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This study sets out the influence of Mobile banking 

applications, service quality on customer satisfaction. It is 

focused on KCB Iwacu as a case of this study. The purpose 

of this study was to find out how mobile banking 

applications, service quality influence the satisfaction of 

customer with a view of improving commitment, loyalty, 

feedback, recommendations, and retention in KCB Iwacu. 

The study was guided by three specific objectives such as 

to: assess the relationship between mobile banking 

applications and customer satisfaction; examine the 

relationship between service quality and customer 

satisfaction; and study factor structure of mobile banking 

applications, service quality and customer satisfaction in 

KCB Iwacu. The research employed descriptive and 

correlational survey designs in its methodology and used 

quantitative research approach. Self-administered 

questionnaires were used to collect data from a sample size 

of 240 derived from a target population of 420 using 

Krejcie and Morgan (1970) formula. Simple random 

sampling and purposive sampling were used to select 

sample. From the findings, a positive relationship between 

mobile banking applications and customer satisfaction was 

found (r = 0.407, P-value < 0.01). Also, it indicates a 

significant positive relationship between service quality 

and customer satisfaction (r = 0.511, P-value < 0.01). Result 

shows (R= 0.707) in a combination of Mobile Banking 

Applications and Service quality while assessing the level to 

which they can predict customer satisfaction in KCB 

Burundi with particular reference to the KCB Iwacu mobile 

banking application. As conclusion, there is need for bank 

to acquire improved technologies/systems and hire tech-

savvy people, orient them on the Bank’s customer handling 

policy before assigning the tasks in order to optimally 

attain their goals. The study recommends KCB Bank to 

introduce easy to use mobile banking applications, create 

more KCB Iwacu outlets to improve coverage and train 

agents. 
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INTRODUCTION 
 
Improving access to financial services, such as savings, 
deposits, insurance and remittances, is vital to reducing 
poverty. Savings can help poor people to invest in 
productive assets like livestock, a loan may help to 
expand business activities, and insurance can provide 
income for a family if a breadwinner becomes sick.  

 
 
In many developing countries, however, 9 out of 10 
people do not have a bank account or access to basic 
financial services. Poor people are often not considered 
viable customers by the formal financial sector as their 
transaction sizes are small, and many live in remote 
areas beyond the reach of banks branch Banks. Informal  



 
 
 
 
banking services such as microfinance and village 
savings and loan associations remain limited in their 
reach. In order for banks to view the poor as viable 
customers, new ways of serving them profitably need to 
be explored. Extending branch Banks is often too 
expensive, but the development of appropriate 
technologies can provide one answer to this problem yet 
Consumers all over the world have become more quality 
conscious; hence there has been an increased customer 
demand for higher quality service. The access to their 
financial accounts remotely from mobile devices by 
customers is the provision of Banks in Burundi. This 
system multiplies the way to customer service (ATM 
machines, telephones, Internet and mobile phones). 
Worldwide, Applications are well integrated into day to 
day banking. It is paramount important to devise means 
for how a Bank will use technology in execution of its 
service/branch Bank extension tasks (Lai and Li, 2005). 
This makes the service/ branch Bank to be important to 
the Bank by blending in and giving the society the service 
it expects. However, the spread of technology use is not 
even in the society mostly in the developing countries like 
Burundi (Nkansah and Unwin, 2010). There are some 
regions in Burundi where the use of technology in 
everyday life is imperative like in the major urban areas. 
However, in other areas such as the remote regions, 
even the smallest communication gadget such as a 
pocket radio is rare. Ownership of computers, PDAs, and 
other communications gadgets is even worse while ability 
to interact with systems and applications is seldom-found 
(Ng’ang’a, 2015). This makes the reception and 
subsequent use of banking systems and services/ 
applications (SMS/ Internet/ ATM & Agent Banking) like 
KCB Iwacu the most important asset in the banking 
sector. Mobile Banking Applications are assessed using 
attributes like Access, Utility, Reliability and Efficiency. 

According to Lenis and Booms, (1983), service quality 
is a measure of how well the service level delivered 
matches customer expectations. Delivering quality 
service means conforming to customer expectations on a 
consistent basis. Thus, it is the evaluation of a service by 
the customer. Companies will be able to deliver services 
with higher quality level presumably resulting in increased 
customer satisfaction. Understanding service quality must 
involve acknowledging the characteristics of service 
which are intangibility, heterogeneity and inseparability 
(Zeithaml et al., 2013). However, the expectation of 
customers differs from one to another as long as it has 
different factors such as the experience that a customer 
has with the service/product. 

In this study, service quality can be defined as the 
difference between customer’s expectation for service 
performance prior to the service encounter and their 
perception of the service received. Customer’s 
expectation serves as a foundation for evaluating service 
quality because, quality is high when performance 
exceeds expectation and quality is low when performance  
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does not meet their expectation (Byarugaba, 2010). 
Expectation is viewed in service quality literature as 
desires or wants of customer i.e., what they feel a service 
provider should offer rather than would offer (Gounaris et 
al., 2010). Perceived service is the outcome of the 
customer’s view of the service dimensions, which are 
both technical and functional in nature. Service quality as 
perceived by the customer may differ from the quality of 
the service actually delivered (Awoke, 2015). Service 
quality has been defined in a number of ways but one of 
the most popular definitions is: “a comparison between 
the expected service and the perceived service” (Kassim 
and Abdullah, 2010). This definition is user-based and 
high quality of a service is achieved by consistently 
meeting or exceeding customer's expectations. In 
addition to this, the issue of provision of promised service 
in a timely, accurate and dependable manner needs 
highest priority (Byarugaba, 2010).  

The measurement of service quality should be done 
with the purpose to identify the gaps between 
expectations and perceptions or the shortfalls in 
customers’ perceptions of services’ performance. In this 
respect they developed the SERVQUAL model, an 
approach that supposes the measurement of 
expectations and perceptions on five dimensions as 
follows: Assurance, Empathy, Reliability, 
Responsiveness and Tangibles (Zeithaml et al., 2013). 
The SERVQUAL model is ‘probably the best-known, 
universal scale designed to measure the perceived 
service quality (Ghylin, 2008).  

Another model that has been proved valuable, although 
not applied at the same extent as SERVQUAL, is 
Technical/Functional Quality model. Technical quality 
refers to the outcome, to what is being offered while 
functional quality considers the way a service is provided 
(Negi, 2009). Ladhari, (2009) emphasizes that the 
consumer who has developed heightened perception of 
quality has become more demanding and less tolerant of 
assumed shortfalls in service quality and identify the 
intangible elements (inseparability, heterogeneity and 
perishability) of a service as the critical determinants of 
service quality perceived by a customer. It is very vital to 
note here that, service quality is not only assessed as the 
end results but also on how it is delivered during service 
process and its ultimate effect on consumer’s perceptions 
(Shahin, 2005). Because the characteristics of services 
are complex, the quality of services can also be 
complicated. When service providers understand how 
customers evaluate the service quality, they can also 
better control and manage the service quality (Gounaris 
et al., 2010). Various researchers have contributed to the 
identification of service quality dimensions, but the most 
publicized quality dimensions are the dimensions 
identified by Kassim and Abdullah, (2010).  

Earlier researches indicate that reliability positively and 
significantly affects customers’ perception of service 
quality of mobile telephone users  because  the  reliability  
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of a service has been established as the driver of mobile 
telephone service quality (Lee et al., 2008; Negi, 2009). 
The measurement of service quality took a major step 
forward during introduction of SERVQUAL, and 
SERVPERF (Seth et al., 2008).  An instrument that was 
developed as a means of measuring service quality in 
terms of customer expectations and organizational 
performance and was based on five generic service 
quality dimensions of reliability, assurance, tangibles, 
empathy and responsiveness (promptness). According to 
existing definitions and approaches, customer 
satisfaction can be analyzed as a general/overall 
judgment that a customer makes after consuming a 
product or a service.  Customer satisfaction is perceived 
as “psychological state (feeling) appearing after buying 
and consuming a product or service (Merouane, 2009). 
Thus, customer satisfaction reflects “a pleasure resulting 
to product’s consumption, including under or over 
fulfillment level” (Hayes, 2012).  Customer satisfaction is 
closely connected with a company’s success possibility 
now and in the future. It is acknowledged that with higher 
customer satisfaction level, a company could retain its 
customers maximally and sustain competitive advantages 
as well as build up customer retention and loyalty 
gradually in the long run (Kotler and Keller, 2006). Thus, 
customer satisfaction has increasingly gained attention 
from different business fields. An increasing number of 
companies regard customer satisfaction as a standard to 
measure the performance of products or services and an 
approach to retaining their customers. In brief, customer 
satisfaction is the customers’ feelings of pleasure or 
disappointment derived from the performance of a certain 
product or service related to individual expectations 
Kotler and Keller, (2006). Consumers have respective 
judgments on their purchase or consumption experience 
from a product or service. 

However, customer satisfaction can be affected by a 
customer’s consumption experience. Customer 
satisfaction usually occurs when customers’ experience 
confirm their expectations. For companies, customers are 
their priorities and valuable asset, reviewing customer 
satisfaction helps them to have an insight into both 
customers’ current and future needs and then improve 
their performance of products and services. Satisfying 
customers maximally is extremely important in today’s 
fiercely competitive and rapidly changing business 
environment (Hayes, 2012). Successful companies 
usually think highly of customer satisfaction and they try 
hard to fulfill customers’ needs and expectations with 
good performance of their products or service. The 
characteristics of customer satisfaction are presented 
clearly under the Kano model, which separates 
dissatisfaction, satisfaction and delight intelligibly in 
different situations. They are ‘Must be’, ‘More is better’ 
and ‘Delighters’ respectively (Jobber, 2010). Customer 
satisfaction is measured by commitment, loyalty, 
retention and recommendation of the service. 

 
 
 
 
Customer satisfaction is a competition and a tool, the 

competitive advantage received from customer 
satisfaction is hard to duplicate for other companies, 
especially if the company devotes more effort into their 
customer service than their competition. If the company’s 
personnel have outstanding personal chemistry, 
empathy, helpfulness and they can offer other pleasant 
gestures towards the customers, qualities that are hard to 
imitate for other companies (Hayes, 2012).  Customer 
satisfaction with a product or service is influenced 
significantly by the customer’s evaluation of product or 
service features, perceptions of product and service 
quality, and price. In addition, personal factors such as 
the customer’s mood or emotional state and situational 
factors such as family member opinions will also 
influence satisfaction (Zeithaml et al., 2013).  

Customer satisfaction is perceived to be an attitude 
customer form by making comparison in their pre-
purchase expectation to their subjective perceptions of 
actual performance (Oliver, 1980). Central to the 
satisfaction literature is the theory of disconfirmation 
which has been used extensively in marketing research 
to explain the subject matter of satisfaction. The theory 
posits that, satisfaction is established when the customer 
evaluates the gap between suppose performance and 
his/her cognitive standards such as wishes and 
expectation of the product or service delivered (McKinney 
et al., 2002; Liu and Khalifa, 2003). According to 
Robinson (2000), mobile banking applications ensure 
customer satisfaction as it extends financial services to 
customers outside the banking hall. Similarly, e-banking 
has provided banks with a large customer base as it has 
resulted in increased customer loyalty and satisfaction 
(Oumlil and Williams, 2000). However, even if there is 
evidence on the contribution of banking application on the 
satisfaction of customers, the lack of studies on mobile 
banking applications in Burundi is highlighted. Moreover, 
mobile banking applications in KCB Bank Burundi was 
not yet discussed. Service quality and customer 
satisfaction: Customer satisfaction and service quality are 
inter-related. The higher the service quality, the higher is 
the customer satisfaction. Many agree that in the banking 
sector, there are no recognized standard scales to 
measure the perceived quality of a bank service (Khan, 
2010). Thus, competitive advantage through high quality 
service is an increasingly important weapon to survive. 
As a process in time, service quality takes place before, 
and leads to overall customer satisfaction. Service quality 
has been found to be an important input to customer 
satisfaction. Cronin and Taylor originally hypothesized 
that satisfaction is an antecedent of service quality. They 
argued also that service quality appears as the only one 
of the service factors contributing to customers’ 
satisfaction judgments. Awoke, (2015) examined the 
effects of service quality on customer satisfaction in 
private banking sector by using two well-known 
measures, the SERVQUAL  and  the  technical/functional  



 
 
 
 

quality. They compared and contrasted empirically 
SERVQUAL and technical/functional quality model. They 
tried to compare the various dimensions of the two quality 
service models and their effects on satisfaction. They 
mentioned that customer satisfaction is a 
multidimensional construct, and that these dimensions 
will be differentially impacted by the various components 
of service quality. However, the scholars failed to find the 
relationship with statistical evidence. 

Wise and Ali, (2009) also argued that many banks 
wanted to invest in ATMs and other service extension 
features to reduce branch cost since customers prefer to 
use them instead of a branch to transact business. The 
financial impact of ATMs and other service extension 
features is a marginal increase in fee income 
substantially offset by the cost of significant increases in 
the number of customer transactions. The value 
proposition however, is a significant increase in the 
intangible item “customer satisfaction”. The increase 
translates into improved customer loyalties that result in 
higher customer retention and growing organization 
value. Mobile banking usage is a lower-cost delivery 
channel and a way to increase sales. Mobile banking 
applications/services have led to the increased retention 
of highly valued customer segments. 

On the basis of literature above, there is enough 
literature on the relationship between mobile banking 
applications, service quality and customer satisfaction. 
However, most of those studies done have been in 
various sector and the researcher did not come across 
one study done on mobile banking applications and 
customer satisfaction in Burundi.  

There is therefore a need to conduct such studies 
within the Burundian context, to assess the kind of 
relationship existing between mobile banking applications 
and customer satisfaction of Kenya commercial bank. 
Also, there is no statistical evidence among the 
relationship between those variables. So, this study will 
contribute to previous literature. In conclusion, the 
literature review has showed that, although empirical 
evidence appears to be limited. 

In Burundi, banks have been affected by non-
satisfactory mobile banking facilities; they are faced with 
the problem of increasing competition leading to fear of 
losing customers to competitors especially in an 
environment with numerous impeding factors with most 
banks having a limited branch bank. The introduction of 
KCB Iwacu came as a sigh of relief with many customers 
hoping for a faster and more accessible banking facilities, 
which to some extent has been achieved. However, the 
application has been undermined by an unreliable bank 
system which is quite many times off, the inadequacy of 
liquid cash to perform transactions at many KCB Iwacu 
transaction points as well as inconsistent working hours 
among the KCB Iwacu agents, just to mention. This is a 
big challenge to KCB’s position as one of the market 
leaders and therefore it needs urgent attention if the bank  
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is to salvage its customer base (Busingye, 2017).  

This study therefore seeks to look at what can be done 
to improve the mobile banking applications’ efficiency to 
boost service quality and eventually strengthen customer 
satisfaction with the bank’s products with specific 
emphasis on the bank’s KCB Iwacu. 
 
 
METHODOLOGY 
 
This study applied descriptive and correlational survey 
research design in order to collect data from the study 
samples. Data was collected using self-administered 
questionnaires from a sample size of 240 respondents 
obtained using Krejcie and Morgan (1970) formula. 
Simple random sampling and purposive sampling were 
used to select sample. In this study, both primary and 
secondary source were used.  Statistical package for the 
social sciences (SPSS) Version 20.0 was used to 
process and summarize information got from the 
questionnaires. The data was sorted, coded and fed into 
the SPSS software to generate various results. The data 
was then analyzed for descriptive statistics, that is, 
frequencies, percentages, mean and standard deviation. 
Using Pearson correlation coefficient of determination, 
inferential statistics like correlations were used to 
illustrate the existence of the relationship between 
variables (if any), while regression analysis was used to 
explain how the independent variables affected the 
dependent variable (Table 1).  The items/questions 
selected for the study were deemed relevant to the study 
variables since all content validity indices for all experts 
and Alpha coefficients were above 0.7. 
 
 
RESULTS AND DISCUSSION 
 
This section presents the respondents’ views on whether 
mobile banking applications, service quality has an 
influence on customer satisfaction in KCB Iwacu of KCB 
Bank Burundi. Table 2 shows a summary of participants’ 
responses.  
 
Mobile banking applications and customer 
satisfaction  
 
Table 2 shows a significant positive relationship between 
Mobile Banking Applications and Customer satisfaction (r 
= 0.407, P-value < 0.01) which implies that use of Mobile 
Banking Applications highly determines Customer 
satisfaction. The results in (Table 2) is in agreement with 
(Jannat and Ahmed, 2015; Hossain and Hossain, 2015).  
 
 
Service quality and customer satisfaction  
 
Table 2 shows a significant positive  relationship between 
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Table 1. Validity and reliability of the instrument variable. 
 

Variable Anchor Cronbach Alpha Coefficient CVR (Content Validity Ratio) 

Mobile banking applications 5 point 0.8444 0.8331 
Service quality 5 point 0.8320 0.8146 
Customer satisfaction 5 point 0.8188 0.7963 

 
 

Table 2. Pearson’s zero order correlation matrix. 
 

Correlations 

 
Mobile Banking 

Applications 
Service  
quality 

Customer 
Satisfaction 

Spearman's 
rho 

  Mobile Banking  
  Applications 

Correlation Coefficient 1.000 0.311 0.407 
Sig. (2-tailed)  0.057 0.109 

 Service quality 
Correlation Coefficient 0.311 1.000 0.511 
Sig. (2-tailed) 0.057 . 0.176 

 
Customer  
Satisfaction 

Correlation Coefficient 0.407 0.511 1.000 
Sig. (2-tailed) 0.109 0.176 . 

 
** Correlation is significant at the .01 level (2-tailed).  

 
 

Table 3a. Regression model for mobile banking applications, service quality and customer satisfaction. 
 

Model Summary 

Model R R Square Adjusted R Square Std. Error of the Estimate 

1 0.707
a
 0.610 0.468 3.01481 

 

a Predictors: (Constant), mobile banking applications, service quality 

 
 

Table 3b. Analysis of variance statistics of mobile banking applications, service quality and 
customer satisfaction. 
 

ANOVA
a
 

Model Sum of Squares df Mean Square F Sig. 

 Regression 98.500 2 49.250 2.766 .338
b
 

Residual 420.200 7 60.028   
Total 518.700 9    

 
a. Dependent variable: customer satisfaction 
b. Predictors: (Constant), mobile banking applications, service quality 

 
 

Table 3c. Coefficients of mobile banking applications, service quality and customer satisfaction. 
 

 Coefficients
a
 

Model  
Unstandardized 

Coefficients 
Standardized 
Coefficients t Sig. 

B Std. Error Beta 

 

(Constant) -13.469 118.623  -0.114 0.913 
Mobile Banking 
Applications 

0.179 0.340 0.388 0.255 0.495 

Service quality  0.150 0.293 0.302 0.312 0.544 
 

a. Dependent variable: customer satisfaction 

 
 
service quality and customer satisfaction (r = 0.511, P-
value < 0.01) which implies that high quality services 
leads to better Customer satisfaction. The results in the 
(Table 1) is in agreement with (Amiri and Faghani, 2012; 
Kahandawa and Wijayanayake, 2014). 

Regression analysis 
 
Regression analysis was used to examine the Mobile 
Banking Applications, Service quality and customer 
satisfaction. The (Tables 3 a, b and c) show the regression  
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Table 4. Factor analysis of mobile banking applications 
 

Variables 

A
c

c
e

s
s
 

R
e

li
a

b
il

it
y
 

E
ff

ic
ie

n
c
y
 

U
ti

li
ty

 

The Bank has enough KCB Iwacu outlets  0.838    
The Bank has high levels of Mobile banking access 0.813    
KCB ensures massive access to KCB Iwacu 0.790    
The KCB Iwacu application is reliable  0.816   
There are high opportunities in the use of KCB Iwacu  0.793   
There is high social value coming with the use of KCB Iwacu   0.760   
Efficiency can enable or hinder the use of KCB Iwacu   0.799  
The KCB Iwacu application is efficient   0.767  
Efficiency improves the provision of services in the Bank   0.745  
Using KCB Iwacu could improve bank performance in the Bank    0.748 
The technology is in line with our norms and practices    0.733 
The technology meets my intentions in quality of banking service    0.719 
Eigen Value 2.687 1.885 1.332 1.012 
Variance % 32.163 26.120 22.525 10.192 
Cumulative 32.163 58.283 80.808 91 

 
 
 
model for Mobile Banking Applications, Service quality 
and customer satisfaction. Table 3 show (R= 0.707) in a 
combination of Mobile Banking Applications and Service 
quality while assessing the level to which they can predict 
customer satisfaction in KCB Burundi with particular 
reference to the KCB Iwacu mobile banking application. 
These variables explained 61% of the variance of 
customer satisfaction (R

2
=0.610). The most influential 

predictor of customer satisfaction was mobile banking 
applications (β = 0.388, Sig 0.495) followed by Service 
quality (β = 0.302, Sig 0.544) which is less likely to 
influence customer satisfaction since it portrays a low 
value of significance in the model.  
 
 
The factor loadings of mobile banking applications, 
service quality and customer satisfaction of KCB 
Iwacu 
 
Table 4 shows the factor analysis results of mobile 
banking applications variables, four factors were 
extracted, component one (Access) explained 32.2%, 
followed by reliability with 26.1%, then efficiency with 
22.5% and lastly utility with 10.2%. table 5 shows the 
factor analysis results of  service quality variables, three 
factors were extracted, component one (responsiveness) 
explained 34.7%, followed by empathy with 22.6%, then 
assurance making with 19.5% and the last (tangibility of 
services) with 11.1% of the variance of service quality. 
Table 6 shows the factor analysis results of customer 
satisfaction variables, four factors were extracted, 
component one (commitment) explained 39.99%, 
followed by (Loyalty) with 20.92%, then (Retention) with 
14.6% and the last (recommendations) with 11.5% of the  

 
 
variance of customer satisfaction. Table 7 shows a 
statistically significant difference between gender groups 
and how likely mobile banking applications would 
influence customer satisfaction as evidenced by the 
result (0.265); Age group of the respondents had a 
statistical significant difference how likely mobile banking 
applications would influence customer satisfaction at 
values (0.486). Marital status at values (0.372); the 
numbers of children amongst the respondents is (0.671). 
It further indicates a statistically significant difference 
between levels of education of the respondents how likely 
mobile banking applications would influence customer 
satisfaction as evidenced by the result (0.504). Lastly, it 
indicates a statistically significant difference between 
Working experience intervals of the respondents how 
likely Mobile Banking Applications would influence 
customer satisfaction at values (0.531). Table 8 shows a 
statistically significant difference between Gender groups 
and how likely Service quality would influence Customer 
satisfaction as evidenced by the result (0.354); Age 
Group of the respondents had a statistical significant 
difference how likely Service quality would influence 
customer satisfaction at values (0.170). Marital status 
values is (0.226); the numbers of children amongst the 
respondents at (0.639). It further indicates a statistically 
significant difference between Levels of education of the 
respondents how likely Service quality would influence 
Customer satisfaction as evidenced by the result (0.498). 
Lastly, it indicates a statistically significant difference 
between Working experience intervals of the respondents 
how likely Service quality would influence customer 
satisfaction at values (0.403). Table 9 shows a 
statistically significant difference between gender groups 
and how likely they would influence customer satisfaction 
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Table 5. Factor analysis of service quality 
 

Variables 

R
e
s
p

o
n

s
iv

e
n

e
s
s
 

E
m

p
a
th

y
 

A
s
s
u

ra
n

c
e
 

T
a
n

g
ib

il
it

y
 

o
f 

 s
e
rv

ic
e
s
 

The services from KCB Bank are received on time 0.824    
KCB Bank tries to address complaints in time  0.800    
KCB Bank is helpful to the customers 0.777    
KCB Bank staff provide personal care to the customers  0.782   
KCB Bank understands customer’s specific needs  0.754   
KCB Bank staff provide all information that is needed by customers  0.722   
Complaints are received with a positive attitude in KCB Bank   0.741  
The behavior of employees in KCB Bank instills confidence in a customer   0.719  
I feel safe when transacting with KCB Bank    0.703  
KCB Bank staff are always well dressed and appear neat to do business    0.716 
KCB Bank’s mobile applications are well-designed for the customer    0.695 
Customers are attracted by the ambiance of the customer care centers of KCB 
Bank 

   0.662 

Eigen Value 2.430 1.785 1.420 1.036 
Variance % 34.747 22.613 19.506 11.134 
Cumulative 34.747 57.360 76.866 88 

 
 

Table 6. Factor analysis of customer satisfaction. 
 
Variables  

C
o

m
m

it
m

e
n

t 

L
o

y
a

lt
y
 

R
e

te
n

ti
o

n
 

R
e

c
o

m
m

e
n

d
a

ti
o

n
s
 

There is mutual communication between KCB Bank’s staff and its customers. 0.763    
KCB Iwacu services can easily be accessed anywhere in the market. 0.749    
KCB Bank is committed to serve its customers at all times. 0.732    
Customers can also convince other people to join KCB Bank  0.750   
I feel I cannot change from KCB Bank  0.729   
I cannot subscribe to any other bank in Burundi  0.706   
Quality controls are put in place in order to avoid unsatisfactory mobile 
applications 

 
 

0.714 
 

Mobile banking applications are designed according to the set standards   0.684  
Research is done in order to know the customer’s needs so that they can be 
satisfied 

 
 

0.658 
 

Customers are encouraged to post their views on a forum or product review site 
in order to attract other customers 

 
  

0.688 

KCB Bank is able to increase in its customer base and production each year     0.641 
I subscribe to KCB Bank because of people’s  recommendations based on 
quality of their products 

 
  

0.619 

Eigen Value 2.088 1.697 1.419 1.022 
Variance % 39.990 20.919 14.598 11.493 
Cumulative 39.990 60.909 75.507 87 

 

as evidenced by the result (0.518); Age Group of  
respondents had a statistical significant difference of 
(0.527). Marital status values is (0.294); the number of 
biological children amongst the respondents at (0.501). It 
further indicates a statistically significant difference 

between Levels of education of the respondents how 
likely they would influence customer satisfaction as 
evidenced by the result (0.573). Lastly, it indicates a 
statistically significant difference between working 
experience intervals of the respondents how   likely   they 
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Table 7. Analysis of variance for mobile banking applications. 

 
Mobile Banking Applications Sum of Squares Df Mean Square F Sig. 

Gender 
Between Groups 1895.900 7 270.843 3.104 0.265 
Within Groups 174.500 2 87.250   
Total 2070.400 9    

Age Group 
Between Groups 965.600 7 137.943 1.362 0.486 
Within Groups 202.500 2 101.250   
Total 1168.100 9    

Marital Status 
Between Groups 1493.600 7 213.371 2.008 0.372 
Within Groups 212.500 2 106.250   
Total 1706.100 9    

Number of Biological 
Between Groups 611.900 7 87.414 0.763 0.671 
Within Groups 229.000 2 114.500   
Total 840.900 9    

Level of Education 
Between Groups 1238.400 7 176.914 1.289 0.504 
Within Groups 274.500 2 137.250   
Total 1512.900 9    

Number of Years 
Between Groups 520.400 7 74.343 0.250 0.531 
Within Groups 594.500 2 297.250   
Total 1114.900 9    

 
 

Table 8. Analysis of Variance for Service quality. 

 

Service quality   Sum of Squares Df Mean Square F Sig. 

Gender 
Between Groups 2037.900 7 291.129 17.916 0.354 
Within Groups 32.500 2 16.250   
Total 2070.400 9    

Age Group 
Between Groups 1107.600 7 158.229 5.231 0.170 
Within Groups 60.500 2 30.250   
Total 1168.100 9    

Marital Status 
Between Groups 1585.600 7 226.514 3.760 0.226 
Within Groups 120.500 2 60.250   
Total 1706.100 9    

Number of Biological 
Between Groups 628.400 7 89.771 0.845 0.639 
Within Groups 212.500 2 106.250   
Total 840.900 9    

Level of Education 
Between Groups 1242.400 7 177.486 1.312 0.498 
Within Groups 270.500 2 135.250   
Total 1512.900 9    

Number of Years 
Between Groups 961.900 7 137.414 1.796 0.403 
Within Groups 153.000 2 76.500   
Total 1114.900 9    

 
 

Table 9. Analysis of variance for customer satisfaction. 

 

Customer satisfaction  Sum of  
Squares 

Df Mean Square F Sig. 

Gender 
Between Groups 1870.400 8 233.800 1.169 0.518 
Within Groups 200.000 1 200.000   
Total 2070.400 9    

Age Group 
Between Groups 1055.600 8 131.950 1.173 0.527 
Within Groups 112.500 1 112.500   
Total 1168.100 9    

Marital Status 
Between Groups 1674.100 8 209.263 6.539 0.294 
Within Groups 32.000 1 32.000   
Total 1706.100 9    

Number of Biological 
Between Groups 728.400 8 91.050 0.809 0.501 
Within Groups 112.500 1 112.500   
Total 840.900 9    
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Table 9. Contd. 

 

Level of Education 
Between Groups 790.900 8 98.862 0.137 0.573 
Within Groups 722.000 1 722.000   
Total 1512.900 9    

Number of Years 
Between Groups 914.900 8 114.362 0.572 0.477 
Within Groups 200.000 1 200.000   
Total 1114.900 9    

 
 
would influence customer satisfaction at values (0.477).  
 

 
Conclusion 
 
The study established that in general terms variables 
including mobile banking applications and Service quality 
play a big role in any Bank’s customer satisfaction.  
Findings show that there is need for banks to acquire 
improved technologies/systems and hire tech-savvy 
people, orient them on the Bank’s customer handling 
policy before assigning them tasks in order to optimally 
attain their goals. The challenge however, is that the use 
of mobile banking applications has previously not been 
given a priority yet it heavily impacts customer 
satisfaction of Banks. Therefore owners and managers of 
KCB Bank should endeavor to create a solid mobile 
banking application usage culture with a backdrop of 
customers’ needs especially those that have been proven 
to greatly provide service quality as this is vital for 
customer satisfaction which immensely determines the 
bank’s entire public image. 
 
Recommendations 
 
The following recommendations are put forward based on 
the results of the study. 
 
(i) KCB should create and introduce easy to use mobile 
banking applications; work on the parent system that 
serves all the KCB Iwacu agents to solve the network 
problem. 
(ii) KCB should create more KCB Iwacu outlets to 
improve coverage; provide more training to the agents 
and if possible, also sensitize customers on what tasks a 
KCB Iwacu agent can perform, clearly differentiating 
them from those that can only be conducted in a banking 
hall. 
(iii) KCB should start involving its customers at the 
development phase of banking applications in order to 
know their exact needs, language preferences as well as 
their opinion since the applications are primarily designed 
for them; Service standards should be set at every level 
and individual requirements communicated. 
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