. The used the personal interview of both face to face interview and 

telephone interview so as to obtain the data from the NCBA bank. The sources of the 

primary data for this study were e-banking customers and the branch managers and 

customer service officers of the four branches of the NCBA (T). 

3.9 Data Analysis 

Quantitative data examined by the use of Statistical Package for Social Sciences 

software where descriptive statistics piloted for writing the demographic features of 

defendants as well as replies on all the independent and dependent variables. 

Moreover, the relationship between each independent variable (mobile banking 

transaction service, mobile banking information service and mobile money service 

cost) and the dependent variable (customer satisfaction) was measured through 

binary logistic regression analysis. Furthermore, the study also used qualitative 

which adopted narrative analysis. This is constructed on the fact that; this technique 

allowed the researcher re-formulating the stories obtainable by the defendants while 

compelling into accounts the comfortable of each case and altered skills of each 

defendant. The method has been designated founded on the fact that bank consumers 

are dissimilar, and they are knowledge in mobile banking are also expected to be 

contrast. The analysis of the qualitative data employed a thematic analysis approach. 
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3.10 Variable Measurements 

Independent and dependent variables of this study was measured as indicated in table 

3.10 below; 

Table 3. 1: Operationalization Table 

Variable Variable 

Measurements  

Measurement 

Scale 

References 

Transaction 

Services 

Funds Transfer 5-point metric 

scale  

Chacha (2015); 

Simpasa  (2011); 

Islam & Hossain 

(2015). 

Bills Payment 

Deposit 

Withdrawal 

Saving 

Information 

Service 

Balance Inquiry 5-point metric 

scale  

(Islam & Hossain, 

2015); (Saleem & 

Rashid, 2011); 

Masamila (2014).  

Statement Request 

Remote cheque deposit 

Confirmation of 

Receipts and Payments 

Mobile Banking 

Service Cost 

Cost of Deposit 5-point metric 

scale  

Biteya (2013); 

Rumanyika (2015). 

 

Cost of Withdrawal 

Cost of Information 

Cost of Payments 

Customer 

Satisfaction 

Customer Expectations 5-point metric 

scale  

Yang, Jun and 

Peterson (2004); 

Ahmad and Hassan 

(2011); Hoffman and 

Novak (1996) 

Perceived quality 

Perceived Value 

Customer Complaints 

Customer Loyalty 

Source: Literature (2020) 

3.11 Codification of Items 

Items used to develop research instruments were coded to ease the processing and 

analysis process. Table 3.11 below indicates the code of each item; 
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Table 3. 2: Codification of Items 

Code Item 

TS1 Mobile banking offers convenient funds transfer services 

TS2 I normally pay my bills through mobile banking services 

TS3 
I can remotely deposit money to my bank account via mobile 

banking 

TS4 
I can easily withdraw money from my bank account though mobile 

banking services 

TS5 
I use mobile banking services for saving money into my bank 

account 

IS1 
I can inquire my bank account balance through mobile banking 

services 

IS2 
I can request and get my bank statement through mobile banking 

services 

IS3 
Through mobile banking services I can remotely inquire a cheque 

deposit into my account 

IS4 
I normally confirm receipts to and payments from my bank account 

through mobile banking services 

CS1 Mobile banking services charges a reasonable cost of deposit 

CS2 The cost of withdrawing money through mobile banking is minimum 

CS3 The bank charges reasonable cost for mobile banking information 

CS4 Making payments through mobile banking is cheaper 

CUS1 The bank has easily accessible mobile banking services 

CUS2 The mobile banking services offered by NCBA are convenient 

CUS3 Mobile banking services at NCBA offer high degree of privacy 

CUS4 There is high degree of security when using mobile banking services 

CUS5 The mobile banking services offer speedy services 
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3.12 Analytical Method 

Binary Regression model was used to analyse data. The model was used because the 

dependent variables are dichotomous i.e. satisfy or not satisfied. 

The generic form of the logit model as presented by Dzadze et al., (2012) is as 

follows: 

Y = Logit [p(x)/1-x]  

    = β0 + ƩβiXi + μ 

Where 

Yi = 1 if satisfied and Yi = 0 if not satisfied 

Xi = Independent variable 

β0 = Constant 

βi = Logistic coefficient for independent variables 

μ = error term 

The logistic regression in this study can be specified as: 

Y = β0 + βi(TS) + β3(IS) + β4(SC) + μ 

Whereas: Y = (“1” if respondent is satisfied with mobile banking service and “0” if 

not satisfied); 

And 

TS = Transaction Service (fund transfer, deposit, bills payments, withdrawal 

and savings 

IS = Information Service (balance inquiry, statement request, remote check 

deposit and transaction confirmation) 

SC = Service Cost (deposit cost, withdrawal cost, information cost and cost 

of payments) 

3.13 Ethical Considerations 

In piloting this study, the investigator detected ethical issues by firstly obtaining 

research clearance and permit from the University of Dodoma. Secondly, the 

investigator seeks an approval to collect facts from NCBA. Then the investigator 

made sure that respondents are protected from any kind of harm, either physical or 
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psychological. Respondents guaranteed that their information will not be made 

available to anyone.  

The respondents informed almost about the study of the research at hand in order to 

get their consent. These were done by providing consent forms to be filled in by the 

participants so as to obtain their voluntary participation. Nevertheless, respondents 

permitted to withdraw themselves from the study at any time if they wish to do so. 

All research tools introduced to the respondents and their names kept anonymous to 

ensure confidentiality. In order to avoid plagiarism, the investigator ensured that all 

scholarly works used in this study are properly cited.  
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CHAPTER FOUR 

FINDINGS AND  DISCUSSION 

4.0 Introduction 

This chapter presents findings derived from the study and a detailed discussion of the 

same. The study generally assessed customers` satisfaction on mobile banking in 

Tanzania and specifically, it examined the role of mobile banking transaction 

services on customer satisfaction, assessed the role of mobile banking information 

service on customer satisfaction and analyzed the role of mobile banking service cost 

on customer satisfaction. Result were shown analytically in the tables in accordance 

with the research questions while also the chapter discussed about the   three 

objectives of the study basing on the research problem obtained by the researcher. 

Generally, the chapter discussed about the response rate, validity and reliability, 

Binary Logistic Regressions Analysis, Binary logistic regression goodness of fit test, 

Respondents` demographic information, respondents`, respondents, age of 

respondents, education level of respondents, experience of respondents with NCBA, 

respondents registration for mobile banking, description of the data also were 

discussed on each objective, where by the first objective discussed  as the role of 

mobile banking informational services on customer satisfaction and the  second 

objective is the role of mobile banking transactional services on customer satisfaction 

and  the last objective is the role of mobile banking service cost on customer 

satisfaction in NCBA(T) bank and the final discuss is on the influence of Transaction 

Service on Customer Satisfaction and the result also linked to other findings from the 

other researchers  

4.1 Validity and Reliability 

4.1.1 Validity 

Validity of data is the degree to which the measurement does what it is supposed to 

do (Magigi, 2015). To ensure data validity, simple language was used in the 

questionnaire to facilitate respondent‟s understanding. Besides, questionnaires for 

this study were pre-tested to workers and some of bank customers at NCBA Tanzania 

Dar es Salaam for checking relevancy of the words and phrases used in gauging 

grammatical and semantic excellence. The opinions were considered and the 
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instruments revised and modified to ensure that they produce the intended results 

prior to supplying actual respondents with the same. 

4.1.2 Reliability 

Reliability is concerned with results being consistent overtime and having accurate 

representation of the entire population under the study (Magigi, 2015). In this study, 

factor analysis will primarily be performed to reduce number of predictors. In 

addition, in order to ensure that the collected data are reliable; the researcher will 

primarily use various sources of evidences such as, questionnaire and interview to 

get more insights on the topic under investigation 

Reliability was tested using Cronbach‟s alpha (α) on predictor variables. Cronbach‟s 

α analysis is a useful way of determining internal consistency and homogeneity of 

groups of items in tests and questionnaires. The generally accepted lower limit for 

Cronbach‟s α is 0.70; means a Cronbach`s alpha value of below 0.7 means the 

variable isn‟t reliable. 

Therefore, internal reliability of the 18-item scale was assessed. Results indicated a 

reliability alpha value of 0.965. This indicates that the internal consistency of items is 

to the extent of 0.965 out of 1 indicating a very high and reliable consistency of the 

items. Table 4.1. indicates the findings; 

Table 4. 1: Reliability Statistics for All Items 

Variable Number of Items Alpha Value 

Cronbach`s Alpha Value 18 0.965 

Source: Research Findings (2020) 

Additionally, the reliability of each item to all the 18-items scale was also assessed, 

considering the fourth column of table 4.1.2b (Corrected Item-Total Correlation) 

shows how far each item is correlated with the rest of the items. Results shows that 

two items (TS4 and TS5) have low correlation with the rest of the items; however, 

since the correlation is not very close to zero or negative, the items were not 

removed. Moreover, the last column to the right (Cronbach's alpha if item deleted) 

indicates the level of consistency each item has with the rest of the items.  
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Results indicate that all the items have a Cronbach`s alpha value below the general 

Cronbach`s alpha value of 0.965 except two items (TS4 and TS5) which when 

removed, the reliability could be improved to 0.969 and 0.970 for TS4 and TS5 

respectively. However, since the difference is minimal and the level of consistency is 

still high (0.965) the two items were not removed. Table 4.2b displays the 

Cronbach`s Alpha Value Results 

Table 4. 2: Reliability Statistics for Each Item 

Item-Total Statistics 

Item Scale Mean if 

Item Deleted 

Scale Variance 

if Item Deleted 

Corrected Item-

Total Correlation 

Cronbach's 

Alpha if Item 

Deleted 

TS1 73.13 201.299 0.876 0.962 

TS2 72.97 206.581 0.819 0.963 

TS3 72.94 199.609 0.864 0.962 

TS4 72.64 228.846 0.159 0.969 

TS5 72.65 229.680 0.115 0.970 

IS1 72.92 203.851 0.813 0.963 

IS2 72.96 204.896 0.835 0.962 

IS3 72.94 208.282 0.725 0.964 

IS4 72.85 205.232 0.912 0.962 

CS1 73.10 205.377 0.778 0.963 

CS2 73.15 200.375 0.912 0.961 

CS3 73.01 204.765 0.842 0.962 

CS4 72.86 206.266 0.838 0.963 

CUS1 72.85 205.905 0.850 0.962 

CUS2 72.98 209.877 0.736 0.964 

CUS3 72.89 205.753 0.788 0.963 

CUS4 72.99 204.337 0.788 0.963 

CUS5 72.96 205.325 0.821 0.963 

Source: Research Findings (2020 
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4.2 Binary Logistic Regressions Analysis  

A binary logistic regression analysis was carried out to estimate the logit model. 

Since the responses of a dependent variable (Customer Satisfaction) had 5-point 

likert scale responses; then a cutoff point of was created where all the mean values of 

3.5 and above represented customers who are satisfied and were given a value of one 

(1) while the rest represented unsatisfied and were assigned a value of zero (0) to 

make binary logistic regression possible. 

4.2.1 Binary Logistic Regression Goodness of Fit Test 

The Hosmer and Lemeshow test were used to run the goodness of fit test for the 

model. Therefore, the Hosmer & Lemeshow test (Table 4.3) of the goodness of fit 

suggests the model is a good fit to the data as p=0.279 which is greater than 0.1 

Table 4. 3: Hosmer and Lameshow Goodness of Fit Test 

Step Chi-square Df Sig. 

1 9.810 8 0.279 

Source: Research Findings (2020) 

4.2.2 Omnibus Test of Model Coefficients 

The omnibus test of model coefficients tests whether the model is statistically 

significant and can further be interpreted. From the fact that the model has a p-value 

of 0.000 (Table 4.2.2) which below 0.05 this suggests that the model is statistically 

significant and can further be used for estimations since the overall model is 

statistically significant; χ2(3) = 59.465, p < 0.05 as indicated on table 4.4  

Table 4. 4: Omnibus Test of Model Coefficients 

 Chi-square Df Sig. 

Step 1 Step 

Block 

Model 

59.465 

59.465 

59.465 

3 

3 

3 

0.000 

0.000 

0.000 

Source: Research Findings (2020) 

https://www.restore.ac.uk/srme/www/fac/soc/wie/research-new/srme/glossary/indexa039.html?selectedLetter=H#hosmer-and-lemeshow-test
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4.2.3 Logistic Regression Model Summary 

Table 4.4 explains the variance in the model; in this case the model explains 71.2% 

(Nagelkerke R Square) of the variations in customer satisfaction while 28.8% 

variations of customer satisfaction are explained by other variables than mobile 

banking. Results are as indicated on Table 4.5 below; 

Table 4. 5: Logistic Regression Model Summary 

Step -2 Log  

likelihood 

Cox & Snell R 

Square 

Nagelkerke R 

Square 

1 40.166 0.452 0.712 

Source: Research Findings (2020) 

4.3 Respondents` Demographic Information 

This study was informed by 99 customers of NCBA bank Dar es Salaam and 

respondent profiles considered were; sex, age, education level and experience with 

the bank. The registration status of customers with mobile money services was also 

evaluated. 

According to Adewoye, (2013) it has been observed that, mobile banking services 

adoption is positively related to individual awareness, perceived usefulness and 

perceived value but it is negative related to cost effects. However, the study showed 

that demographic features of defendants (sex, age and income level) are between the 

aspects regulating acceptance of mobile financial services. From the results, this 

study high spot approved that service suppliers need to play a foremost part in 

influencing individual awareness, perceived usefulness, and perceived benefit of 

mobile banking. However, cost effect has been found as one of the barrier to the 

purpose to accept mobile financial services in Tanzania. Service providers should 

reflect affordability and availability of the financial services for the low-income 

segment in the society.  

The following section discuss about the descriptive demographic profile statistic data 

sample by using age group, sex, experience and education levels the NCBA(T) bank 

customers. It provides simple summaries about samples and measures. In order to 

describe the responses for the variables under the study the study used descriptive. 
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4.3.1 Gender of Respondents 

With respect to gender of respondents, the study intended to make sure data is 

collected from both male and female respondents. Therefore, the findings reveal that 

67 respondents (67.7%) were male while 32 respondents (32.3%) were female.  

Through the distribution of male and female respondents is not equal, but at least the 

study collected data from significant number of male and female respondents. 

Therefore, the study opinions comprised those collected from male and female 

customers. The findings showed that the male are the users and more satisfied with 

the using of mobile banking survives since due to high percentage number 67.7% of 

male who are using it. The female seems to be not satisfied and not either preferred 

the usage of mobile banking services. Figure 4.6 below summarizes the findings. 

Figure 4. 1: Gender of Respondents 

 

Source: Research Findings (2020) 

4.3.2 Age of Respondents 

The study evaluated the age of respondents; this was conducted to make sure all the 

respondents belong to the age of majority. Apart from that, this was done to make 

sure opinions about the satisfaction level of mobile banks are collected from all the 

age groups. In reference to age, it was revealed that majority of respondents were 

aged between 28 - 37 years (49.5%), followed by those aged 38 – 47 years (23.2%), 

18 – 27 years (19.2%) and 48 years and above (8.1%).  
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Efforts were made to involve a wide category of age groups thus opinions were 

obtained from respondents belonging to both young and older age brackets. The 

findings revealed that aged people with 28-37 (49.5%) are customers who uses more 

of the services offered by NCBA bank followed by the customers 38-47 (23.2%) of 

the customers who users the bank service. Figure 4.7 below portrays the findings; 

Figure 4. 2: Age of Respondents 

 

Source: Research Findings (2020) 

4.3.3 Education Level of Respondents 

The study also assessed the education level of respondents on the attempt to find out 

if respondents have enough level of education to understand the basics of mobile 

banking and their respective benefits. Therefore, respondents‟ education levels were 

determined and the majority had acquired secondary education (39.4%) followed by 

those who had primary education level (29.3%). The study also found out that of the 

surveyed respondents, 10% had college education and above while the remaining 

10% had no formal education. 

 Generally, respondent‟s education level implies that the majority had sufficient 

education and literacy level to basically understand the products and services offered 
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by NCBA through mobile banking. Respondents were also literate enough to 

understand their satisfaction as far as mobile money in concerned. It shown that, 

more customers who are using NCBA bank services hold the secondary education by 

39.4%. This shows that more customers have the knowledge of monitoring their 

accounts with transactions done. Table 4.8 below indicates the findings; 

Table 4. 6: Education Level of Respondents 

Age Category Frequency Percentage 

No Formal Education     10 10.1 

Primary Education 29 29.3 

Secondary Education 39 39.4 

College Education and Above 10 21.2 

Total 99 100 

Source: Research Findings (2020) 

4.3.4 Experience of Respondents with NCBA 

The study also examined respondents‟ banking experience in years and it was 

revealed that Majority of them had 4 – 6 years (38.4%) of banking experience with 

NCBA, others had 7 years and above (33.3%) of experience, some had 1 – 3 years 

(24.2%) of experience and a few had less than a year‟s experiencing of banking with 

NCBA (4.0%) thus; the majority had enough experience to provide reliable opinions. 

 Since the majority of the respondents had an experience of at least a year, they were 

in a good position to tell their satisfaction with the bank as far as mobile money 

technology is concerned. The findings show that, most of the customers who users 

NCBA services offered have 4-6 years of the experience, thus shows that are 

enjoying the services. 

The banking experience of respondents is as presented on Table 4.9 below;  
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Table 4. 7: Experience of Respondents with NCBA 

Age Category Frequency Percentage 

Less than a Year 4 4.0 

1 – 3 Years    24 24.2 

4 – 6 Years 38 38.4 

7 Years and Above 33 33.3 

Total 99 100 

Source: Research Findings (2020) 

4.3.5 Respondents Registration for Mobile Banking 

The registration of respondents for mobile banking services was also important to be 

assesses; this is due to the fact that only respondents who use mobile money services 

were in position to provide reliable findings on the study.  

Therefore, the study revealed that all the 99 respondents (100%) were registered 

users of mobile money services from NCBA bank. Customers seems to be satisfying 

with the mobile banking services as shown the table 99 respondents are all registered 

and usage of mobile banking services. Figure 4.10 below indicates the findings 
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Figure 4. 3: Respondents Registration for Mobile Banking 

 

Source: Research Findings (2020) 

4.4 The Role of Mobile Banking Transaction Service on Customer Satisfaction 

The first objective of this study was to assess the role of mobile banking transaction 

service on customer satisfaction since this has a significant influence on customer 

satisfaction about mobile banking.  

4.4.1 Descriptive Statistics on Mobile Banking Transaction Service 

Findings from questioners‟ surveys were complimented by in- depth interviews with 

the bank officers. Therefore, study result was summarized in terms of mean and 

standard deviation. The result presentation was categories based on the mobile 

banking services on customer‟s satisfaction.   

Several determinants of transaction services such as funds transfer, bills payments, 

money deposit, money withdrawal and money saving were used to assess how they 

influence customer satisfaction.  Regarding funds transfer, the study revealed that 

mobile banking offers convenient funds transfer services; Majority very satisfied 

(50.5%) and satisfied (26.3%) while a minority few dissatisfied (6.1%) and very 

dissatisfied (6.1%) and the rest were fairly (11.1%). The findings resulted to mean 

value of 4.09 with a standard deviation of 1.187 indicating that respondents enjoy a 

convenient fund transfer through mobile money at NCBA.  
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Moreover, it was revealed that respondents use mobile money services to pay their 

bills as the majority of respondents (57.6%) are very satisfied and satisfied (21.2%); 

few respondents dissatisfied (9.1%) and very dissatisfied (1.0%) while the rest were 

fairly (11.1%). This resulted to a mean of 4.25 and a standard deviation of 1.043. 

Therefore, it can be generally stated that the majority of NCBA customers and users 

of mobile money services use the mobile money services to pay their bills online. 

Majority of respondents were also found to be using mobile money services for funds 

deposit from their phones to their bank accounts remotely; most of the respondents 

(68.7%) very satisfied, 14.1% satisfied, 11.1% dissatisfied, 6.1% very dissatisfied 

(Mean = 4.28, standard deviation = 1.270). The distribution of responses shows that 

majority of respondents agreed that they use mobile money services for funds 

transfers.   

Additionally, the study aimed at determining whether respondents can easily 

withdraw money from their accounts through mobile money services; and to this the 

majority (64.6%) of respondents very satisfied, 30.3% satisfied, 1.0% dissatisfied 

and 4.0% were fairly with a mean value of 4.59 and a standard deviation of 0.623. 

Thus, most of the respondents agreed that the mobile money services offer 

convenient withdrawal services unlike a minority few.  

The study also assessed if mobile money services at NCBA is available for 

customers to save their money into their accounts. It was found that customers can 

easily do savings into their accounts through mobile money services (64.6% very 

satisfied, 28.3% satisfied while 7.1% were fairly). This resulted to a mean value of 

4.58 and standard deviation of 0.624 as indicated on table 4.11 below; 
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Table 4. 8: Results on the Customer Satisfaction on Mobile Banking 

Transaction Service  

Questions Responses VD D F S VS Mean Std. 

Dev 

Mobile banking 

offers convenient 

funds transfer 

services 

Count 6 6 11 26 50 4.09 1.187 

Percentage 6.1 6.1 11.1 26.3 50.5 

I normally pay my 

bills through 

mobile banking 

services 

Count  1 9 11 21 57 4.25 1.043 

Percentage 1.0 9.1 11.1 21.2 57.6 

I can remotely 

deposit money to 

my bank account 

via mobile 

banking 

Count 6 11 0 14 68 4.28 1.270 

Percentage 6.1 11.

1 

0.0 14.1 68.7 

I can easily 

withdraw money 

from my bank 

account though 

mobile banking 

services 

Count 0 1 4 30 64 4.59 0.623 

Percentage 0.0 1.0 4.0 30.3 64.6 

I use mobile 

banking services 

for saving money 

into my bank 

account 

Count 0 0 7 28 64 4.58 0.624 

Percentage 0. 0 0.0 7.1 28.3 64.6 

Source: Research Findings (2020) VD:-very dissatisfied, D:- dissatisfied, F-:fairly, 

S-:satisfied,VS:-very satisfied. 
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4.4.2 Logistic Regression on Mobile Banking Transaction Service 

Table 4.4.2 below shows the model regression results including the logistic 

regression coefficient, Wald Test, level of significance and odds ratios for an 

independent variable transaction service and a dependent variable customer 

satisfaction. According to the results, mobile banking transaction service was 

measured through five different indicators namely, convenient funds transfer, bills 

payment, remote funds deposit, funds withdrawal and money saving through mobile 

money transaction service.  

Results indicated that convenient funds transfer had significant influence (β=3.174 

and p-value=0.001) on customer satisfaction. Also, it was found that convenient 

funds transfer increases the odds of customer satisfaction by a factor of 23.899. 

During the interview with mobile service customers, it was found that, mobile 

banking services are important as they are convenience to most of the mobile users in 

the sense that, the service is quick, efficiency, convenience and salient. This further 

shows that, customers can use it from anyway and even during the emergences. This 

is similar to Laukkanen, (2007) who revealed that majority of the users of mobile 

banking customers enjoy fund transfer services in a convenient way. Also the 

findings are supported by Parvin, (2013) who posted that, most of the banks are now 

prefer to use mobile money services because a big number of customer prefers to use 

their mobile to transfers money instead of using common postal banks to do the 

transfer. 

Also, bills payment was significant (β=2.684 and p-value=0.001) on customer 

satisfaction with the fact that it increases the odds of customer satisfaction by a factor 

of 14.649. During the interview concerning mobile banking services, it was observed 

that, the services satisfies the customers where by customers are easily able to pay 

their bills from their remote areas, bills like school fees, Healthcare and utility bills 

(Dstv, Zuku, water bills, electricity bills and TRA payments) while business people 

use their mobile banking to pay their staff and suppliers (Shaikh & Karjaluoto, 

2015). Through mobile networks customer are enabled to pay their different bills 

through their bank accounts where the customers have the variety choices and 

freedom which mobile network to be used on the payment of their bills the finding 

also discussed by (Shaikh & Karjaluoto, 2015). 
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Likewise, funds withdrawal had a significant influence (β =3.632 and p-value=0.009) 

on customer satisfaction with odds ratio of 37.747.The findings revealed that 

customers are enjoying the services of funds withdraw through mobile banking 

services as where the mobile network allow them to make withdraw from their 

remote areas any time the like to transact from their bank account without visiting 

the bank hall. Mobile banking service increases the customer‟s satisfaction where by 

customers must travel from their remote areas to make withdraw either from POS, 

ATM, Agency or bank Hall (Gomachab and Maseke, 2018). 

On the other hand, remote funds deposit and money saving were not significant 

predictors of customer satisfaction. The interview was done to customers and shows 

that customers are were not happy with the mobile banking services on funds deposit 

and money servings were by the result shows that it was not significant. Table 4.12 

below indicates the findings; 
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Table 4. 9: Regression coeffients Results between Transaction Service and 

Customer Satisfaction 

Variable B S.E. Wald df Sig. Exp(B) 

Convenient funds 

transfer (TS1) 

3.174 0.640 24.594 1 0.001 23.899 

Bills payment 

(TS2) 

2.684 0.818 10.777 1 0.001 14.649 

Remote funds 

deposit (TS3) 

0.987 0.694 2.024 1 0.155 2.683 

Funds withdrawal 

(TS4)  

3.632 1.376 6.970 1 0.009 37.747 

Money saving 

(TS5) 

1.357  0.890 2.324  0.127 3.88 

Constant -11.658 2.598 20.142 1 0.001 0.001 

Source: Research Findings (2020) 

The above findings are similar to those obtained through interviews where majority 

of the respondents indicated that the bank offers a wide range of banking services 

through mobile banking technology. It was also revealed that customers of NCBA 

enjoy a variety of banking services like fund transfer, withdraw cash, bills payment 

as a result of mobile money services. One of the interviewees commented; 

“Our bank offers a wide range of banking services which are also 

offered through mobile money services. Customers are also 

enjoying the convenience of the services as they can access the 

services anywhere and at any time…...” (NCBA KIIs, September, 

2020). 

Interviews reveal that almost all the banking services offered by NCBA are also 

available in a mobile banking platform. Results discovered that customers can 

deposit funds, withdraw funds, transfer funds from one account to other or from a 

bank account to a mobile money account and also from bank to other banks and vice 

versa; most importantly customers are able to pay bills such as water bills, insurance 

payments, buy airtime  pay hotel bills, air tickets, house rents. School fees, car fuels, 

supermarkets bill, and also they can pay Government taxes to TRA through mobile 
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bank, these all can be paid by customers on their remote areas without traveling to 

the banks hall or any other Bank point of sale (POS) etc. This was noted from one of 

the respondents who said. 

 “Almost all the banking services are available through the mobile 

money services, except those which require physical presence of the 

customer. Through mobile money technology customers may 

deposit, withdraw, make transfers and pay bills. Apart from that this 

service are conveniently available and saves time for the customers 

and the bank….” (NCBA KIIs, September, 2020). 

“The NCBA customer said, she is happy with the mobile banking 

services as she normally pays here bills like water bills, electricity 

bills, health care bills and even schools fees for the children 

through mobile baking”   

“one of the CBA customer heard saying that I don’t prefer using 

mobile banking depositing the cash as once I wronged it takes more 

time for me to get back my money “getting back money consider 

more procedures so I better come to bank a deposit my cash. 

Other researchers in general got similar findings on the related studies, for example 

Al-Husein and Asad Sadi (2015) investigated detailed features of mobile banking in 

Saudi Arabia and. Excellence of Internet involving was emphasized on having the 

major influence of the use mobile banking. Their study found that all the banking 

services such cash deposit, cash withdrawal, saving and various payments can easily 

be done through mobile money services. Also, Worku (2016) piloted a study on “the 

impact of electronic banking on customers‟ satisfaction in Ethiopian banking 

industry. It was found that mobile banking takes value-added to consumer pleasure, 

reduced regularity of bank hall for banking service, along with decreasing waiting 

time for clients.  

4.5 The Role of Mobile Banking Information Service on Customer Satisfaction 

The second specific objective of the study was to assess the role of mobile banking 

information service on customer satisfaction.  The aim was to assess if customers of 

NCBA can inquire several important information through mobile money services.  
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4.5.1 Descriptive Statistics on Mobile banking Information Service 

Different determinants such as bank account balance, bank statement, remote check 

deposit as well as deposit and withdrawal confirmation information were used to 

assess the satisfaction of customers on such information services through mobile 

money services. 

Findings revealed that majority of respondents can inquire their bank accounts` 

balances through mobile banking services. This shows that the customers are more 

satisfied with the mobile banking services. This was evidenced by a majority of 

respondents who are very satisfied (65.7%) followed by those who satisfied (15.2%), 

6.1% dissatisfied and 5.1% very dissatisfied while the remaining 8.1% were fairly 

(Mean = 4.30, Standard deviation = 1.165). This implies that majority of respondents 

enjoy the balance inquiry information service through mobile money services.  

In addition to that, it was also unveiled that customers can get their bank statements 

through mobile money service inquiry since majority of respondents (55.6%) very 

satisfied and satisfied (30.3%) while a minority few dissatisfied (5.1%), very 

dissatisfied (5.1%) and others were fairly (4.0%). The mean value was 4.26 with a 

standard deviation of 1.093. 

This study determined whether customers can inquiry check deposit remotely with 

the use of mobile money services and to this, the majority (58.6%) of respondents 

very satisfied and satisfied (25.3%). However, 6.1% of respondents dissatisfied, 

4.0% very dissatisfied while 6.1% were fairly (Mean = 4.28, Standard deviation = 

1.088). 

Moreover, the majority of respondents were in support of the fact that they normally 

confirm receipts to and payments from their bank account through mobile banking 

services. This was evidenced by the majority of respondents who very satisfied 

(64.6%) and satisfied (18.2%) while a minority few (10.1%) dissatisfied and 7.1% 

were fairly with a mean value of 4.37 and a standard deviation of 0.996 as presented 

on Table 4.12 below 
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Table 4. 10: Results on Customer Satisfaction on Mobile Banking Information 

Service  

Questions Responses VD D F S VS Mean Std Dev 

I can inquire my 

bank account 

balance through 

mobile banking 

services 

Count 5 6 8 15 65 4.30 1.165 

Percentage 5.1 6.1 8.1 15.2 65.7 

I can request and 

get my bank 

statement through 

mobile banking 

services 

Count 5 5 4 30 55 4.26 1.093 

Percentage 5.1 5.1 4.0 30.3 55.6 

Through mobile 

banking services I 

can remotely 

inquire a cheque 

deposit into my 

account 

Count 4 6 6 25 58 4.28 1.088 

Percentage 4.0 6.1 6.1 25.3 58.6 

I normally 

confirm receipts 

to and payments 

from my bank 

account through 

mobile banking 

services 

Count 0 10 7 18 64 4.37 0.996 

Percentage 0.0 10.

1 

7.1 18.2 64.6 

Source: Research Findings (2020)VD:verydisatsfied, D:-dissatisfied, F:-fairly,S:-

satisfied, VS-: very satisfied 
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4.5.2 Logistic Regression on Mobile banking Information Service 

A binary logistic regression was conducted between mobile money information 

service and customer satisfaction in response to the second specific objective. Mobile 

money information service was measured through bank balance inquiry, bank 

statement request, cheque deposit inquiry and receipts and payments confirmation. 

Findings resulted to a regression coefficient of 2.354 and a p-value of 0.001 for bank 

balance inquiry, indicating that it is a significant predictor of customer satisfaction. 

Therefore, increase in bank account balance inquiry service could result to an 

increase of customer satisfaction odds by a factor of 10.530. Results also indicated 

that bank statement request had a significant influence (β=1.587 and p-value=0.033) 

on customer satisfaction. 

The interview done to NCBA customers the findings reveals that customer seems to 

very satisfying with mobile survives balance enquiry offered to them. Where by 

previous time customers had to travel/visit bank branches or ATM for balance 

enquiry services. But the findings revealed that customer are now enabled with 

mobile banking services to request the bank balance enquiry at their remote areas. 

The study supported by the other finding by Adewoye (2013). 

Also, it was found that bank statement inquiry increases the odds of customer 

satisfaction by a factor of 4.887. The findings shows that, during the field customers 

are really satisfied with mobile banking services on bank statement request rather 

that travelling to banks areas for the statement request where they can request and 

print them in their remote Ares.  

Apart from that, cheque deposit inquiry was significant (β=0.211 and p-value=0.005) 

on customer satisfaction indicating a positive significant relationship between them; 

bank statement inquiry was also found to increase the odds of customer satisfaction 

by a factor of 14.649. Similarly, receipts and payments confirmation had a significant 

influence on customer satisfaction (β=6.185 and p-value=0.002) with odds ratio of 

4.102.  

Table 4.13 below indicates the findings 
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Table 4. 11: Logistic Regression Results on the influence of Information Service 

and Customer Satisfaction 

Variable B S.E. Wald df Sig. Exp(B) 

Bank balance 

inquiry (IS1) 

2.354 0.504 21.817 1 0.001 10.530 

Bank statement 

request (IS2) 

1.587 0.744 4.550 1 0.033 4.887 

Cheque deposit 

inquiry (IS3) 

0.211  0.077 7.448 1 0.005 1.235 

Receipts and 

Payments 

confirmation (IS4) 

6.185  2.333 7.031  0.008 4.102 

Constant -8.873 2.648 11.233 1 0.001 0.001 

Source: Research Findings (2020)  

The study obtained similar findings from interviews, findings of the study revealed 

that apart from transaction services through mobile money services, the platform also 

offers information service on whatever is happening from the customer`s bank 

account. Likewise, a customer is able to inquire anything from the account through a 

mobile phone. One of the respondents commented; 

“Mobile money doesn’t offer transaction services only, it also offers 

information services; the registered customers are able to see 

anything happening in their bank accounts; they can also inquire 

anything they wish to know from their bank accounts at anytime and 

anywhere without visiting the banking hall”…… (NCBA KIIs, 

September, 2020). 

Findings also reveal that customers may inquiry about the balances at their bank 

accounts, unlike those who are not using mobile banking services where they have to 

visit the bank. Customers can also get their bank statements through their mobile 

phones. Other services such as confirmation of receipts and payments are also 

available through mobile money services. One the respondent responded; 

“Before the introduction of mobile money services customers had to 

visit the bank for information from their bank accounts. However, 
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after the introduction of mobile money services, all the information 

services can be obtained through a mobile phone. Customers may 

inquire about their bank balances; bank statements and they can 

confirm various transactions through their mobile phones” (NCBA 

KIIs, September, 2020). 

“I can check my account balance in any place any time wherever 

aim especially on salary session without visiting the banking hall.” 

Findings are not far from other researchers where Worku (2016) piloted a study on 

the impact of electronic banking on customers‟ satisfaction in Ethiopian banking 

industry (The Case of Clients of Dashen and Wogagen Banks in Gondar City). The 

study revealed that mobile banking services such as transactions (saving) and 

information.  

According to (Khot, 2019), whose study focused on customer‟s satisfaction towards 

mobile banking services. The Reserve Bank of India has made Mobile banking 

services available to all bank customers irrespective of the mobile network. Through 

mobile banking customers can now add as many beneficiaries in the list as they want 

for fund transfer((Hoyer and Mac-Innis, 2001).also the researcher found that mobile 

banking menu is very easy to understand and navigate, mobile banking provides 

faster services, it is easy to make transfer funds, It is easy to make a balance inquiry 

and less degree of risk in usage of mobile banking category it results. Mobile 

banking that influence customer satisfaction the most, as well as least making it easy 

to transact without delays hence restrictions of time limits.  

4.6 The Role of Mobile Banking Service Cost on Customer Satisfaction  

The third specific objective of this study was to examine the cost of mobile money 

services. The study further sought to determine if the cost is too high to affect the 

level of customer satisfaction at NCBA. Therefore, the cost of various mobile 

banking services such as cash withdrawal, cash deposit, payment of bills and 

monthly charges were assessed. 

4.6.1 Descriptive Statistics on Mobile Banking Service Cost 

The findings reveal that NCBA mobile banking services charges a reasonable cost of 

deposit and to this; the majority of respondents (50.5%) very satisfied and (27.3%) 
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satisfied. Few of them (6.1%) dissatisfied and 5.1% very dissatisfied while 11.1% 

were fairly (Mean = 4.12 and Standard deviation = 1.145). Findings also revealed 

that the cost of withdrawing money through mobile banking is minimum as 

evidenced by 46.5% of respondents who are very satisfied, 34.3% satisfied, 5.1% 

fairly, 6.1% dissatisfied and 8.1% very dissatisfied (Mean = 4.07, Standard deviation 

= 1.180). 

Furthermore, it was revealed that the bank charges reasonable cost for mobile 

banking information service as evidenced by 57.6% who are very satisfied, 20.2% 

satisfied, 8.1% were fairly and 14.1% satisfied with a mean value of 4.21 and a 

standard deviation of 1.091. 

 It was also found that making payments through mobile banking is cheaper as 

evidenced by 63.6% of respondents who are very satisfied and 21.2% satisfied. 

However, 8.1% dissatisfied, 2.0% very dissatisfied and 5.1% were fairly with a mean 

value of 4.36 and a standard deviation of 1.035. Findings are as portrayed on Table 

4.6.1 below; 
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Table 4. 12: Results on Customer Satisfaction of Mobile Banking Service Cost 

Questions Responses VD D F S VS Mean Std Dev 

Mobile banking 

services charges 

a reasonable cost 

of deposit 

Count 5 6 11 27 50 4.12 1.145 

Percentage 5.1 6.1 11.1 27.3 50.5 

The cost of 

withdrawing 

money through 

mobile banking 

is minimum 

Count 6 8 5 34 46 4.07 1.180 

Percentage 6.1 8.1 5.1 34.3 46.5 

The bank 

charges 

reasonable cost 

for mobile 

banking 

information 

Count 0 14 8 20 57 4.21 1.091 

Percentage 0.0 14.1 8.1 20.2 57.6 

Making 

payments 

through mobile 

banking is 

cheaper 

Count 2 8 5 21 63 4.36 1.035 

Percentage 2.0 8.1 5.1 21.2 63.6 

Source: Research Findings (2020) VD: very dissatisfied, D:-dissatisfied, F:-fairly,S:-

satisfied, VS-: very satisfied 

4.6.2 Logistic Regression on Mobile Banking Service Cost 

Regarding the third specific objective, service cost was measured by four indicators 

namely, cost of deposit, cost of withdrawal, cost of information and cost of payments 

through mobile banking.  

The findings reveal that, three out of four indicators namely cost of deposit, cost of 

withdrawal and cost of payments are negative significant predictor of customer 

satisfaction. The three indicators had beta values of -0.228, -1.190 and -0.250 with p-

values of 0.678, 0.306 and 0.703 respectively. This indicates that increase in the cost 
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of deposit, cost of withdrawal and cost of payments would result to decrease in 

customer satisfaction to the odds of 0.796, 0.304 and 0.779 respectively. Table 4.15 

below shows the findings: 

Table 4. 13: Logistic Regression Results on the influence of Service Cost on 

Customer Satisfaction 

Variable B S.E. Wald df Sig. Exp(B) 

Cost of deposit 

(SC1) 

-0.228 0.550 0.173 1 0.678 0.796 

Cost of 

withdrawing 

money (SC2) 

-1.190 1.161 1.050 1 0.306 0.304 

Cost of information 

service (SC3) 

-4.229 1.353 9.773 1 0.002 0.015 

Cost of making 

payments (SC4)  

-0.250 0.656 0.145 1 0.703 0.779 

Constant -4.756 1.319 12.995 1 0.001 0.009 

Source: Research Findings (2020) 

The qualitative findings also reveal that the charges for mobile banking services are 

reasonable compared to the costs of and time of visiting the banking hall. 

Respondents noted that the bank offers affordable services for the mobile banking 

customers; it was also noted that there are some information services which are free 

of charge and others have low costs which are affordable. One of the respondents 

observed; 

“The costs of mobile money services are affordable and reasonable 

compared to the time and costs spent for visiting the bank for 

transaction and information services…” (NCBA KIIs, September, 

2020). 

Another respondent noted; 

“The costs for mobile money services are reasonable; in fact, some of 

the services, especially the informational services are free of 

charge…” (NCBA KIIs, September, 2020). 
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The findings are not far from those obtained by Suresh (2017) who motivated in 

altering consumer behaviour for mobile banking services in India. The study focused 

on key aspects that regulate the consumer fulfilment of mobile banking in India such 

as safety, competence, cost effectiveness, easy demand fulfilment and precision in 

results. The study found that all these aspects influence customer satisfaction.  

However, According to (Timothy, 2012), despite the fact that some of the mobile 

banking services users does not know the fee charged for using mobile banking 

service; Still, the bank clients‟ fulfilment improved after using mobile banking 

service, and it assisted clients to regulate their account activities and there is great 

circumstance on developing mobile banking service. 

Mohammed, Almsafir, and Alnaser (2013) results of the research prove that mobile 

banking is a serious service in banking industry. Thus, it can be vital services for the 

banking industry that mobile banking service is to be accepted by the account 

holders. The outcomes also specify that a mobile banking user requires 

technologically effective as fit as low-cost, consistent and safe technology 

improvement. In demand to confirm that consumers accept the technology it obligate 

to be effective and fast as fit as easy to understand and use. The study maintenances 

the theories that consider factors that have the greatest weighty and strong impact on 

customer satisfaction. The applied suggestion of mobile banking portrays that there 

is a progressive association among organizational factor and customer satisfaction 

4.7 Model Specification 

Table 4.16 below shows the resultant statistics of the logistic regression between the 

three dependent variables (transaction service, information service and service cost) 

and the dependent variable customer satisfaction. The table shows that two 

independent variables (transaction service and information service) significant and 

positively influence customer satisfaction with p-values of 0.016 and 0.025 

respectively. On the other hand, service cost was found to be negatively but 

insignificantly influencing customer satisfaction. Table 4.16 below indicates the 

findings; 
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Table 4. 14: General Logistic Regression Model 

Step 

1 

 B S. E Wald df Sig. Exp (B) 

Transaction 

Service 

2.941 1.222 5.797 1 0.016 18.937 

Information 

Service 

2.527 1.127 5.027 1 0.025 12.518 

Service Cost -1.755 1.020 2.961 1 0.085 0.173 

Constant -14.215 3.971 12.813 1 0.000 0.000 

Source: Research Findings (2020) 

From table 4.16 above, the resultant logistic regression model will be as follows; 

From Y = Logit [p(x)/1-x]  

 = β0 + ƩβiXi + μ 

Where 

Yi = 1 if satisfied and Yi = 0 if not satisfied 

Xi = Independent variable 

β0 = Constant 

βi = Logistic coefficient for independent variables 

μ = error term 

The logistic regression in this study can be specified as: 

Y = β0 + βi(TS) + β3(IS) + β4(SC) + μ 

Whereas: Y = (“1” if respondent is satisfied with mobile banking service and “0” if 

not satisfied); 

And; 

TS = Transaction Service (fund transfer, deposit, bills payments, withdrawal 

and savings 

IS = Information Service (balance inquiry, statement request, remote check 

deposit and transaction confirmation) 
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SC = Service Cost (deposit cost, withdrawal cost, information cost and cost 

of payments) 

Then, 

Customer Satisfaction = -14.215 + 2.941 (Transaction Service) + 2.527 

(information Service) 

4.8 Customer Satisfaction on Mobile Money Banking 

This study considered customer satisfaction as the dependent variable which was 

measured through different customer satisfaction indicators such as mobile money 

service accessibility, mobile money service convenience, mobile money service 

privacy, mobile money service security and mobile money service speed.  

The findings indicate that 68.7% of respondents were very satisfied, 10.1% satisfied, 

10.1% dissatisfied, and 11.1% fairly satisfied on the easy accessibility of mobile 

banking services, leading to high level customer satisfaction.  

The findings resulted to a mean of 4.37 and standard deviation of 1.036. Moreover, it 

was discovered that the customers are satisfied with the convenience of mobile 

banking services offered by NCBA and therefore positively influencing customer 

satisfaction as evidenced by majority of respondents who showed that they are very 

satisfied (51.5%) and satisfied (34.3%) while others were dissatisfied (13.1%) and 

fairly dissatisfied (1.0%) with a mean value of 4.24 and a standard deviation of 

1.001. 

Further revelations were that customers are satisfied with the mobile banking 

services at NCBA as evidenced by majority of respondents who indicated that they 

are very satisfied (68.7%) and satisfied (20.2%). However, 12.1% said they are 

dissatisfied and 1.0% very dissatisfied while 8.1% were fairly satisfied; findings also 

resulted to a mean of 4.33 and a standard deviation of 1.116.  

Finally, it was discovered that respondents are satisfied with the degree of security 

when using mobile banking services and to this, 60.6% respondents indicated to be 

very satisfied, 20.2% satisfied while a few respondents were fairly satisfied (5.1%), 
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very dissatisfied (4.0%) and dissatisfied (10.1%). A mean value of 4.23 and a 

standard deviation of 1.177 were also obtained and findings are as shown on Table 

4.17 below; 

Table 4. 15: Customer Satisfaction on Mobile Money Banking 

Questions Responses VD D F S VS Mean Std 

Dev 

Accessibility of 

mobile banking 

network 

Count 0 10 11 10 68 4.37 1.036 

Percentage 0.0 10.1 11.1 10.1 68.7 

Convenience of 

the mobile 

banking services 

offered by NCBA  

Count 0 13 1 34 51 4.24 1.001 

Percentage 0.0 13.1 1.0 34.3 51.5 

The degree of 

privacy offered 

by mobile 

banking services 

at NCBA  

Count 1 12 8 10 68 4.33 1.116 

Percentage 1.0 12.1 8.1 10.1 68.7 

The degree of 

security on using 

mobile banking 

services by 

NCBA 

Count 4 10 5 20 60 4.23 1.177 

Percentage 4.0 10.1 5.1 20.2 60.6 

The speed of 

mobile banking 

services  

Count 1 12 7 19 60 4.26 1.093 

Percentage 1.0 12.1 7.1 19.2 60.6 

Source: Research Findings (2020) VD: very dissatisfied, D:-dissatisfied, F:-fairly,S:-

satisfied, VS-: very satisfied 

Qualitative findings are on the same direction; it was discovered that the level of 

satisfaction of NCBA customers is high as far as mobile banking is concerned. It was 

found that the accessibility and affordability of the mobile banking services is 

satisfactory. However, it was also found that the network problem has been a 

problem for some few times. One of the interviewers commented; 

“The bank offers convenient mobile banking services to the 

customers. The accessibility level of the services is high even if we 
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sometimes face network problem…...” (NCBA KIIs, September, 

2020). 

The findings also disclose that customers enjoy a high degree of security for the 

mobile banking services. The transactions are highly secured as they involve the 

bank and the customer only. Apart from that the speed of services is also high, 

customers receive services wherever they are and at any time they need the services. 

It was noted; 

“Mobile money services are highly secured; they are secured 

compared to physical visits at the bank. Apart from that the customer 

satisfaction in terms of the speed of services is also high since 

customers get services whenever they need and wherever they are…...” 

(NCBA KIIs, September, 2020). 

Another respondent added; 

“The mobile banking transactions are much secured since the system records 

every transaction for every customer. Apart from that, no record gets lost 

from the system. Therefore, customers are advised to use the services for 

security reasons……….” (NCBA KIIs, September, 2020). 

The other respondent said that 

“I love using NCBA mobile banking services as its more convenience as I can 

make the transaction even in the interior once my salary entered, no need for 

me to come in the branch to transact areas and it has high security as the 

password are more secured” 

Parallel findings were obtained by Ahmed, Chetty,  Mobarak, Rahman, & Singhal, 

(2012) where their Study found that, there exist tough associative dealings between 

the client fulfillments with the designated factors. They further revealed that, the 

security and trust factor is the greatest powerful feature where ineffectual 

announcement has undesirable effect on the purchaser fulfillment of mobile banking 

in second age group banks. 

Gomachab & Maseke (2018) publicized that the use of mobile money services is 

associated with consistency, suitability, cost effectiveness, obtainability on dissimilar 

mobile systems, announcements are inspiring, service is friendly with mobile 
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devices, income (social aspect of transacting). Moreover, mobile banking services 

are more secure than branch-based services.  

Slightly different findings were obtained by Shaban (2014) who conducted a study 

on “the Effect of Mobile Banking on Customer Satisfaction, the Case of NMB Dar es 

Salaam Zone”. The study revealed that almost all users of mobile banking services 

were presently fulfilled that it was competent and dependable. But, the bigger part of 

those not using the service suspected by the citing of security measures and 

reliability. 



64 

CHAPTER FIVE 

SUMMARY, CONCLUSION AND RECOMMENDATIONS 

5.0 Introduction 

In this chapter, general overview of the study is presented, conclusion and 

recommendations of the study with respect to each specific objective is made, and 

directions for future studies are recommended on how NCB should improve and 

maintain the customer‟s services given to customers through mobile banking on the 

transactional services, informational services and on the cost of services on mobile 

banking.  

5.1 Summary of the findings 

The study aimed at assessing the role of mobile banking services on customer 

satisfaction. The study had three specific objectives; firstly, to examine the role of 

mobile banking transaction on customer satisfaction. Secondly, to assess the role of 

mobile banking information services on customer satisfaction and, thirdly, to 

evaluate the role of mobile banking service cost on customer satisfaction. 

On the first specific objective, the study shows that convenient funds transfer had 

significant influence (β=3.174 and p-value=0.000) on customer satisfaction with 

odds ratio of 23.899. Also, bills payment was significant (β=2.684 and p-

value=0.001) on customer satisfaction with the fact that it increases the odds of 

customer satisfaction by a factor of 14.649. Likewise, funds withdrawal had a 

significant influence (β=3.632 and p-value=0.009) on customer satisfaction with 

odds ratio of 37.747. 

Regarding the second specific objective, it is observed that there is a positive 

significant relationship between bank balance inquiry and customer satisfaction 

(2.354 and a p-value of 0.000); this indicates that increase in bank account balance 

inquiry service could result to an increase of customer satisfaction odds by a factor of 

10.530. Bank statement request had a significant influence (β=1.587 and p-

value=0.033) on customer satisfaction with odds ratio of 4.887. Apart from that, 

cheque deposit inquiry was significant (β=0.211 and p-value=0.005) on customer 

satisfaction indicating a positive significant relationship between them; bank 

statement inquiry was also found to increase the odds of customer satisfaction by a 
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factor of 14.649. Similarly, receipts and payments confirmation had a significant 

influence on customer satisfaction (β=6.185 and p-value=0.002) with odds ratio of 

4.102.  

Moreover, on the third specific objective findings reveal that, three out of four 

indicators namely cost of deposit, cost of withdrawal and cost of payments is 

negative significant predictor of customer satisfaction. The three indicators had beta 

values of -0.228, -1.190 and -0.250 with p-values of 0.678, 0.306 and 0.703 

respectively. This indicates that increase in the cost of deposit, cost of withdrawal 

and cost of payments would result to decrease in customer satisfaction to the odds of 

0.796, 0.304 and 0.779 respectively. 

5.2 Conclusion 

From the fact that it has been established mobile banking transaction service and 

mobile banking information service have significant impact on customer satisfaction; 

the study concludes that there is a positive significant relationship between mobile 

banking information service and customer satisfaction. With this, customers are 

highly satisfied with the information services they receive through mobile banking 

service. The information service such as balance inquiry, bank statement and 

confirmation of banking transactions remotely, highly contribute to customer 

satisfaction. 

Mobile banking transaction service are found to have a positive impact on the 

customer satisfaction and therefore the study establishes that the transaction services 

provided (convenient funds transfer, bills payment, funds withdrawal) by mobile 

banking technology positively contributes to the level of customer satisfaction. It can 

also be established that there are convenient transaction services through mobile 

banking service and positively enhances the satisfaction of customers. 

From the fact that mobile banking service cost has been found to have a negative 

significant impact on customer satisfaction in the third specific objective, makes the 

study establish that, customers „are not satisfied (satisfaction is negatively affected) 

by the costs of services.  
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5.3 Recommendations 

5.3.1 Recommendations on Mobile Banking Transaction Service 

As seen from the findings that mobile banking transaction services influences 

customer satisfaction; it is strongly recommended by this study that more efforts 

should be made in making sure the mobile banking transaction services are enhanced 

in banks to meet the customers‟ expectations. More investment should be made in 

making sure that all challenges that attributes contributed to the customer‟s 

dissatisfaction associated with mobile banking services are minimized. Moreover, 

banks should make sure they review their mobile banking cost of transactions and 

maintain reasonable and minimum costs of mobile banking; this is due to the fact 

that it has been found that the cost of mobile banking service significantly and 

negatively influence the level of customer satisfaction. 

5.3.2 Recommendations on Mobile Banking Information Service 

From the findings that mobile banking information service influences customer 

satisfaction; commercial banks especially NCB (T) are argued to design and 

implement more information services such mobile international transfers and others. 

This would accommodate customers who frequently wire money transfers across 

countries and therefore increase their satisfaction. Consequently, the challenges for 

mobile banking information services (such as network problems) should be observed 

and dealt with so that customers enjoy the services perfectly. 

5.3.3 Recommendations on Mobile Banking Cost of Service 

With regard to costs of services, banks with mobile banking facility including NCBA 

(T) should review their costs of services to make sure they do not compromise with 

the level of satisfaction customers get. It should also be remembered that Tanzania 

has a good number of banks offering the same services (mobile banking), therefore 

having minimum and affordable costs of service could be a market advantage. 

5.4 Areas for Future Study 

Mobile banking involves three parties, the customer, the bank and the mobile 

network service providers such as TIGO, VODACOM, AIRTEL, ZANTEL and 

others. Therefore, the services are provided by two service providers, the bank and 

the mobile network service provider where by mobile network provides should 
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stabilize their network to be more accessible, convenience and more speed for 

provisions of the mobile banking services for the increase of usage. This study 

examined the role of mobile banking services on customer satisfaction by 

considering the banking side on the side of transactional services, information 

services and cost of the services. The study was limited only to NCBA due the 

financial constrain, time limited and transport challenges where by the researcher 

were not able to collect data from different banks other than NCBA bank only in Dar 

es salaam branches. There is more other mobile banking services that‟s adds 

customer satisfaction apart from transactional services, informational services and 

cost of services there is other more mobile banking service factors that were not 

discussed in this study. Also, the researcher recommended focusing on assessing the 

satisfaction of customers on the side of mobile network service providers.  

The study was conducted at NCBA as a case study, but, mobile banking is practiced 

by majority of the banks in Tanzania. Therefore, other future studies are 

recommended to focus on banks other than NCBA. 
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APPENDICES 

Appendix 1: Research Questionnaire 

Questionnaire to the customer of NCBA Bank 

Dear Respondent, 

Thank you for agreeing to participate in this research study. The major purpose of 

this study is to assess the role of mobile banking services on customer satisfaction; 

NCBA(T) as a Case study.  Your response will be treated only for this study. Please 

be free to respond to this questionnaire, in case of any questions, feel free to contact 

the researcher. 

Section A: Respondents Demographic Information 

Please circle the correct answer 

1. What is your Gender? 

a. Male  b. Female   

2. What is your age range? 

a. 18-27 years     b. 28-37 years     c. 38-47  d. 48 and Above   

3. What is your education level? 

a. No formal Education  b. Primary level c. Secondary level  

d. College level  e. University Degree and Above  

4. How long have you been a customer of Commercial Bank of Africa? 

a. Less than a year   b. 1 – 3 Years    c. 4 – 6 Years d.  7 years and above  

5. Are you a registered user of Mobile banking services? 

a. Yes b. No 
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Section B: Mobile Banking Services and Customer Satisfaction 

The following table has statements about mobile banking services and customer 

satisfaction. Rate your agreement with each of the statement by using the scale 

provided in the table below.  

Rank 1 = Very dissatisfied 2=Dissatisfied, 3= Fair 4=Satisfy and 5=Very satisfied  

N0 STATEMENTS VD D F S VS 

 TRANSACTION SERVICES      

1 Mobile banking offers convenient funds transfer services      

2 I normally pay my bills through mobile banking services      

3 I can remotely deposit money to my bank account via 

mobile banking 

     

4 I can easily withdraw money from my bank account 

though mobile banking services 

     

5 I use mobile banking services for saving money into my 

bank account 

     

 INFORMATION SERVICES      

6 I can inquire my bank account balance through mobile 

banking services 

     

7 I can request  

 and get my bank statement through mobile banking 
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services 

8 Through mobile banking services I can remotely deposit a 

cheque into my account 

     

9 I normally confirm receipts to and payments from my bank 

account through mobile banking services 

     

 COST OF SERVICES      

10 Mobile banking services charges a reasonable cost of 

deposit  

     

11 The cost of withdrawing money through mobile banking is 

minimum 

     

12 The bank charges reasonable cost for mobile banking 

information 

     

13 Making payments through mobile banking is cheaper      

 CUSTOMER SATISFACTION      

14 The bank has easily accessible mobile banking services      

15 The mobile banking services offered by NCBA are 

convenient 

     

16 Mobile banking services at NCBA offer high degree of 

privacy 

     

17 There is high degree of security when using mobile      
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banking services 

18 The mobile banking services offer speedy services      
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Appendix 2: Interview guide for NCBA Bank`s official 

1. Can you please tell the transaction services offered by your bank through mobile 

banking? 

2. What can you comment on the convenience of the mentioned mobile banking 

services? 

3. What are the information services offered by your bank through mobile banking 

services? 

4. How far are the services mentioned accessible to the registered customers of 

mobile banking services? 

5. How do you compare between the costs of the normal banking services to the 

cost of mobile banking services? Are the costs of mobile banking services 

affordable to the customers? 

6. What is your take on the level of satisfaction your customers get from mobile 

banking services? 

Probe: Accessibility, Convenience, Speedy, Security and Privacy 

7. In case the level of satisfaction is below expected, are there any measures the 

bank is instigating to increase the level of customer satisfaction? If yes, what are 

the measures? 

8. What are the challenges associated with the use of mobile banking services? 

9. What are the measures employed by the bank to curb the above-mentioned 

challenges? 
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Appendix 3: Research Clearance from the University of Dodoma  
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Appendix 4: Ethical Clearance from the University of Dodoma  
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Appendix 5: Research Clearance from NCBA  

 


