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ABSTRACT 

This research entitled, effects of mobile Technology services on customer‟s satisfaction of  

banking sector in Rwanda, mobile technology as the use of information and communication in 

banks helps customers using their facilities without any need for physical presence in banks. The 

problem statement is about resistance to change of customers.  The study was guided by the 

objectives which are, to examine the effect mobile technology on customer satisfaction in equity 

bank Rwanda limited, to assess the effect of ATM on customer satisfaction in equity bank 

Rwanda limited, to establish the agency banking on customer satisfaction in Equity Bank-

Rwanda. The researcher applied descriptive analysis using the fact that a descriptive research 

design is used to describe the data and characteristic about what is being studied. The sample after 

using Slovene‟s formula comprises of 90 respondents from 117 potential respondents.  To make 

this research successful, the data collected included both primary and secondary data. The 

primary data obtained by the use of questionnaires while the secondary data obtained from the 

documented materials. For data analysis SPSS (Statistical Package for Social Sciences), version 

16 was used. As the analysis method, the researcher used descriptive statistics (frequencies, tables 

and percentages). The findings show that ATM contribute on customer satisfaction in equity bank 

-Rwanda limited has average mean is 1.8333 which is moderate and needs to be improved, The 

findings show that agency banking affect customer satisfaction in Equity Bank-Rwanda has 

average mean is 1.9527 which is moderate and needs to be improved. The researcher concluded 

by saying that there is insufficient in offering guidelines to the customer on how to use mobile 

technology through trainings; Equity Bank doesn‟t take too seriously the customer service unit, 

and this can help in managing the systems‟ capacity and in turn address the problem of 

transaction delays and improve customer service.  The researcher recommended by saying that 

Mobile banking operators should   train the customers about the usage of mobile technology. 
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CHAPTER ONE 

GENERAL INTRODUCTION 

According ito iGeorge iand iShoemaker i(2002), imobile itechnology iis iamongst ithe iemerging 

itechnologies, iwhich ihas ithe ipotential ito iremake ientire iindustries iand iabsolute iestablished 

istrategies. iMobile itechnology ias ithe iuse iof iinformation iand icommunication iin ibanks 

iprovide icustomers iusing itheir ifacilities iwithout iany ineed ifor iphysical ipresence iin ibranch 

ibanking ioperations i(Ghasemi, i2012). 

This iresearch illustrates the  effects of mobile Technology services on customer‟s satisfaction of  

banking sector in Rwanda iespecially iin iEquity iBank iof iRwanda. 

1.1 Background of the study 

Banking iis ione iof ithe iindustries iin iwhich ialmost iall iday ito iday iactivities iare ibeing 

iconducted iusing iInformation iand iCommunication iTechnologies. iTo icompete iwith iother 

ibanks iand ifinancial iinstitutions, iManagers iof ibanks ifocus ion iimproving iand iinnovating 

icustomers‟ irelationship imanagement istrategies iby iintroducing inew itechnologies, iby 

irenewing iteller imachines, ietc. iEfficiency iof ia ibank iwas idepending istrongly ion ithe 

inumber iof iits icustomers iand ithe ieffectiveness iof ithe iservices iprovided ito imeet itheir 

iexpectations i(Qureshi, i2007). i 

Over ithe ipast iyears, iadvancement iin iinformation itechnology ihas ichanged ithe iway 

iorganizations ioperate iand iconduct itheir ibusiness i(Al-Jabir, i2012). iTechnological 

iadvancement ihas ibrought iabout ithe ievolution iof im-banking iand ionline ibanking iin ithe 

ibanking iindustry iwhich ihas irevolutionized ithe imanner iin iwhich icommercial ibanks iand 

iother ifinancial iinstitutions iconduct itheir ibusiness. iInternet iand imobile itechnology ihad inot 

ionly imade ifinancial iorganization iprovide ibanking iservices ionline iand ivia imobile 

iplatforms ibut ihas ialso iprovided icustomer iwith ieasy iaccess ito ifinancial iservices iand 

iother ibenefits. iMobile technology services iinvolves ithe iuse iof imobile iphone ifor isettlement 

iof ifinancial itransactions. iIt isupports iperson ito iperson itransfers iwith iimmediate 

iavailability iof ifunds ifor ithe ibeneficiary. iMobile ipayments iuse ithe icard iinfrastructure ifor 

imovement iof ipayment iinstructions ias iwell ias isecure iShort iMessage iService i(SMS) 

imessaging ifor iconfirmation iof ireceipt ito ithe ibeneficiary. iMobile itechnology iis imeant ifor 

ilow ivalue itransactions iwhere ispeed iof icompleting ithe itransaction iis ia ikey. iThe iservices
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icovered iunder ithis iproduct iinclude iaccount ienquiry, ifunds itransfer, irecharge iphones, 

ichanging iof ipasswords iand ibill ipayment iwhich iare ioffered iby ifew iinstitution i(Anyasi 

iand iOtubu, i2009). iMobile itechnology iis ithe iprovision ior ian iailment iof ibanking iservices 

iwith ithe ihelp iof imobile idevices. iIn iRwanda, ithe iadvent iof iM-banking iwas ifostered iby 

icompetition ifrom itelecommunication iproviders isuch ias iMTN iMobile iMoney iServices, 

iTIGO iCash iServices iand iAirtel iMoney iServices. iThe iservices iprovided, ifacilitated ithe 

iyouth iand iother icustomers ito ideposit imoney iinto itheir iaccount, itransfer imoney ito iother 

iusers, ifor iinstance, isellers iof igoods iand iservices, irelatives iand ifriends. iHence, ithis imade 

iconvenient ienough ifor ithe iyouth ito iinitiate ias iwell ias iimprove itheir iown ibusinesses. i 

Banking iindustry ihas iwitnessed iadvancement iin itechnology iand ithe iadoption iof imobile 

itechnology iservice iis ione iof ithese ias iit iaffects ibanking ioperations i(Adewoye, i2013). 

iWith ithe iadoption iof iSelf-Service itechnologies, ie-banking isystem ihas icontinued ito 

iservice ithe ipopulace, iin iwhich imobile itechnology iis ione iof ithem. iMoreover, ithe ibanking 

iindustry ihad ito iembrace imobile ibanking iin imeeting icustomer idemands. iProviding 

ibanking ithrough imobile ihas iproved ifruitful iin iterms iof icost icontrol iby iemploying 

iautomated iways iof itransacting iother ithan ithe itraditional imethod iof ilabor iintensive 

ileading ito ihigher iproductivity iand iprofitability i(Mutua, i2010). iMobile technology 

technology isystem iprovides iseveral iadvantages ifor iboth ibanks iand icustomers. iFirst, 

imobile itechnology iremoves igeographical ilimitation ito icustomers iand itherefore ibringing 

iconvenience iin iespecially iremote iand irural iareas i(Kweyu i& iNgare, i2010). iMobile 

technology servicesteoffers imillions iof ipeople ithe iopportunity iof ian ielectronic iservice ito 

iget ithe iaccess ito ithe imanagement iof itheir iaccount itransaction iwithout ispending itime iand 

imoney. iSecond, mobile technology servicesialso iprovides iefficient icash imanagement iand 

isecurity iof icash. iThird, imobile ibanking ican imake ibasic ifinancial iservices imore 

iaccessible ito ibusiness idoers iby iminimizing itime iand idistance ito iretail ibank ibranches 

i(Adewoye, i2013).Mobile iBanking isystem iis ia itype iof im-commerce iservice iwhich iallows 

iconsumers ito ideliver iand ireceive iservices ithrough itheir imobile idevices. iIt iprovides 

ibanking iand ifinancial iservices iwith ithe ihelp iof imobile itelecommunication idevices iand 

iinvolves iinteraction ibetween ithe iconsumer iand iservice iprovider i(Donner iand iTellez, 

i2008). iMobile itechnology isystem iprovides idifferent iservices, iincluding iaccount ibalance 

ichecks, iaccount itransactions i(deposits imoney, iwithdrawing imoney iand imoney itransfers), 

imobile iairtime ipurchase, ibill ipayments iand icredit iapplications ivia ia imobile idevice ior 
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iPersonal iDigital iAssistant i(PDA).Positive igains ifor iconsumers isuch ias icost ieffectiveness, 

ipersonalisation iand iconvenience ihas icontributed ito ithe iincreased iadoption iof imobile 

itechnology iover itraditional ibanking imethods i(Mbiti iand iWeil, i2011). i 

 

Mobile itechnology service iis ian iinnovative iapplication ion ithe imobile iphone iplatform ithat 

iallows ia iperson ito iinitiate ia itransaction iand imake ipayments iby iusing ia imobile iphone 

iand iits irapid iadoption iis iattributed ito ihigh ipenetration irate iof imobile iphones iin itheir 

imarket. iMobile iphones ican isubstitute ifor itravel, iallow iquicker iand ieasier iaccess ito 

iinformation ion iprices, ienable itraders ito ireach iwider imarkets, iboost ientrepreneurship iand 

igenerally imakes iit ieasier ito ido ibusiness iactivities i(Wishart, i2006). iMobile iphones ihave 

ibecome idevices ifor ipaying imerchants, ireceiving itime isensitive iinformation isuch ias istock 

iquotes iand iaid iin icritical ibusiness iprocesses iin imany icountries i(Deans, i2005). iMobile 

itechnology iservices ioffer isecure iand iconvenient imeans ifor ibanked iand iunbanked iyoung 

ipeople ito isend iand ireceive imoney iwith imobile iphones iat ihome iand iabroad; ianywhere 

iat iany itime i(Sadia, i2013).Further, ithe iMobile itechnology iis iviewed ias itool ifor 

irevolutionizing iyouth ibusiness ipractices, ihence, iempowering iyouth ibusiness icommunity iin 

ione iway ior ianother. iSeveral ireasons ifor iusing imobile itechnology iin ibusinesses ihave 

icontributed ito ithe istate iincluding ieasier, iconvenience iand imore iaffordable iways iof 

isaving, iwithdrawing, ireceiving iand isending imoney, ibalance ienquiries, ipayment iof 

idifferent ibills i(Must,2010). iHowever, ithere iare iseveral iissues iincluding ilack iof iadequate 

ilegal iframework, isecurity iand iprivacy iof imobile itransactions iwhich itend ito ihamper ithe 

icontinued iprogress iof ideveloping ithis isophisticated imobile ibanking iapplication. iMobile 

itechnology iis iused ito iraise iefficiency iand iboost ibusiness igrowth ithrough icheap, iefficient 

iand ireliable imoney iservice isupport isystems ithat ireduce ithe ineed ifor icash itransaction iand 

ithe irisks iassociated i(Higgins, i2012). iHowever, ibefore ithe iadvent iof iMobile itechnology, 

iyoung ibusiness ipeople iand iothers iwere iusing ipaper imoney iwhich iis iassociated iwith 

imany iproblems isuch ias ifake icurrencies, isecurity iproblems iand itime isaving iwas ivery 

ilow. iNowadays, ithrough imobile itechnology, iyoung ibusiness ipeople ican ipay ibills, imake 

ipurchases, itransfer imoney ito iothers iand iwithdraw imoney iusing itheir imobile iphones 

ianytime iand ianywhere iand ithis iquickens itheir ibusiness iprocesses. iMoreover, iyoung 

ibusiness idoers iin ithe iremote iareas ican idirectly itransfer itheir imoney ito itheir isuppliers 

iwithout igoing ito ithe ibank i(Lawack, i2013). iThis ishows ithat imobile ibanking iservices 
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ihelp iyoung ibusiness idoers ito iaccess iusefully ilarge iamount iof imoney, iwhich imay ienable 

ithem ito iget iout iof ipoverty iand ireduce ivulnerability ithrough iinvestment iin iincome 

igenerating iactivities ior iasset icreation. i 

In ispite iof ithe igrowing iimportance iattached ito imobile ibanking isystem, isome iyoung 

ibusiness idoers imeet isome ichallenges iof inot iknowing ihow iit iis iused iand isome iof ithem 

iclaimed ion iservices idelaying, iwaiting ia ilong itime ito iaccess iservices idue ito iinternet 

iproblems iand icertain iservices iare inot ifound ithrough imobile ibanking isystem, ion ithe 

iother ihand isecurity iand itrust iare iother ichallenges iassociated iwith imobile itechnology iuse 

isince ithere iis ia ipossibility ithat ithe imoney ideposited ithrough imobile ibanking isystem imay 

ibe istolen ithrough ihacking iof ithe ipassword i(Anyasi i& iOtubu, i2009). i 

 

Several istudies ihave ibeen icarried iout irelating ito iissues iin ithe iwider icontext iof iMobile 

itechnology i(Balachandher, i2000; iSuganthi, i2001; iPadachi, i2008), iparticularly iin irelation 

ito ithe irationales iand ibenefits iof imobile itechnology, icustomer iloyalty iand iservice iquality. 

iKenyan ibanks ihave iexponentially iembraced ithe iuse iof iinformation iand icommunication 

itechnologies iin itheir iservice iprovision. iThey ihave iinvested ihuge iamounts iof imoney iin 

iimplementing ithe iself iand ivirtual ibanking iservices iwith ithe iobjective iof iimproving ithe 

iquality iof icustomer iservice. iE-banking ivaries iamongst iresearchers ipartially ibecause 

ielectronic ibanking irefers ito iseveral itypes iof iservices ithrough iwhich ia ibank icustomer ican 

irequest iinformation iand icarry iout imost iretail ibanking iservices ivia icomputer, itelevision 

ior imobile iphone i(Daniel i1999; iSathye, i1999). iBurr i(1996) idescribes ionline ibanking ias 

ian ielectronic iconnection ibetween ithe ibank iand icustomer ito iprepare, imanage iand icontrol 

ifinancial itransactions. iOn ithe iother ihand, iLeow, iHock iBee i(1999) istate ithat ithe iterms 

iPC ibanking, ionline ibanking, iinternet ibanking, itelephone ibanking ior imobile ibanking irefer 

ito iseveral iways iin iwhich icustomer ican iaccess itheir ibanks iwithout ihaving ito ibe 

iphysically ipresent iat ithe ibank ibranch. i(Balachandher, i2000) 

 

The idevelopment iof imobile itechnology iservices iis iexpected ito idecongest ibanking ihalls 

iand ireduce ithe iincidences iof ilong iqueues iin ibanking ihalls. iDigital–based ifinancial 

iservices ihave imade ia isignificant icontribution iin icovering ithe icost iof ioffering ifinancial 

iservices. i 
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The ibanking iindustry iin iRwanda ihas ibeen imetamorphosing iinto ivitality iover ithe iyears, 

ithanks ito iproduct iinnovations, itechnology iadvancements iand ia igood istock iof iknowledge 

itransfer ifrom iregional ito iinternational iprofessional ipersonnel iin ithe isector. iAssets ihave 

igrown ifrom iRwf i24.6billion iin i2006 ito iRwf i482.7billion iin i2015. iAccording ito ithe 

iNational iBank iof iRwanda i2013-2014 ifinancial istability ireport, ias iof iJune i2014, 

icommercial ibanks icontinued ito idominate ithe ibanking isector iwith ia iproportion iof i81.2% 

iof itotal ibanking isystem‟s iassets iwhile ispecialized ibanks i(microfinance, idevelopment iand 

icooperative ibanks) iaccount ifor i18.8% iof itotal ibanking iassets. iThe ibanking isector ihas 

iremained iresilient iand iparticularly iin iRwanda, ithe ifinancial isector ihas ibeen igrowing iby 

iabout ithree itimes imultiple ithe iGross iDomestic iProduct i(GDP). iGiven ithat iGDP ihas 

ibeen igrowing iat iabout i7%, iit iis isafe ito isay ithat ithe ibanking isector ihas igrown iat 

iaround i20%. iIt iis ieasy ito isee ithe ilinkage ibetween ieconomic iactivities iand ibanking 

ibecause ithey iboth idrive ieach iother idepending ion iwhich iway iyou ilook iat iit. iOn ione 

ipart, ilending ito ithe iprivate isector icreates iproduction, igrowth iand iturnover iwhich iwork 

ibackwards iin ithe ibanking isector. iSo, iwe ican italk iabout ia ivery istable iand igrowing 

isector ithat iis ifairly ifacilitating ithe ieconomic igrowth iwe iare iseeing itoday. i(Adewoye, iJ., 

i2013). 

 iIn iterms iof istability iin iinterest irates, ithe ipublic iwants ito isee ithem igo idown. iThere iis 

ihowever inotable istability iand iless ivolatility, imaking ipredictability imore iapparent. iThe 

ibig ioperational ichanges ithat ihave ihappened iin ithe ipast iyear ihave ibeen ientry iof inew 

iplayers isuch iAtlas iMara ibuying iBanque iPopulaire idu iRwanda i(BPR) iand iDevelopment 

iBank iof iRwanda, icommercial ibranch i(BRD) iand iBank iof iAfrica iwhich iis icoming iin 

ithrough iAgaseke iBank iwhich iall ipoint ito ia ichanging ibanking ilandscape. iThe iChairman 

iRwanda iBankers‟ iAssociation i(RBA) iMaurice iToroitich isays idespite ithe inew ichanges, 

ithe idominance iof ibig ibanks iremains ia ichallenge. i“There‟s ia isituation iwhere ithe itop 

ithree ibanks i(Bank iof iKigali, iBRD iand iBPR) istill ihave ia ishare iof ialmost i60% iof ithe 

imarket. iSo, iit‟s ihoped ithat ias iconsolidation itakes ishape, ithe igap ibetween ithe ibig ibanks 

iand ismall ibanks inarrows idown ito icreate ia icompetitive iand ian ieven iplaying ifield ifor 

icustomers ito iaccess ifunding ion ia imuch ilarger iscale,” ihe isays. 
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 iOn ithe iinnovation ifront, imobile ibanking ihas ibeen ia ibig iintervention idriven iby ithe 

idevelopments iof imobile ibanking isolutions ithat iTelecoms iare iadvancing ilike ipartnerships. 

iMany ibanks ihave iupgraded itheir ibanking iplatforms ito ibe iable ito ido imore itransactions 

ithrough imobile iphones iwhich iis igiving igive irise ito ibranchless ibanking. iMost ibanks iare 

inow iprofitable iwhich iis isomething ivery igood iespecially iwhen iyou ilook iat ithe ifact ithat 

inon-performing iloans ihave istarted ito ireduce; ithis ihas icontributed ito ibetter iperformance 

iof ibanks. iHowever, ithere‟s istill ia ichallenge iof icyber iand ifraud icases isuch ias icheque 

ifraud, imobile imoney ifraud-related iwith itelecoms, ibecoming ia ibig irisk ias iwe ibuild 

ibusinesses irelying ion itechnology. iGoi, i(2005) 

About inew iproducts, iRBA iis iabout icompleted icheque itruncation isystem iprocess iwhere 

ibanks ino ilonger iexchange iphysical icheque iinstrument. iBut iinstead, idoing iclearing ion ian 

ielectronic ibasis iwith iautomated ipayments iin ithe isystem, ireducing ithe iusage iof icash iin 

ithe ieconomy iand ilikely iconsequences iimproved iliquidity, iimproved iefficiency iand 

iultimately iwas ireduce ithe icost iof iborrowing iin ithe imarket. 

This iresearch iaims iare iassessing the effects of mobile Technology services on customer‟s 

satisfaction of  banking sector in Rwanda. iThe iresearcher iianalyzed ithe imobile itechnology 

services  iused iby iEquity iBank iof iRwanda ihow i it‟s iadoption i icontributed ito itheir 

icustomer‟s satisfaction   

1.2 Statement of the Problem  

Customer expectations are unique because individual constructs, prior to a service, are influenced 

by customer‟s evaluation of service performance and customer satisfaction. Equity bank has made 

a tremendous investment in the mobile technology but the bank is still being faced by poor quality 

of service caused by long queues found in their branches due to their customers who resisted to 

change, they still need to use the usual way of deposing and withdrawing money at the teller 

counters .This has led many customers to complain about the service of the bank. 

Sims (2009) conducted a research on customer waiting and found that more than 30 percent of the 

people who visit a business for service expect instant attention ignoring the fact that they may 

wait to be served Kumar, Kalwani and Dada (1997) state that customers often have to wait during 

the process of acquiring and consuming many products and services. Aborampah (2010) 

compared customer's perceptions regarding the quality of banks services in Ghana and Spain and 
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found that banks should make conscious efforts to be reliable in Ghana and Spain so that 

customers' confidence and trust will increase. In the study of Bank customer retention in 

Newzeland, David & Christopher (2006) results suggested that the most important constructs 

were customer satisfaction, followed by 8 corporate image and switching barriers Karen & Blaire 

(1989),in their study on improving customer satisfaction through management of perceptions of 

waiting concluded that, as perceptions of waiting time increases customer satisfaction tends to 

decrease. However extensive study has been done on Kenyan banking industry.Dick (2003) in lus 

study on effects of information communication technology on customer satisfaction in Kenyan 

banks, found that information communication technology adoption by banks and customers usage 

of the ICT products results to enhanced customer satisfaction.Kinuthia(201 I) studied factors 

influencing effective use of automated teller machines by bank customers in Voi.In his study he 

found that, the number of machines should be increased. Proper lighting and additional security 

be provided to increase the use of the ATM machines. Card retention should also be minimized if 

not eliminated all together and the retrieval time reduced.Wambui (2011) studied the relationship 

between employee benefits and customer satisfaction: Commercial banks in Murang'a 

Municipality. Imbuga (2005) did a study on the determinants of customer satisfaction, Mathenge 

(2005) did a general study on the area of customer satisfaction and Murekio (2010) did a study on 

customer satisfaction with a focus on revenue generation. There is no research known to me that 

has been done on waiting lines management and customer satisfaction in Kenyan banking 

industry. 

1.3 Objectives iof ithe istudy i i 

The ipurpose iof ithis istudy iwas ito iestablish the  effects of mobile Technology services on 

customer‟s satisfaction of  banking sector in Rwanda iespecially iin iEquity iBank. 

 

The study was guided by the following specific objectives: 

     1. To examine the level of satisfaction for ATM users. 

     2. To examine the level of satisfaction with agency banking. 

     3.   To Establish customer satisfaction with the ATM,agency banking and mobile transaction. 
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1.4 iResearch iquestions 

1. What iis ithe icontribution iof iATM ion icustomer isatisfaction iin iequity ibank iRwanda 

ilimited? 

2. How iAgency iBanking iaffect icustomer‟s satisfaction iin iEquity iBank-Rwanda? 

3. What iis ithe effects of mobile Technology services on customer‟s satisfaction of  banking 

sector in iequity ibank iRwanda ilimited? i 

 

Hypothesis i 

H0: iThere iis ino isignificant irelationship ibetween iMobile iTechnology services iand 

iCustomer satisfaction  iin iEquity iBank-Rwanda. 

 1.5 iJustification iof ithe istudy 

The ifindings iof ithis istudy iwill ibe ibeneficial ito ithe iacademicians iand iresearchers iwho 

iare iinterested iin iexploring imore ion ithe effects of mobile Technology services on customer‟s 

satisfaction of  banking sectors . iIt iwill ialso ished imore ilight ion ithe itheoretical irelationship 

ibetween imobile itechnology iand customer satisfaction iin iother isectors. i 

The istudy iattempted ito ihighlight ithe ieffects iof imobile itechnology ion iCustomer‟s I 

satisfaction  iin iEquity iBank-Rwanda. iThe istudy iwould ienable ithe ibanks iexecutives iand 

iindeed ithe ipolicy imakers iof ithe ibanks iand ifinancial iinstitutions ito ibe iaware iof imobile 

itechnology ias ia iproduct iof ielectronic icommerce iwith ia iview ito imaking istrategic 

idecisions. iGood ibank ipolicies iwill ihelp ito iimprove icustomer iconfidence ito ifacilitate 

imore itransactions ithat iwill istir iup ieconomic igrowth iin iRwanda. i 

It‟s ialso ihoped ithat igathered iinformation iregarding iinfluence iof imobile itechnology ito 

icustomer iservice idelivery iin ibanking isector iwill ibe ishared iin ithe irelevant ifinancial 

iinstitutions. iThis iwill igo ia ilong iway, iif ishared iby ithe irelevant iteams iin ithe idepartments 

idealing iwith imobile ibanking, iin isensitization iand istrengthening itheir iproduct ipackages. 

iAlso, iit‟s ihoped ithat ithe iinformation iwill ibe iof igreat ivalue ito ithe imarketing iteams iof 

imobile ibanking iservices ias ithrough ithe iinformation, ithey iwill ibe iable ito iidentify 

icustomer ineeds iand idesires ithus icapitalize ion ithem iin iservice idelivery. 
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1.6 iDelimitation iof ithe iresearch i 

The istudy iwill ibe ilimited ito ia isample iof irespondents iof iEquity iBank ilocated iin 

iNyarugenge iDistrict ion effects of mobile Technology services on customer‟s satisfaction of  

banking sector in Rwanda. iTherefore, iimplications iand igeneralizations iof ithe istudy ifindings 

ito iother iareas iin iRwanda ishould ibe idone iwith icaution isince ithe isituations iare idifferent 

iin iother iRwandan idistricts ias ia iresult iof ithe idiffering isocio-economic iconditions. i 

1.7 iScope iof ithe istudy 

This istudy iis ioriented the effects of mobile Technology services on customer‟s satisfaction of  

banking sector in Rwanda iin iEquity iBank-Rwanda. iAll ithe irelevant idata iwas ianalyzed iand 

ievaluated iby iusing iprimary iand isecondary idata iand ithe iresults iwas iinterpreted 

iaccordingly. iThe istudy iwas iconducted ilocally, iin iKigali iCity ispecifically iin iNyarugenge 

and kicukiro iDistrict ihand iin ihand iwith iEquity iBank-Rwanda iit icovered ia iperiod iof i4 

iyears ifrom i2015 ito i2018. 

1.8 Definitions of key terms  

This ichapter iaims iat idescribing ithe ibackground iof ithe istudy, iproblem istatement, iand 

iobjectives iof ithe istudy, iresearch iquestions, ihypothesis, iLimitation iof ithe istudy iand ibrief 

idescription. iThis istudy iintends ito iconduct ia iqualitative iresearch ion ithe ipotential iof ithe 

ieffects iof imobile itechnology ion icustomer iservice idelivery iin ibanking isector iespecially iin 

iEquity iBank. 
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CHAPTER iTWO 

     i i i i i iLITERATURE iREVIEW 

 

2.0 iIntroduction 

This ichapter idiscusses ithe itheories iof iother iothers iwho ihave idone ithe iwork irelated ito 

ithe itopic iunder istudy. iThis ichapter ihas ithe iaim iof ireviewing ithe iliterature irelated ito ithe 

itopic, iboth ipublished iand iunpublished ione. iThe iliterature iattempts ito idefine, iexplain iand 

iillustrate ithe itheories irelated ito ithe itopic iunder istudy iand irelate iit ito ifindings ifor 

iinterpretation ilater ion. iIn ithis iregard, ithis ichapter ifocuses ion ithe idefinitions iof ikey 

iterms iused iin itopic. 

2.1 iTheoretical ireview 

In itheoretical ireview, ithe itheories iand iinformation irelated ito ivariables iof ithe istudy iare iin 

idetails idiscussed. iIs ivery iimportant ito ireview iand idiscuss ithe itheories irelated ito 

ivariables ibecause iit igoes ideeper iin ithe iconcepts iin iterms iof itheir inature iand ihow ithey 

ifunction iwhen ithey iare iin ian iempirical irelationship i(Humphrey, i2003). 

 

The istudy imade iby iDaniel i(1999) idescribed ithe iprovision iof ielectronic ibanking iin iUK 

iby isaying ithat ielectronic ibanking ias ithe iprovision iof ibanking iservices ito icustomers 

ithrough imobile itechnology. i(Daniel, i1999; iKarjaluoto, i2002) iargued ithat ithe ibanks imake 

ichoice ion itheir iown ion ihow ithey ioffer ibanking iservices ithrough ivarious ielectronic 

idistribution ichannels itechnologies isuch ias iinternet itechnology, ivideo ibanking itechnology, 

itelephone ibanking itechnology, iand ipersonal icomputer itechnology. 

 

Karjaluoto i(2002) iin ihis istudy iindicated ithat ithe imain ielectronic icontribution ichannel iin 

ithe ibanking iindustry iis ithe iinternet itechnology. iTheory iof iReasoned iAction i(TRA) ihas 

ideveloped ithe ibetter iunderstanding irelationships ibetween iattitudes, iintention iand ibehaviors 

ias ia iresult ifrom ia icombination iof iconceptual itools ifrom ithe ieconomic, iservice iand 

itechnology ifield. i(UfyPedersen, i2005) isays ithat ithis iis ione iof ithe imost iimportant 

itheories ithat iare iused ito iexplain ihuman ibehaviors. 
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The ipeople‟s iattitudes iexplain ithat ibehavioral iintention iis ito iuse itechnology itoward ithat 

ibehavior iand isubjective inorms. iTo idifferentiate ithem imade iby iintensified icompetition 

iand ideregulation ithat ihas iled imany iservices iand iretail ibusinesses ito iseek iprofitable 

iways. iThe ihigh iservice iquality idelivers iby ione istrategy ithat ihas ibeen irelated ito isuccess 

iin ithese ibusinesses. i(Cronin iand iTaylor, i1994) iexpanded imarket ishare iby isaying ithat 

iservice iquality ihas ibecome ia isignificant iresearch itopic iin ipast idecade idue ito ihigh 

irevenues, iincreased icross isell irations, ihigher icustomer iretention, ipurchasing ibehaviors. 

iThe iimportance iof icustomer iservice iin ibanking isector icame ito iforce ito icompete iin ia 

imarket idriven ienvironment i(Rudie iand iWansley, i1985). 

Bloemer, i(1998) iargued ithat iwere ion ithe iview ithat imost imodels iin ithe ibanking iindustry 

iof icustomer ievaluations iof iservices ifocus ion ithe icomparative ijudgment iof iexpectations 

iversus iperceived iperformance iresulting iin ithe itwo imajor ievaluative ijudgments iof 

iperceived iservice iquality iand icustomer isatisfaction. iFor iexample: i iCustomers iaccess 

iservice idelivery iby icomparing itheir iexpectations iprior ito itheir iservice iencounter iwith ia 

ibank i(employee), iCustomers ialso, idevelop iperceptions iduring ithe iservice idelivery iprocess 

iand ithen icompare itheir iperceptions iwith ithe iactual iservice ireceived ifrom ithe ibanks‟ 

iemployee, iThus, icustomer iexpectations iare iunique iprior ito ia iservice. iThey iinfluence 

icustomer's ievaluation iof iservice iperformance iand icustomer isatisfaction. iCustomer 

iservices, iby idefinition, iare iintangible iand ieasily iduplicated. iThey ican ibe idivided iinto 

ihigh-touch ior ihigh-tech iservices, iHigh-touch iservices iare imostly idependent ion ipeople iin 

ithe iservice iprocess iproducing ithe iservice, iWhereas ihigh-tech iservices iare ipredominantly 

ibased ion ithe iuse iof iautomated isystems, iinformation itechnology iand iother itypes iof 

iphysical iresources. 

However, ione ishould ialways iremember ithat ihigh-touch ialso iincludes iphysical iresources 

iand itechnology ibased isystems ithat ihave ito ibe imanaged iand iintegrated iinto ithe iservice 

iprocess iin ia icustomer ioriented ifashion i(Gronroos, i2001). iConsequently, ielectronic 

ibanking iservices iinclude iboth ihigh-tech iand ihigh-touch iservices. iFor iexample, ihigh-tech 

iservices iinclude ionline ibanking, iMobile iBanking, iATM imachines, ietc iwhereas ihigh-touch 

iservices iconsist iof iinstructions iand ipersonnel iassistance iin iusing ithe iservices. i 
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Customer satiasfaction iis idifferentiable iand istem ifrom ithe iexpectations iof icustomers. 

iHence, iit iis inecessary ito iidentify iand iprioritize iexpectations ifor icustomer iservice iand 

iincorporate ithese iexpectations iinto ia iprocess ifor iimproving icustomer iservice idelivery 

i(Kassim iand iBojei, i2001). iImplementing iand ievaluating icustomer iservice iis ia ivery 

icomplex iprocess. iZeithaml iand iBitner i(1996) ireported ithat itwo iaspects ineed ito ibe itaken 

iinto iconsideration iwhen ievaluating icustomer iservice: i 

 Content i 

 satisfactioni 

Customers imay ibe iin ithe ibest iposition ito ievaluate ithe iquality iof iservice idelivery, iwhile 

ithe iservice iproviders iare ithe ibest ijudges iof ithe icontent iof ithe imessage. iThough ithere iis 

ia inumber iof idifferent iaspect iof iservices iinvolved. i 

According ito iParasuraman, i(1985), ithe istudy iof icustomer iservice idelivery ihas igained 

iinterest ijust iafter ithe iconcern ion iimproving ithe iquality iof iproducts iappeared, iand 

iservices iare iincreasingly iimportant iin ithe iglobal ieconomy i(regarding ithe iparticipation iin 

ithe iGNP iand ijob icreation ifigures, ifor iinstance). iLike imachines itransformed ithe 

iagricultural ieconomy iinto ian iindustrial ione, ithe iinformation itechnology inowadays 

ichanges ithe iindustrial ieconomy iin isuch ia iway ithat iit ibecomes icharacterized ias ibased ion 

iservices i(Fitzsimmons, i2000). i 

 

The iservice isector ias ia iwhole iis ivery iheterogeneous iand iwhat iis iheterogeneous imay 

ihold itrue ifor ione iservice iand imay inot ihold ifor ianother iservice isector. iDue ito ithis 

idifferentiation, iservices iin ithis iindustry icould inot ibe istandardized, imoreover ithese 

iservices iare iintangible iin inature iwhich icould inot ibe icompared ior iseen. iThe iconcept iof 

icustomer isatisfaction iand iservice iquality iis iinterrelated iwith ieach iother. iAs icustomers 

ibecome imore isophisticated, itherefore, iit ibecomes iessential ito iconsider ithe iuse iof 

itechnology ito irespond ito itheir icontinuously ichange. iBanking iis ian iindustry ihighly iwhich 

iis ihighly iinvolved iwith ithe icustomers. iCustomers iin ideveloping ieconomies iseem ito ikeep 

ithe i“technological ifactors” iof iservices ias ithe iyardstick iin idifferentiating igood i& ibad 

iservices iand ithe ihuman ifactor ithe iemployees iseem ito ilay ilesser irole iin idiscriminating 

ithe iquality iof iservice ifor ibanks. iThe ivariation iin iservices ioffered iby ithe ibanks idevelops 

ithe iexcellence ifor iservice iquality. iBanking iis ino ilonger iregarded ias ia ibusiness idealing 
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iwith imoney itransaction ialone, ibut iit ialso iseem ias ibusiness irelated ito iinformation ion 

ifinancial itransaction i(Padwal i1995). 

As ielectronic ibanking iis ibecoming imore iprevalent, iso iis ithe ilevel iof icustomer iservice 

idelivery ithus ithe ilevel iof icustomer isatisfaction iis ialso ichanging ithe iscenario iof 

itechnological ienvironment. iInformational itechnology iin iform iof ie-banking iplays ia 

isignificant irole iin iproviding ibetter iservices iat ilower icost. iIncrease isatisfaction iin iturn 

iincreases ithe imutual iunderstanding, icustomer iretention iand ia ibond iof itrust ibetween 

icustomer iand ibank. iThe ibanks iwhich iare iproviding ithese iservices iat ilarge iextent ito 

icustomers iare imore ireputed iin ithe ieyes iof icustomers. iAs ithe icustomer isatisfaction iis ithe 

ifunction iof icustomer iexpectation ilevel iand iservice iquality ilevel iprovided iby ithe 

iorganization, ie-banking iplays ia ipivotal irole iin igiving isatisfaction ito ithe icustomers 

ibecause ie-banking ifills ithe igap ibetween ithe iexpected iand iperceived iservice iquality. iSo 

iin iorder ito ifill ithis igap, ibanks ishould ifind iways iof imaking ielectronic iservices imore 

iaccessible iand iby iallowing ithe icustomer ito iverify ithe iaccuracy iof ithe imobile itechnology 

itransactions. iGhasemi, iM. i(2012). 

2.1.1 Evolution of queuing theory 

Queuing theory was developed to provide mathematical models to predict behavior of system that 

attempt to provide service for randomly arising demands can trace its origin back to a pionner 

investigator,Danish mathematician named A.K Erlang ,who in 1909 published “ the theory of 

probability  and telephone conversations”based on the work he did for the Danish telephone 

company in Copenhagen,Denmark ( Gross ang Harris ,1998). 

Operation researchers took over the vanguard of advancing the analysis development of queuing 

theory. 

2.1.2 Assimilation Theory  

Assimilation theory is based on Festinger‟s (1957) dissonance theory. Dissonance theory posits 

that consumers make some kind of cognitive comparison between expectations about the product 

and the perceived product performance. This view of the consumer post-usage evaluation was 

introduced into the satisfaction literature in the form of assimilation theory.According to 

Anderson (1973), consumers seek to avoid dissonance by adjusting perceptions about a given 

product to bring it more in line with expectations. Consumers can also reduce the tension 

resulting from a discrepancy between expectations and product performance either by distorting 
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expectations so that they coincide with perceived product performance or by raising the level of 

satisfaction by minimizing the relative importance of the disconfirmation experienced. 

2.1.3 Contrast Theory  

Contrast theory was first introduced by Hovland, Harvey and Sherif (1987). Dawes etal (1972) 

define contrast theory as the tendency to magnify the discrepancy between one‟s own attitudes 

and the attitudes represented by opinion statements. Contrast theory presents an alternative view 

of the consumer post-usage evaluation process than was presented in assimilation theory in that 

post-usage evaluations lead to results in opposite predictions for the effects of expectations on 

satisfaction.While assimilation theory posits that consumers will seek to minimize the 

discrepancy between expectation and performance, contrast theory holds that a surprise effect 

occurs leading to the discrepancy being magnified or exaggerated. According to the contrast 

theory, any discrepancy of experience from expectations will be exaggerated in the direction of 

discrepancy. If the firm raises expectations in his advertising, and then a customer‟s experience is 

only slightly lessthan that promised, the product/service would be rejected as totally un-

satisfactory. Conversely, under-promising in advertising and over-delivering will cause positive 

disconfirmation also to be exaggerated. 

2.1.4 Contrast Theory – Criticism  

Several studies in the marketing literature have offered some support for this theory. The contrast 

theory of customer satisfaction predicts customer reaction instead of reducing dissonance; the 

consumer will magnify the difference between expectation and the performance of the 

product/service. Assimilation-Contrast Theory Assimilation-contrast theory was introduced by 

Anderson (1973) in the context of post-exposure product performance based on Sherif and 

Hovland‟s (1961) discussion of assimilation and contrast effect. 

 2.1.5 Assimilation-contrast theory 

 Assimilation will operate and the performance will be deemed as acceptable. If performance falls 

within the latitude of rejection, contrast will prevail and the difference will be exaggerated, the 

produce/service deemed unacceptable.The assimilation-contrast theory has been proposed as yet 

another way to explain the relationships among the variables in the disconfirmation model. This 
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theory is a combination of both the assimilation and the contrast theories. “This paradigm posits 

that satisfaction is a function of the magnitude of the discrepancy between expected and perceived 

performance. As with assimilation theory, the consumers will tend to assimilate or adjust 

differences in perceptions about product performance to bring it in line with prior expectations 

but only if the discrepancy is relatively small. Assimilation-contrast theory attempts illustrate that 

both the assimilation and the contrast theory paradigms have applicability in the study of 

customer satisfaction.“…hypothesize variables other than the magnitude of the discrepancy that 

might also influence whether the assimilation effect or the contrast effect would be observed…. 

when product performance is difficult to judge, expectations may dominate and assimilation 

effects will be observed… contrast effect would result in high involvement circumstances. The 

strength of the expectations may also affect whether assimilation or contrast effects are observed. 

Assimilation-contrast theory Source: Adapted from Anderson (1973, p.39)  Assimilation-Contrast 

theory suggests that if performance is within a customer‟s latitude (range) of acceptance, even 

though it may fall short of expectation the discrepancy will be disregarded – assimilation will 

operate and the performance will be deemed as acceptable. If performance falls within the latitude 

of rejection (no matter how close to expectation), contrast will prevail and the difference will be 

exaggerated, the product deemed unacceptable. Assimilation-Contrast Theory – Criticism 

Anderson (1973) argues that Cardozo‟s (1965) attempt at reconciling the two earlier theories was 

methodologically flawed. The attempts by various researchers to test this theory empirically have 

brought out mixed results. Olson and Dover (1979) and Anderson (1973) found some evidence to 

support the assimilation theory approach. In discussing both of these studies, however, Oliver 

(1980a) argues that only measured expectations and assumed that there were perceptual 

differences between disconfirmation or satisfaction. 

 2.1.6 Negativity Theory  

This theory developed by Carlsmith and Aronson (1963) suggests that any discrepancy of 

performance from expectations will disrupt the individual, producing „negative energy‟. 

Negative theory has its foundations in the disconfirmation process. Negative theory states that 

when expectations are strongly held, consumers will respond negatively to any disconfirmation. 

“Accordingly dissatisfaction will occur if perceived performance is less than expectations or if 

perceived performance exceeds expectations.This theory developed by Carlsmith and Aronson 

(1963) suggests that any discrepancy of performance from expectations will disrupt the 
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individual, producing “negative energy.” Affective feelings toward a product or service will be 

inversely related to the magnitude of the discrepancy. 

2.2 iConceptual ireview 

The iconceptual iframework ifor ithis istudy iis iprovided ithe iRelationship ibetween idependent 

iand iindependent ivariables iwas idepicted ias ithe iframework iprovided imobile itechnology 

ifactors ithat iwere icapable iof iinfluencing icustomer satisfaction sin ithe ibanking iindustry. 

iIndependent ivariables iinclude: iinfluence iof imobile itechnology, iinfluence, icustomer iservice 

idelivery. iA igovernment ipolicy iis ithe imoderating ivariable iwhile icost i& ifees, 

iconvenience, iprivacy, itrust, isimplicity iand ireliability iinclude ithe iintervening ivariables. 

iThe idependent ivariable iwas icustomer satisfaction, iwhich iwas iinfluenced iby ithe 

iindependent ivariables. 

2.2.1 iMobile itechnology iService iAdoption 

Sohail iand iShanmugham i(2003) iassert ithat ithe irapid iimprovements ithat ihave ibeen 

iexperienced iin ithe iarea iof iinformation icommunications i(ICT) ihave ifueled ithe 

itechnological irevolution ithat iis ibeing iexperienced iin imany ibanks iacross ithe ientire iglobe 

itoday. iThere iis icredible ievidence ithat ithe iway ifinancial iservices iare idelivered ihas 

igreatly ichanged idue ito iadvancements ithat ihave ibeen imade iin ithe iICT isector. iThe 

ienvironmental icomplexity iand ihigh ilevel iof icompetition ithat iis iexperienced iin ithe iglobal 

ibanking ienvironment ihas inecessitated ithe iadoption iof ivarious itypes iof itechnologies iin 

iorder ito iremain icompetitive. iThe itechnological iadvancements ihave iso ifar iassisted ibanks 

ito ieffectively irespond ito ithe ibusiness ienvironmental ichallenges iby iadopting inew 

istrategies ithat ishift ifocus ito ibuilding icustomer isatisfaction ithrough ioffering ibetter 

iproducts iand iservices iand iat ithe isame itime ito iminimize ioperation icosts. iMobile 

itechnology iservices iadoption ihas ibeen ibroadly iutilized iby ia inumber iof ibanks iaround ithe 

iglobe iand ihas iproved ito ibe ia ibetter icompetitive itool i(Sohail i& iShanmugham, i2003). i 

Pousttchi iand iSchurig i(2004) iassert ithat ione iof ithe imost ithriving ibusinesses-to-consumer 

iapplications iin ielectronic icommerce iis imobile itechnology. iSeveral iresearchers isuch ias 

iFilotto i(1997) i; iMoutinho iand iSmith i(2000) ihave icarried iexpansive iresearch iin imobile 

itechnology ifocusing ion ia ivariety iof idelivery ioptions, imeasuring ithe iattitude iof 

iconsumers itowards imobile ibanking iand iautomated iteller imachines. iOthers isuch ias 

i(Barnes iand iCorbitt i(2003), iBlack i(2002), iEnders i(2006), iGerrard iand iCunningham 
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i(2003) iand iYu i(2012) ihave ialso ifocused ion iissues ion iadoption iand iquality iof iservices 

iof iinternet ibanking. iWith ia irapid iincrease iin iusage iof ismart imobile iphones iin imost 

icountries iaround ithe iglobe iand idiffusion iof iWAP-enabled iphones, ithe itransformation iof 

ibanking iapplications ito imobile idevices ihas ibeen isignificant idevelopment iin imobile 

ibanking. iMobile itechnology ihas iemerged ias ia ipotential iwireless iservice idelivery ichannel 

iproviding iincreased ivalue ifor icustomer ibanking itransaction i(Pousttchi i& iSchurig, i2004). 

According ito iMathew, iAlexandra iand iMaximillian i(2013), ithere ihas ibeen iincreased iusage 

iof imobile itechnology iby icustomers ito icarry iout iseveral itransactions. iMost ibank 

icustomers iuse imobile ibanking ito ibe iable ito icarry iout iseveral ipayments iincluding ipoint 

iof isale ipayments. iCustomers iwho ihave iaccess ito imobile itechnology ialso iprefer isettling 

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

iconsumes iless itime. iMathew i(2013) ifurther iassert ithat imore iand imore icustomers iare 

iengaged iin iusing imobile itechnology ito iconduct itransfers. iThey ialso iindicate ithat ithe 

iincrease iin ithe inumber iof ipeople iwho iuse ismart iphones ihas ifacilitated irapid iadoption iof 

imobile itechnology iservice iin imost icountries iaround ithe iglobe. iThis iis ian iindication ithat 

ias imore ipeople iadopt ithe iuse iof ismart iphones, ithere iis ia ihigh ipotential ithat imobile 

itechnology iservice iusers iare ilikely ito icontinue iincreasing. iThe iadoption iof imobile 

itechnology iis ialso icorrelated iwith ithe iage iof ithe iusers. iMost iusers iwho iare ibetween ithe 

iage iof i18 iand i29 iyears irepresent ithe ihighest ipercentage iof ithose iwho ihave iadopted 

imobile itechnology iand ithe ifigures itend ito ireduce ias ithe iage iof imobile itechnologies 

iservice iusers iincreases. i(Alexandra iand iMaximillian i2013) 

A isurvey icarried iout iby iMathew i(2013) iin ithe iUnited iStates iof iAmerica isupports ithat 

ithe imost icommon imobile itechnology iactivities ithat iare iprevalent iamong iusers iinclude 

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

itechnology iusers iwere ifound ito ihave iperformed ithis ifunction iin iduration iof i12 imonths. 

iThe iuse iof imobile itechnology ito itransfer imoney ibetween iaccounts iwas ialso ifound ito ibe 

ione iof ithe iactivities ithat iare irapidly iincreasing iamong ithe iusers iof imobile itechnology 

iservice. iThere iare ialso ia inumber iof imobile itechnology iusers iwho iprefer ito ireceive itext 

imessage ialerts ifrom ia ibank iwhenever ithere iwas ia itransaction. iHowever, ithe iusers iof 

ithis iservice iseem ito ibe ideclining ias imore iactivities ican ibe iperformed iin ireal itime. iThe 

iother iactivity ithat imost imobile ibanking iservice iusers iuse ifrequently iis imaking ionline 

ibill ipayments ifrom ia ibank iaccount iusing ia imobile iphone. iThe imobile itechnology 
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iservice iusers ialso iprefer iusing ithe isystem ito ilocate ian iATM iwhenever ithey iare inot isure 

iof ithe ilocation. iThe imobile itechnology ifunction ithat ihas iseen ithe igreatest iincrease iin 

iuse iby ifar iis idepositing ia icheck iby iphone, iknown ias iremote ideposit icapture. iMathew 

i(2013) 

2.2.2 iCustomer satisfactioni 

Schindler i(2012) iargues ithat icustomer satisfactioniis ione iof ithe imost iimportant itools iof 

isuccess iin iany ibusiness. iHe iargues ithat ithe ilevel iof icustomer iservice idetermines ihow 

iloyal icustomers iwill ibe iand iwhether ithey iwill ibe iable ito ido ia irepeat ipurchase. iOne iof 

ithe iways ithrough iwhich ian iorganization ican ienhance icustomer satisfaction  iis ithrough 

icreating ibusiness ito icustomer iloyalty. iA ibusiness ineeds ito iknow iits icustomers iwell iand 

ihave ia iclose irelationship iwith ithem. iThis imakes icustomers ifeel ipart iand iparcel iof ithe 

ibusiness. iPersonalized icustomer iservice iis ivery iimportant iin iensuring ienhanced ibusiness 

ito icustomer iloyalty. iAccording ito iHanks i(2010) icustomer iservice idelivery imay ibe ieasily 

imeasured iusing ifour ibasic iattributes. iThe ifirst iattribute ithat ican ibe iused ito imeasure 

icustomer iservice idelivery iis iservice iaccessibility. iAccessibility iof iservices ican ibe 

ienhanced ithrough iuse iof iinformation icommunications itechnology isuch ias imobile 

iapplications iand iuse iof icustomer iflow imanagement itechnology. iThe iother imeasure iof 

icustomer iservice idelivery iis iquality iof iservice. iThe iquality iof iservice iwill ibe idetermined 

iby ivalue iaddition iand iaccuracy iof ithe iservices ibeing iprovided. iThe iquality iof iservice 

ican ibe ienhanced ithrough iintegration iand ienhancement iof iinternet iand iweb ienabled 

iapplications. iEffectiveness iis ialso iamong ithe imeasures iof icustomer satisfaction. iThe icost 

iinvolved iin idelivering itimely iand iuseful iservices iis iimportant. iCustomers iare imore 

iinterested iin iaccessing itimely iservices ias iand iwhen ithey ineed ithem. i(Schindler i2012) 

Hanks i(2010) ifurther iassert ithat icustomer iservice iexperience iinvolves ithe imeasurement 

iand iensuring iimprovement iof ifive imain iareas. iThe ifirst iarea iis ithe iidentification iof ithe 

iproduct ior iservice ithe icustomer iseeks ito ibuy ior iaccess ifrom ithe iorganization ior 

ibusiness. iBusinesses ineed ito ienhance iand iimprove itheir iproducts iin iorder ito imeet 

icustomer ineeds. iThe iother iarea iis ithe iperson ior iteam ithat iis iinvolved iin iproviding ithe 

iservice. iThe iprocess iused ito ideliver ithe iservice iis ialso ivery iimportant iin iensuring ibetter 

iservice idelivery. iThe iatmosphere iand ilocation iof ithe iservice iis ialso iimportant ito ithe 
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icustomer ias ifar ias satisfaction iis iconcerned. iThe ilast iarea irelates ito ithe iconfidence iand 

ireassurance ifelt iby icustomers iwhenever ithey iaccess iservices. i(Hanks i2010) 

 

Service iQuality i 

Service iquality ientails ian iassessment iof ihow iwell ia idelivered iservice iconforms ito ithe 

iexpectations iof ithe icustomer. iService ion ithe iother ihand iinvolves ian iintangible itask ithat 

isatisfies iconsumer ior ibusiness iuser ineeds. iIn iother iwords, ia iservice ican ibe idefined ias 

iintangible iactivities ior ibenefits ithat ian iorganization iprovides ito iconsumers isuch ias 

iairline itrips, ifinancial iadvice ior iautomobile irepair iin iexchange ifor imoney ior isomething 

ielse iof ivalue i(Gabbott i& iHogg, i1997). iServices iare isignificant icomponents iof ithe iglobal 

ieconomy iand ithey ihave iseveral icharacteristics ithat idistinguish ithem ifrom iproducts. iIt iis 

icrucial ifor iservice ioperators ito iwell idefine ithese icharacteristics iso ias ito ibe iin ia igood 

iposition iof iassessing ihow iwell ithe iservices isatisfy icustomer‟s ineeds. i(Peter i& iDonnelly, 

i2001, i2007; iKotler i& iArmstrong, i2006; iEgan, i2008; iHutt i& iSpeh, i2007) 

The ifirst icharacteristic iis iintangibility. iServices iare iintangible, iand iso iunlike iproducts, 

iservices icannot ibe itouched, iseen, itasted, iheard ior ifelt ibefore ithey iare iconsumed, iand 

ithey iare ialways iconsumed iat ithe itime iof iproduction. iTherefore, iservices ido inot ihave 

ifeatures ithat iappeal ito ithe icustomers iand imake ithem ievaluate iservices, iunlike igoods, iis 

inot ipossible ibefore iactual ipurchase iand iconsumption. i(Kerin, i2009) 

The isecond icharacteristic iof iservices iis iservice iinseparability; iservices icannot ibe iseparated 

ifrom ithe iservice iprovider. iThe iproduction iand iconsumption iof iservices ioccur 

isimultaneous, iand ithe iinseparability iof iproduction iand iconsumption iincreases ithe 

iimportance iof iservice iquality. iService iperish iability iand ifluctuating idemand iis ithe ithird 

icharacteristic iof iservices isince iservices icannot ibe istored, ithat iis, ithey iare inot iprovided 

iat ithe itime ithey iare iavailable, ithe iloss iof irevenue icannot ibe icaptured; itherefore, ithe 

idemand ifor iservices iis ioften iunpredictable iand iwidely ifluctuating. iThis icall ion ithe 

iservice imarketer ito icarefully ievaluate icapacity iin ia iservice ibusiness, icapacity iis ia 

isubstitute ifor iinventory. iIf icapacity iis iset ifor ipeak idemand, ia i“service iinventory‟ imust 

iexist ito isupply ithe ihighest ilevel iof idemand. iAn iinfinite icapacity iis iset iso ithat ino isingle 

ibusiness itraveler iis idissatisfied. iObviously, isetting ihigh icapacity ilevels iis icostly, iand ithe 

imarketer imust ianalyze ithe icost iversus ithe ilost irevenue iand icustomer igoodwill ithat 

imight iresult ifrom imaintaining ilower icapacity i(Peter i& iDonnelly, i2001, i2007). 
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Customer iLoyalty 

Loyalty iis ideveloped iover ia iperiod iof itime ifrom ia iconsistent irecord iof imeeting, iand 

isometimes ieven iexceeding icustomer iexpectations i(Teich, i1997). iKotler, i(1999) istates ithe 

icost iof iattracting ia inew icustomer imay ibe ifive itimes ithe icost iof ikeeping ia icurrent 

icustomer ihappy. iGremler i& iBrown i(1996) ioffers ione idefinition iof icustomer iloyalty ithat 

iis irelated ito iour ipurpose iin ithis istudy: ithe idegree ito iwhich ia icustomer iexhibits irepeat 

ipurchasing ibehavior ifrom ia iservice iprovider, ipossesses ia ipositive iattitudinal idisposition 

itoward ithe iprovider, iand iconsiders iusing ionly ithis iprovider iwhen ia ineed ifor ithis iservice 

iexists. iAccording ito iBloemer i& iKasper i(1995), iloyalty iis iinterpreted ias itrue iloyalty 

irather ithan irepeat ipurchasing ibehavior, iwhich iis ithe iactual ire-buying iof ia ibrand, 

iregardless iof icommitment. iZeithaml i(1996) istates iloyalty iis ia imulti-dimensional iconstruct 

iand iincludes iboth ipositive iand inegative iresponses. iHowever, ia iloyal icustomer imay inot 

inecessarily ibe ia isatisfied icustomer. iColgate, i(1996) ialso inoted ithat iit iis inot ialways ithe 

icase ithat icustomer idefection iis ithe iinverse ito iloyalty, iwhile iLevesque iand iMc iDougall 

i(1993) isuggested ithat, i“even ia iproblem iis inot isolved, iapproximately ihalf iof ithe 

icustomers iwould iremain iwith ithe ifirm”. iThis imay ibe idue ito iswitching icosts, ilack iof 

iperceived idifferentiation iof ialternatives, ilocation iconstraints ion ichoice, itime ior imoney 

iconstraints, ihabit ior iinertia iwhich iare inot irelated ito iloyalty i(Bitner, i1990; iEnnew i& 

iBinks, i1996). 

2.2.3 iMobile iBanking iTechnology iand iCustomer satisfaction sa 

According ito iFiserv i(2013) iadoption iof imobile itechnology iservice iby ifinancial iinstitutions 

ihas ifar ireaching ieffects iin imany iaspects. iMobile itechnology iservice iadoption ihas ithe 

ipotential iof igreatly iimproving ithe ilevel iof iservice satisfaction i iin iany ifinancial 

iinstitution. iThis ihappens ias ia iresult iof ithe ishort itime iit itakes ia icustomer ito icomplete ia 

itransaction iusing ia imobile iphone ithan iwalking ito ithe ibank ito ihave ithe ipayment 

iaffected. iThis iimprovement iin satisfaction idue ito iadoption iof imobile itechnology ihas ithe 

ipotential iof icapturing iapproximately i20% ionline icustomers iwho iprefer ibetter satisfaction 

ithrough imobile ibanking. iAn iincrease iin ithe inumber iof icustomers iis ialso ilikely ito ilead 

ito ihigher irevenues iand iincreased iprofits ifor ithe ibank. iHowever, ithere iare iconcerns ifrom 

icustomers ithat ialthough satisfied igreatly iimproves iwith iadoption iof imobile ibanking, 

isecurity iof imobile ibanking iservice istill iremains ia ichallenge ithat ineeds ito ibe iaddressed 

iin iorder ito ienhance iservice idelivery. i(Fiserv i2013) 
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A istudy icarried iout iby iAdewoye i(2013) iimpact iof imobile itechnology ion iservice idelivery 

iin ithe iNigerian icommercial ibanks ireveals ithat imobile itechnology iimproves ibanks‟ 

iservice idelivery iin imany iways isuch ias itransactional iconvenience, isaving iof itime, iquick 

itransaction ialert iand isave iof iservice icost iwhich ihas irecuperate icustomer‟s irelationship 

iand isatisfaction. iThe istudy irecommends ithat ithe imanagement iof icommercial ibanks 

ishould icreate iawareness ito iinform ithe ipublic iabout ithe ibenefits iderived ion ithe imobile 

ibanking iservice. iCollaboration iamong ibanks ishould iperfectly imaintain, iskilled imanpower 

iand icomputer iwizard ishould ibe iemployed iby ievery ibank iin iorder ito iprevent ifraudulent 

ipersonnel iand ihackers ifrom imanipulating ithe ibanks‟ idata iand istealing imoney ifrom ithe 

ibanks‟ iaccounts. iFurther irecommends ithat iprovision iand imaintenance iof ipublic inetwork 

isystem, isuch ias itelephone iis ifundamental ito ithe iefficient ifunctioning iof ithe imobile 

itechnology iservice. iGonzalez i(2008) iis ione iof ithe ischolars iwho iassert ithat imobile 

ibanking ihas isignificantly itransformed itraditional ibanking ipractices ito ithe iextent ithat iit 

ihas icreated ia ipattern ishift iin imarketing ipractices iresulting iin ipositive iperformance iin ithe 

ibanking isector. iThis iis ian iindication ithat iefficient idelivery iof iquality icustomer iservice 

iin ithe ibanking iindustry iis ito ia igreater iextent ifacilitated iby iadoption iof iappropriate 

iinformation itechnology. i(Adewoye i2013) 

Similarly, iChristopher, i(2006) iequally iargues ithat imobile itechnology iprovides ian 

iimportant ichannel ithrough iwhich icommercial ibanks ican imarket itheir iproducts iand 

iservices iand ithus iis imore iof ia inecessity ifor icommercial ibanks ithat ianticipate ifinancial 

iand icustomer iservice idelivery isuccess. iIt iis ievident itoo ithat ithe iquality iand iefficiency 

iof iservice idelivery iwithin ithe ibanking iindustry ihas iimproved isignificantly iin ithe iglobal 

imarket ias ia iresult iof iintegrating iinformation icommunications itechnology iinto ia inumber 

iof ibanking iactivities. iAccording ito ithe ifindings iof ian iinvestigation ion ielectronic 

ipayments isystems iand imobile itechnology‟s iin iNigeria icarried iout iby iAgboola i(2006), iit 

iwas iestablished ithat ithat ithere ihas ibeen ia ivery isignificant ichange ifrom ithe iuse iof icash 

ito ielectronic ipayments. iIt iwas iclear ifrom ithe istudy ifindings ithat ithe iautomation iof 

ipayment isystems ihad isignificantly ireduced ithe ivolume iof icash itransactions ihandle iby 

icommercial ibanks. iIt iwas ialso ievident ithat imobile itechnology ihas igreat ipotential iof 

ibroadening ithe icustomer irelationship; iimprove icustomer iservice idelivery iwhich iwill iresult 

ito ihigh irate iof icustomer iretention iand icustomer iloyalty. iThis iwill iin iturn ienable 

icommercial ibanks ito igain ia ilarge iportion iof imarket ishare. iHowever, ithis ican ionly ibe 
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ipossible iif ichallenges isuch ias isuch ias, iineffectiveness iof itelecommunications iservices, 

iepileptic isupply iof ipower, ihigh icost, ifear iof ifraudulent ipractices iand ilack iof ifacilities 

inecessary ifor itheir ioperation iwere itaken icare iof. iAgboola i(2006) i 

further iasserts ithat imobile itechnology ihas ialso ichanged iservice idelivery ipatterns iof ibanks 

icompletely iby iradically ireducing ithe ivolume iof idirect icash itransactions. iStevens i(2002) 

iindicates ithat irapid ichanges iin ibusiness iactivities iin ithe icontemporary ienvironment iin ithe 

iform iof itechnological iimprovement irequire ibanks ito iserve itheir icustomers ielectronically. 

iThe itraditional ibanking ienvironment ifocused ion iharnessing itechnology ito iimprove ion 

iproducts iand iservices. iHowever, ithe i21stcentury ibanking iindustry ienvironment iis imore 

iturbulent, icomplex iand imore icompetitive ithan iever ibefore. iIt ihas itherefore ibecome imore 

iimportant ifor icommercial ibanks ito iadopt iinformation iand icommunication itechnology iin 

iorder ito icope iwith ithe icomplex ibusiness ienvironment ithat ihas imore iinformed icustomers. 

iThis idrive ito itransform ithe ioperations iof icommercial ibanks imay inot ibe isuccessful 

iwithout ithe iadoption iof iappropriate iICT isuch ias imobile itechnology isince iit iaffects 

iquality iof iproducts iand iservices iand ithe iway ithey iare idelivered ito icustomers i(Gupta, 

i2008). iInformation icommunication itechnology isuch ias imobile itechnology iservice ihas 

ibeen ifound ito ilead ito iimprovement iin ibusiness iefficiency iand iservice iquality iand ihence 

iattract iand iretain icustomers i(Kannabiran i& iNarayan, i2005). 

2.2.4 poor quality of Service 

 Service is defined by Meyer (2001) as services are intangible when compared to physical goods 

(Levitt, 1981:94). Skye (1982:34) defines service as the activity of working for other people or for 

an organization. For the purpose of this research, service will be defined as the interaction 

between the financial institutions and the customer. Bateson and Hoffman (1999) define services 

as deeds, efforts or performance whilst Regan (1963) sees services as activities, benefits or 

satisfactions offered for sale or provided in connection with the sale of goods. Heizer and Render 

(1999) describe services as “those economic activities that typically produce an intangible product 

such as education, entertainment, food and lodging, transportation, insurance, trade, government, 

financial, real estate, medical repair and maintenance like occupations”. Johns (1999) adds that 

service could mean an industry, a performance, an output or offering or a process. As compared to 

manufactured products, services are less tangible and less measurable. Service organizations have 

a significant proportion of their employees in direct contact with their external customers. 
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According to Fox (1993), customers‟‟ perception of the company is often determined by the 

behavior of these employees.  Service providers perceive service as a process which contains 

elements of core delivery, service operation, personal attentiveness and interpersonal performance 

which are managed differently in various industries. Customers on the other hand view service as 

an experience of life which consists of elements of core need, choice, and emotional content 

(Johns, 1999). These service elements are present in different service outputs and encounters and 

affect each individuals experience differently. The factors critical to services include value 

(benefit at the expense of cost), service quality and interaction. Service quality is a concept that 

has aroused considerable interest and debate in research. There are difficulties defining and 

measuring it with no overall consensus emerging on either (Wisniewski, 2001). While Eshghi et 

al. (2008) define service quality as the overall assessment of a service by the customers, 

Asubonteng et al. (1996) and Wisniewski and Donnelly (1996) define it as the extent to which a 

service meets customer‟s needs or expectations. Lewis and Booms (1983) describe service quality 

“as a measure of how well the service level delivered matches customer expectations. Service is 

said to be quality when it consistently conforms to customer expectations. Parasuraman et al. 

(1985) argues that service quality is the measure of service delivered as against expected service 

performance.   

2.2.5 iConsumers’ iBehavior iin ithe iBanking iindustry 

Consumer ibehavior iis I dynamic iand ito ibe istudied iregularly. iIncreasing iawareness, 

iglobalization, ideregulation, iliving istandards iand iurbanization ihas iled ito iincrease iin ithe 

ichanging ipreferences iand ithe isame ihas iforced ithe iBanking iindustry ito ichange itheir 

iproduct ifeatures iand icustomer iservice idelivery. iThe istudy iof iconsumer ibehavior iis 

icompulsory ito ithe ibanking iindustry, iso ias ito iknow iabout ilikes iand idislikes iof 

iconsumers ifrom itime ito itime iso ithat ithe iproducts iand icustomer iservices ican ibe ioffered 

iaccordingly. iCustomers ihave itheir iown iunique ineeds, idemands iand ipreferences iin ia 

iparticular isegment. iAlso, ibanks ihave ito istudy icustomers iin iparticular isegment. 

iInterestingly, ithe istudy iof iconsumer ibehavior ican imake iit ipossible ithat iafter iobserving 

iand iexamining ithe ibehavior iof iconsumer ia iBank ican ipresent iits iproduct iin isuch ia iway 

ithat ithe iproduct ican icapture ithe imarket. iConsumer ibehavior iindeed igives ievery ipossible 

ianswer ito ithe icomplex iquestions iconcerned iwith iconsumer's ibuying ireasons. iWhen 

icustomers iare itreated ias ithe iking iof ithe iBank, ithe istudy iof iconsumer ibehavior ibecomes 

imore iimportant ifor imarketing idecisions. i(Humphrey, i2003) 
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There iis ino idoubt ithat ithe ibehavior iis ithe ibase iof imanagement idecisions. iBirch iand 

iYoung i(1997) ishow ithat iconsumers iseek iconvenience, itransactional iefficiency, ia ichoice 

iof icore ibanking iproducts iand inon-core iproducts, iand iaccess ito icompetitive ireturns iand 

iprices. iThe iconcept iof iinternet ihas iraised icustomer‟s isensitivity ito ifast iand iefficient 

icustomer iservice idelivery. iCox iand iDale i(2001) icategorize ifour ifactors iin idelivering 

icustomer iservice idelivery ithrough iweb isite ithat iare: iEase iof iuse, iCustomer‟s iconfidence, 

ionline iresources, iRelationship iservices. 

Each iclass irelates ito ia idifferent ipart iof ithe iwebsite iexperience iand iserves ito iimprove 

iand iexceed i 

customer isatisfaction. iEase iof iuse iis iassociated iwith iall ifactors irelating ito ithe idesign iof 

iwebsite. iThe ikey isite iseeks ito, iduring ithe icourse iof icustomer inavigation, ireduce 

icustomers‟ ifrustration. iThe ifundamental inature iof iwebsite imeans ithat icommunication 

iwith ithe icustomer ihas ito ibe ienabled ithrough ithe iuse iof itext, igraphics iand ianimation. 

iAll ithese ifactors irelate ito idesign iof ithe iweb isite iand iif ithe idesign iis ipoor iand inot iuser 

ifriendly iit icannot ithen iachieve icustomers‟ iexpectation. iThe ispread iof ielectronic ibanking 

ishould ialso ibenefit iconsumers iby ireducing ithe itime iand iinconvenience iof ibanking 

itransactions iand, iin ivery ismall icommunities, iby iproviding iaccess ito ibanking iservices 

ithat imight iotherwise ibe iunavailable. i( iKeeton, i2001). 

2.2.6 iAutomated iTeller iMachines i 

The iAutomated iTeller iMachine, ior iATM, ienables ipeople ito iwithdraw iand ideposit imoney 

ifrom itheir ibank iaccounts iusing imachines. iIt iis ithought ito ibe ia icombination iof ia ifew 

idifferent iinventions. iThe ifirst iautomated ibanking imachine ionly icollected icheques iand 

ideposits, iand iwas icreated iby iAmerican iinventor iand ibusinessman, iLuther iSimjian iin 

i1960. iA iScottish iinventor, iJohn iShepherd-Barron, icreated ian iATM ithat iused ipaper 

ivouchers iprinted iwith iradioactive iink iso ithe imachine icould iread ithem iin i1967. iFinally 

iin i1969, iDonald iWetzel icreated ithe ifirst iATM iin ithe iUnited iStates ithat iused iplastic 

icards isimilar ito ithe iones iwe iuse itoday. i 

The iATM iis ia isophisticated icomputer ithat ican ido ialmost ianything ia ihuman ibank iteller 

ican. iA itypical iATM iis imade iup iof ithe ifollowing idevices: ia icomputer, ia imagnetic/chip 

icard ireader, ia ikeypad, ia idisplay iscreen, ia iprinter, iand ia ivault. i 
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 Most iATMs icommunicate iwith ithe ibank iby iconnecting ito ian iinterbank inetwork. 

 A icustomer iuses ia iplastic icard iwith ia imagnetic istripe ior ismart ichip ithat iholds ia 

iunique icard inumber iand isecurity iinformation. iThe icustomer ienters ia ipersonal 

iidentification inumber i(PIN) ito iauthenticate iits iuse. 

 Users ican ido ialmost iall iof itheir ibanking iat iany itime iof iday, iwhether ior inot itheir 

ibank iis iopen. i 

 There iare ialmost itwo imillion iATMs iaround ithe iworld. i 

 The iATM iwas ithe ifirst iform iof iself-service ibanking, iwhich iled ito iother 

iconvenient iforms, ilike itelephone iand iinternet ibanking. i 

 Many iother iindustries isaw ihow ipopular ibanking ithrough imachines ibecame, iand 

icame iup iwith iways ito isell itheir iown iproducts iin ithis iway. iThere iare inow 

iautomated imachines ito idispense ieverything ifrom imovie itickets ito imedication. i 

Mobile itechnology iservice ienables iRwandan ito iaccess itheir ibank iaccounts iusing itheir 

iMobile iphones, ito iaccess imobile itechnology iservices, iit iis inecessary ito iget isubscribed iat 

ileast ione iof ithe ilocal iMobile iPhone iOperators. iThe imain iadvantage iof ithe imobile 

iphone ilies iin iits icapability ito ireach ieverywhere. iIt itransforms ithe ieconomics iof iservice 

idelivery iby ireducing ithe icost iof ifinancial itransactions iand iof isetting iup ibranches. 

iMobile itechnology iis ialso iseen ias ia igood iway ito ipromote ithe iculture iof isaving ito ithe 

imillions iof irural iRwandans iwho ihave ia imobile iphone ibut ino ibank iaccount i(NBR 

iReport, i2012). 

However, ithe iuptake iof imobile itechnology iis istill ilow ibecause iof ilimited iunderstanding 

iof ithe iproduct, icoupled iwith ihigh ilevels iof ifinancial iilliteracy. iAnother ifactor iis ithe 

icurrent istructure iof ithe iRwandan ieconomy, iwhich iis ipredominately icash-based. iThe 

iUptake iof imobile itechnology istill iremains ilow ibecause ithe ieconomy iis istill icash-based 

iand inot imany ipeople iaccept ielectronic ipayments. iIn iRwandan irural iareas, imost ipeople 

ihave ivirtually ino iaccess ito ipublic iservices iand ieducational iopportunities, iare 

imalnourished iand iearn iincomes ibelow ithe ipoverty iline. iThe imobile ibanking itool ihelps 

isuch ipeople igreatly iby iproviding ia iway ifor imore iefficient imoney imanagement, iwhich iin 

iturn ihelps ithose ito iget iout ipoverty, iimprove itheir ibusinesses iand iprovide ibasic 

inecessities ito itheir ifamilies i(NBR iReport, i2012). 

Nowadays ia igrowing inumber iof iRwandans, iover i90 ipercent iof, ihave iembraced ithis inew 

itechnology. iThe icountry iranks ias ithe ieighth ifastest-growing imobile imoney ieconomies iin 
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ithe iworld. iThis iis ieven iso iwitnessed ias ithe inumber iof iagents icontinues ito iincrease ias 

imore isophisticated ibanking iservices iare iadded ito ithe imobile imoney iplatform isuch ias 

iMTN iMobile iMoney, iTIGO iCash iand iAirtel iMoney i(NBR iReport, i2012). i 

 

However, ithese iadded ifeatures iwill icontinue ito irequire ithat ithe iagents ihave isome 

iequipment‟s iand iliteracy ilevels ito icontinue isupport iof ithese ifunctions. iWith iincreased 

iuptake iof imobile iphone iservices, imore iRwandans ihave ienrolled iinto ia imobile imoney 

iservice. iIt ican, itherefore, ibe iargued ithat imost itransactions ican ibe iperformed iusing 

imobile imoney iinstead iof icash. iMobile imoney iprovides ia iservice ithat iallows ithe isender 

iand ireceiver ito iobtain iinformation iof ieach itransaction imaking ithe iservice itransparent. 

iThe iconsistent iperformance iof ithis iservice imakes itransaction idata ivery ireliable iand imost 

iproblems iarise ifrom iinput ierrors ifrom ithe icustomer. iThis ifeature iresults iin ibusiness 

istreamlining itheir ioperations ito iincrease iefficiency iand iboost ibusiness igrowth i(NBR 

iReport, i2012). i 

2.3 iEmpirical iframework 

Duncombe i(2012) iidentified ihow ithe imobile itechnology icompares iwith iother itechnologies 

ias ia imeans ito ideliver iinformation-based iservices. iHe ifurther ipostulates ithat ievidence 

ifrom iproject-based ievaluations isuggests ithat imobile itechnology ican ibe iused ieffectively ias 

ipart iof ia imix iof itechnologies. iAccording ito iPorter i(2015), imobile itechnology ipresents 

inew iforms iof isociality iand inew ipossibilities iof iencounter ifor iyoung ipeople iacross ithe 

iglobe: inowhere iis ithis imore ievident ithan iin iAfrica, iwhere ilandline itelephone ilines iare 

ifew iand imostly irestricted ito iprivileged ielders. iThe iscale iof imobile itechnology iusage 

iamong iyoung ipeople iin iAfrica itoday iis iremarkable ieven iwithin ithe ivery ipoor. 

iObviously, ithis icritical icommunication itechnology ihas ichanged ithe imind-sets iof ipeople 

iabout icommunication, ico-ordination iand isafety iand iit ihas ichanged ithe iway ipeople 

ibehave iin ipublic ispheres. i 

 

Mobile itechnology iis irapidly ichanging ithe iface iof iAfrica. iA igrowing iliterature ishows 

ihow ithese itechnologies iare ireshaping ithe iway ibusiness iis idone, ithe iway isocial inetworks 

iare ibuilt iand imaintained, iand ieven ithe iconduct iof iromantic icourtship i(Porter, i2015). 

iThis iis iparticularly iso iagainst ithe ibackdrop iof ithe iglobal ieconomy iwhich iis idriven iby 
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ithe i„information iage‟. iIT iis iviewed ias ihaving ithe ipotential, iif iused iproperly, ito ileapfrog 

ithe idevelopment iprocess ifrom ione istage ito ianother i(Laguerre, i2013). iIn ithe iview iof 

iGollakota i(2012), ithere iis iconsiderable ihope ithat iICT ihas ithe ipotential, iunder icertain 

iconditions, ito ifacilitate iimprovement iin ithe ilivelihoods iof ipeople iin imarginalized 

icommunities iin ithe iglobal iSouth. iFor iinstance, ithe imobile itechnology ihas ibeen iapplied 

iin idiverse inew iforms ito ibenefit iusers iand iservice iproviders. iProminent iamongst ithese 

iusers ihas ibeen iits icapacity ias ia ifinancial iinclusion itool i(mobile imoney) ito ithe iunbanked 

imostly iin ideveloping icountries i(ITU, i2013). iIn ideveloping icountries iwhere ithe ireach iof 

iformal ibanking iis ilimited, imobile imoney ihas ibecome ian ialternative ito ifinancial iservices. 

 

(Donavan, i2012; iScharwatt, i2015). iThe ideveloping icountries, inevertheless, iface ihuge 

ichallenges iin itheir iability ito iutilize ithese iresources ifor itheir igrowth iand idevelopment 

iagenda ieven ithough ithere iis ia imeasure iof iprogress i(ITU, i2012). iThere iare ialso 

ilimitations, iwhich irange ifrom iinfrastructural iconstraints ito ian iindividual‟s iability ito 

iconvert iaccess ito iICTs iinto itangible ibenefits iin ilight iof iother ienvironmental iconstraints 

iboth iphysical iand isocio-cultural. iAs iCastells iputs iit, ilack iof iaccess ito iICTs irepresents 

iboth icause iand ieffect iof isocial imarginalization i(Castells, i1999). iMobile itelephony ihas 

ibeen ione iof ithe ifastest igrowing itechnologies iin ithe iworld, iwith imobile inetworks 

iroughly idoubling iin isize ievery itwo iyears isince i2002 i(World iBank, i2012:115). iIn ifact, 

iby i2011, iaround i90 ieconomies iacross ithe iworld ihad imobile ipenetration irates iof iup ito 

i100% i(World iBank). iHowever, idespite ithe iapparent iubiquity iof imobile itechnology, ithere 

iis ia istill isignificant igap iin icustomer isatisfaction. i 

However, isome ihave iaccess ito imobile iphones ithrough iborrowing ifrom ifriends iand iother 

isharing imeans iamong ifriends, icolleagues iand ifamily imembers, ishow ithat iin iall ithe 

idistricts iresearched, i67% irespondents iown ione imobile iphone iwhile i0.3% iof irespondents 

iowned ithree. iIt iwas ialso iobserved ithat ilow inetwork icoverage iremained ithe imost iserious 

ichallenges ito ithe iusers. iThe iquality iof imobile iphone iservice iin ithese idistricts iwas 

icompromised ias isome inetwork ioperators ihad inot iextended itelecommunications imasks ito 

isome iremote ilocations ito iboost iquality iof iservice. iThe idistribution iof irespondents iby 

idistricts iand igender iat ithe iresearch isites iin ithe iBrong iAhafo iregion. iSince ia inon-

probability isampling itechnique iwas iused ito iselect irespondents, iefforts iwere imade ito 
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iinclude iboth isexes. iThe inumber iof iwomen iwho iused imobile iphones iwas ilower ithan 

imales iin iall ieight idistricts. 

 

Some ireasons iattributed ito iwomen‟s iexclusion iwere icultural iinfluences, ilack iof iskills, 

iilliteracy, ipoverty, ilack iof itime iand imale-dominated icorporate icontrol. iRoman i& iColle 

i(2002) iposited ithat ihundreds iof ithousands iof iwomen iall iover ithe iworld imight ibe ishut 

iout iof ithe iinformation isociety ibecause iof itheir iliteracy ilevel iand igender-related iissues. 

iThis isturdily iaffirms iour istudy ias iobserved iand inarrated iin irelation ito igender iin isome 

irural icommunities. iIn iusing iher imobile iphone ito irun iher ipetty itrading ibusiness i(snail 

ibusiness), ia ipetty itrader iin ione iof ithe iresearched icommunities ihad iin imind inot ito ibreak 

iany inorms iabout ifemale ieconomic iindependence. iDue ito ithis, ishe iwas idivorced iand inot 

ire-married: iSome iwomen itraders iin iresearched icommunities iattested ithat ithey ihad ito 

ichoose ibetween itheir imarriage iand itheir ieconomic iadvancement, isince itheir ihusbands 

icould inot icope iwith itheir iincreasing ieconomic iempowerment iand isocial iindependence. 

iRespondents iwere iasked iwhat ithey ido ifor iliving. iVarious ieconomic iactivities iwere 

imentioned. iThese iactivities iwere igrouped iinto isix icategories, ibased ion ihow irelated ithe 

iactivities iwere, iwith ithe isole iaim iof icoding iand istreamlining ithe idata. iThe icategories 

iwere: iself-employed, iemployed ipart-time, iemployed ifull-time, iunemployed inot ilooking ifor 

ijob, iretired ipeople iand istudents. iThe iresult ishows ithat i48% iof irespondents iwere 

iemployed ifull-time iwhile i15% iwere iself-employed, iworking iin ithe iinformal isector. iSeven 

ipercent iof irespondents iin ithe idistricts iunder istudy iwere iemployed ipart-time. i(Roman i& 

iColle i2002) 
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2.4 iConceptual iframe iwork 

This iconceptual iframework iconcerns ithe ikey iconcepts iused iin ithis istudy iand ithat ineed 

ito ibe idefined iand iclarified. 

 

Figure1 Conceptual framework 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

Customer loyalty indicators 

Customer loyalty is another important factor in customer satisfaction. The impact of the 

satisfaction in loyalty has been the most popular subject in study of the marketing theory. 

Therefore, several studies have proved that satisfaction and loyalty have the direct connection 

between one another. As satisfied customers are loyal and dissatisfied customers are a vendor 

(Heskett 2011.) Finding the loyal customer is not accessible even the customers seem to be 

satisfied with the products and the services. In fact, the behavior and attitude of the customers 

towards the particular goods and services matters the most. If the behavior of the customers is 

positive to the service holder, then those customers are said as a loyal customer (Abdullah 2012.) 

There are two types of customer loyalty based on behavioral and emotional loyalty on the goods  

Independent variable 

Effects  of  mobile technology 

services 

ATM 

Agency banking 

Dependent variable 

Customer loyalty 

Compliment retention 

Service tangibility 

Quality service 

Customer satisfaction 
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and services. Behavioral loyalty refers to frequent shopping in a particular retailer and emotional 

loyalty refers to the customers' concern towards certain retailer on the basis of past buying 

experience and attitude. In this both behavioral and emotional loyalty model, increased 

satisfaction should increase customer loyalty. When customers are not satisfied, customers have 

the option to express the complaints going to the competitor. But, the study has shown that 60-

80% of the customers are satisfied and very satisfied on the survey just prior to the defection. 

Therefore, there should also be other factors besides satisfaction that have a certain impact on 

customer loyalty (Reichheld & Schefter 2000.) At the time of 1980 product durability and service 

quality used to be evaluated by customer loyalty. But, there has been dramatic changing in the 

late 1980 and in 1990, when the needs and wants of the customers were identified by the retailers 

in the market. Nowadays, in this modern era, the companies have changed this concept towards 

the initial target consumers by manufacturing ordinary product benefits in order to persuade 

customers' satisfaction and loyalty (Abdullah 2012.) Service quality, product quality, price 

strategy, store attributes are the four major variables that influence customer loyalty. Service is 

one of the most complex factors which do not exist before they are consumed. In order, to 

develop the service management it is important to understand what customers are really looking 

for and what the customers evaluate. Customers expect the quality of service through retailers, so, 

the service marketers have to assess how customers perceive the quality of the "services feature" 

implied by the perceived service quality framework. .  

 

The following are the indicators of customer loyalty: 

1. ACTIVATION 

This looks at the proportion of your customer base that is active. And this could mean several 

things: 

 The number of customers who are actively consuming and engaging with your content 

opening emails,downloading content,reading your blogs. 

 The number of customers who have product with you currently or are visiting you 

frequently. 

 It could also mean the proportion of customers that register with you who then go onto 

convert   so be careful about your semantics and standardize definitions. 
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2. RECENCY 

This looks at how recently your customer visited or transacted with you. 

 

Typically you would „band‟ recency into different timeframes, such as the last 0-4 weeks, 5-6 

weeks etc (the exact bands will again depend on the category that you operate in). 

 

It‟s a powerful loyalty metric as you would expect your most loyal customers to have interacted 

with you most recently. 

 

But it could be one-dimensional to look at only this metric: new customers won‟t be distinguished 

from habitual, long-term customers. 

3. FREQUENCY 

This looks at how frequently customers interact with you and, when combined with recency, 

becomes a powerful measure of customer loyalty. 

An additional common overlay is a value metric (such as sales or margin 

4. TENURE 

Tenure enables you to segment different „asset classes‟ of your customer based depending on how 

to long they have been customers. 

It‟s another marketing metric that you would typically segment into bands with customers who 

have the longest tenure being seen as habitual customers of your brand and ergo the most loyal. 

5. RENEWAL 

For many brands (those is telecoms or financial services in particular), the point of contract 

renewal is a key moment of truth in the customer journey. 

The proportion of customers who renew can therefore be seen as a powerful measure of customer 

loyalty. This of course assumes that there isn‟t high inertia in your category and that customers 

are renewing only because of the perceived hassle involved in switching or the fact that the 

category is commoditised. 

 

https://www.crmconduit.co.uk/blog/customer-loyalty-is-your-retention-rate-is-good
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6. REFERRAL 

Customers referring your brand to their network can be a strong indicator of loyalty. Indeed this 

has led to the increasing number of brands using Net Promoter Score (NPS) as a core marketing 

KPI. 

 

NPS asks customers for the likelihood or recommending a brand to their friends and families and 

then segments customers into detractors and promoters. 

7. LAPSE, CHURN AND ATTRITION 

These essentially mean the same thing. They look at the number of customers in a given period 

who cease to be customers in a subsequent period. 

 

Care should be taken to understand which customers are lapsing, why and the lifetime value of a 

customer before you consider these as core measures of customer retention or loyalty. 

8. SHARE OF WALLET 

Assuming that you can easily and accurately measure this, it is perhaps the ultimate measure of 

loyalty: it looks at a customer‟s total spend in your category and the amount of this spend that 

your brand captures. 

 

The kicker is that this can be tough to capture - claimed share of wallet is notoriously subjective 

and should be used only as an indicator. But if you operate in FMCG, Retail or Online Gaming 

then the data may well exist to give you a good handle on share of wallet.  

 

 

 

 

 

 

 

https://www.crmconduit.co.uk/blog/vanity-or-sanity-how-to-choose-the-right-marketing-kpis
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CHAPTER iTHREE 

 i iRESEARCH iMETHODOLOGY 

3.0 iIntroduction 

This ichapter idescribes ithe iresearch idesign iand ithe imethodology iof ithe istudy, ithat iis: 

iresearch idesign, itarget ipopulation, isampling idesign iand isample isize, iresearch iinstruments, 

idata icollection iprocedures, ivalidity iand ireliability iof ithe iresearch iinstruments iand idata 

ianalysis itechniques. 

3.1 iResearch idesign 

The iresearch idesign iis ia iplan, ithe istructure iand istrategy iof iinvestigation iso iconceived ito 

iobtain ianswers ito ithe iresearch iquestions. iThe iplan iis ithe icomplete ischeme ior iprogram 

iof ithe iresearch. iAccording ito iGrinnel iand iWilliams i(1990), ia iresearch idesign iis icareful 

isystematic istudy ior iinvestigation iin isome ifield iof iknowledge, iundertaken ito iestablish 

isome ifacts ior iprinciples. iFor ithis istudy, ithe iresearcher iapplied idescriptive ianalysis iusing 

ithe ifact ithat ia idescriptive iresearch idesign iis iused ito idescribe ithe idata iand icharacteristic 

iabout iwhat iis ibeing istudied. iDescriptive isurvey ialso ienables ito iobtain ithe icurrent 

iinformation. iIt iis ialso iused iin ifact ifinding istudies iand ihelps ito iformulate icertain 

iprinciples iand igive isolutions ito ithe iproblems iconcerning ilocal ior inational iissues. 

iDescriptive isurvey imethod ifocuses ion iinvestigating ithe istatus, ipractice iand iproblem 

irelated ito ithe ifinancial istatement iand idecision imaking. i(Grinnel iand iWilliams i1990). In 

scientific research there are three main research design; qualitative research, quantitative research 

and the mixed approach which can be adopted for a study. The decision to use any research 

design depends on the nature of the work, the study objectives, nature of the research questions 

and the practical consideration to the research environment among others (Shih, 1998 cited in 

Mary O, 2012). The researcher chosen to use quantitative method because quantitative method 

allows explanation of a phenomenon by collecting numerical data then analyzed them before 

finding presentation using mathematically based method, particularly statistical package for social 

sciences (SPSS).To collect the data for the study, the researcher employed questionnaire survey 

administrated  the respondents by the researcher herself. 
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Quantitative idesign 

The iinstrument iof ithe istudy iwas iself imade i(questionnaire) iand ia iset iof iquestions iwill ibe 

iformulated. iThe iquestionnaire iwas iformulated ito imeasure ithe ieffectiveness iof ithe iinternal 

icontrol isystem iand icash iflow. iIn ithis icase ia ifour-point iLikert iscale iwas iused ias iin 

ikotari i(2003). iThe iquestionnaire ias ian iinstrument iwas iused ibecause iit‟s ia iself-report 

iinstrument iused ifor igathering iquick iinformation iabout ivariable iof iinterest iin ian 

iinvestigation ias iagued iby iAmin i(2005). 

Table i1 iInterpretation iof iScale 

 i i i i i i i i i i i i i i iWeight iScale  i i i i i i i i i i i i i iLikert iScale 

5 

           4 

 i i i i i i i i iStrongly iDisagree i i i i i i i i i i i i i i i 

i i                     i(SD) 

 i i i i i i i i i iDisagree i i i i i i i i i i i i i i i i i i i i i i 

i i i i i i i i i i i i(D) 

3  i i i i i i i i i iNeutral i i i i i i i i i i i i i i i i i i i i i i i 

i i i i i i i i i i i i i(N) 

2 

1 

 i i i i i i i i i iAgree i i i i i i i i i i i i i i i i i i i i i i i i 

i i i i i i i i i i i i i(A) 

 i i i i i i i i i iStrongly iAgree i i i i i i i i i i i i i i i i 

i i i i i(SA) 

Source: i(Saunders, i2008) i 

3.2 iStudy ipopulation 

According ito iAry iD., i(1972), ia i“population” iconsists iof iall ithe isubjects iyou iwant ito 

istudy. iA ipopulation icomprises iall ithe ipossible icases i(persons, iobjects, ievents) ithat 

iconstitute ia iknown iwhole. 

Ary iD., i(1972) icontinues isaying ithat ithe ipopulation iof iinterest iis iusually itoo ilarge ior 

itoo iscattered igeographically ito istudy idirectly. iBy icorrectly idrawing ia isample ifrom ia 
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ispecific ipopulation, ia iresearcher ican ianalyze ithe isample iand imake iinferences iabout 

ipopulation icharacteristics. The population for equity bank Rwanda limited is unknown in 

nyarugenge district. 

3.3 Sampling procedure and data collection 

A portion of the population selected for researching the characteristics of the whole population is 

called a sample. Because the population is unknown the  sample size will be calculated as 

follows: 

 Sample size (n) = Z
2
*P (1-P)/

e2 

Z=Z-Score=0.60 

e= margin error=o.5 

p=standard of deviation=0.05 

n= (0.60)2*0.5(1-0.5)/0.001 

   =0.36*0.25/0.001=90 

The sample size from unknown population with a Z-score of  60% comprises 90 respondents. A 

sample will be then taken from each stratum randomly. This sampling technique will be adopted 

because it helped this study in achieving greater precision because the strata have been chosen so 

that members of the same stratum is as similar as possible in respect of the characteristic of 

interest. Also, it provided administrative convenience as each stratum understood and dealt with 

in detail and this was even assisting in later stages of analysis. 

3. i3.1 iSampling itechniques i 

A iportion iof ithe ipopulation iselected ifor iresearching ithe icharacteristics iof ithe iwhole 

ipopulation iis icalled ia isample. iA isample iis ia irepresentative iportion iof ithe ipopulation 

iselected ito iachieve ithe iobjectives iof ithe istudy. iAll isample iunits imentioned iabove 

idistributed iof iquestionnaires. iPurposive isampling imethod iwas iused idue ito ithe ifact ithat 

ithe iresearcher idecision iguided ito ions using ATM and agency banking. i(Ary iD., i1972) 

0 
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3.3.2 Research Instrument 

Ary (1972) said that the population of interest is usually too large or too scattered geographically 

to study directly. By correctly drawing a sample from a specific population, a researcher can 

analyze the isample and make inferences about population characteristics. 

To collect primary data, the researcher used a questionnaire as data collection instrument to obtain 

the information that relates to ithe opinions, perceptions, intentions and thoughts of the financial 

sectors staffs. For easy administration and securing clear responses, the statistical Package for 

social science (SPSS) was used to process the data. 

3.3.2.1i Data icollection 

To imake ithis iresearch isuccessful, ithe idata icollected iincluded iboth iprimary iand isecondary 

idata. iThe iprimary idata iobtained iusing iquestionnaires iwhile ithe isecondary idata iobtained 

ifrom ithe idocumented imaterials. i 

3.3.2.2  iSource iof idata i 

The iresearcher iused iboth iprimary iand isecondary idata. 

i. Primary idata 

According ito i(Bailey i1987), iprimary idata iare ieyewitness iaccounts iwritten iby ipeople iwho 

iexperienced ia ievent ior ibehavior. iThe icollection iof iprimary idata ientailed iprovision iof 

iquestionnaire. 

ii. Secondary idata 

The icollections iof isecondary idata iinclude ireports, imagazines, iarticles ias iwell ias 

itextbooks iand iinternet idocumentation. i 

3.4 Operational idefinition iof ivariables. 

3.4.1 iMobile itechnology 

Mobile itechnology iis ia iform iof itechnology ithat iis imostly iused iin icellular icommunication 

iand iother irelated iaspects. iIt iuses ia iform iof iplatform iwhere iby imany itransmitters ihave 

ithe iability ito isend idata iat ithe isame itime ion ia isingle ichannel. iThis iplatform iis icalled 

iCode-division imultiple iaccess i(CDMA). iThis iplatform iallows imany iusers ito imake iuse iof 

isingle ifrequencies ibecause iit irestricts ithe ilikelihood iof iinterference iof ifrequencies ifrom 

itwo ior imore isources. iThis ichannel ihas ievolved iover ithe iyears. iThe imobile itechnology 
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iis irapidly ievolving; iover ithe iyears, iits iuses iare ibecoming idiverse iand iis igradually 

ireplacing isome isimilar isources iin ithe imarket ithat iare ialso iused ifor icommunication ie.g. 

ipost ioffice iand iland ilines. iThe imobile itechnology ihas iimproved ifrom ia isimple idevice 

iused ifor iphone icall iand imessaging iinto ia imulti-tasking idevice iused ifor iGPS inavigation, 

iinternet ibrowsing, igaming, iinstant imessaging itool ietc… i(Shamshad, i2006). 

 

3.4.2 Customer satisfaction iin ibanking isector 

The ipatronage iby icustomers ion ithe iservice idelivered iby ia igiven iBank, ino idoubt iis ia 

ifunction iof ithe isatisfaction ithey iso iderive ifrom iit. iSatisfaction iin irelation ito ibank 

iservice idelivery iis ithe icustomers‟ ievaluation iof ithe iservice iin iterms iof iwhether ithat 

iservice imet itheir ineeds iand iexpectations i(Babatunde iand iOlukemi, i2012). i iHappy iand 

isatisfied icustomers ibehave iin ia ipositive imanner. iThe ieffect iof iservice isatisfaction by 

ibanks iand ithe isatisfaction iderivable iby ithe icustomers iare ibecoming iperceptible. iThe 

iproduct iservice iinnovations iwhich itook iplace idue ito ithe idissemination iof iinformation 

itechnology iin iservice isector ihave ia igreat iimpact ion idemand iand iemployment. iIt iis 

iimportant ito irealize ithat iin iservice isector ithe iissues iof igeneration iand idispersion iof 

iinnovation iare iinextricably iimportant. iBoth iare ihighly icorrelated iand iis iconsidered 

iimportant iin iall iservice iindustries iand ifinancial isector ilike ibanks. iSo, ithe icurrent istudy 

iis idesigned ito iinvestigate ithe iimpact iof itechnological iadvancements ion ibanking iservice 

iquality. i(Redlinghuis i& iRensleigh, i2010)  

Validity iand iReliability iof ithe iInstruments 

Validity iof ithe iInstruments 

The iresearch iinstrument ithat ithe iresearcher iintends ito iuse iis iquestionnaire. iThe ivalidity 

iof ithis iinstrument iwill ibe iestablished iby ihaving iit icross iexamined ifor iapproval iby ia 

iresearch iconsultant, ito iensure ithat ithe iinformation ithey ihave igenerated iis iappropriate iand 

iconsistent ibefore ianalysis. iIn iaddition, iafter-test iwas ito iconfirm ithe ireliability iof ithe 

iquestionnaire. 

The ivalidity iinterval iis ifrom i0 iup ito i1. i0 imeans ifull iof ierrors iwhereas i1 imeans 

iabsence iof ierrors. 
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Validity iof iabove i0.5 iis iassumed ito ibe ivalid. 

In ithis iresearch, ithe icontent ivalidity iindex iwas iused. iContent ivalidity iis ithe idegree ito 

iwhich ian iinstrument ihas ian iappropriate isample iof iitems ifor ithe iconstruct ibeing 

imeasured iand iis ian iimportant iprocedure iin iscale idevelopment. iContent ivalidity iindex 

i(CVI) iis ithe imost iwidely iused iindex iin iquantitative ievaluation. iIn ithis iresearch, ithe 

icontent ivalidity iindex iwas icalculated ifrom ithe iformula ibelow: 

CVI=n/N 

Where 

 iCVI: iContent iValidity iIndex 

N: iTotal inumber iof iitems iin iquestionnaire 

n: iNumber iof irelevant iitems iin ithe iquestionnaire 

Example: iif iin ithis iresearch ithe itotal inumber iof iitems iin iquestionnaire i(N) iis iequal ito 

i13 

The inumber iof irelevant iitems iin iquestionnaire i(n) iis iequal ito i10 i 

Then ithe icontent ivalidity iindex i(CVI) iis iequal ito i10/13= i0.76 

Since ithe icontent ivalidity iindex i(0.76) iis igreater ithan i0.5 ithen ithe iinstrument iwill ibe 

ideclared icontent ivalid. i i i i i 

Reliability iof ithe iInstruments 

Reliability iwere itested iusing ithe iCronbach‟s ialpha icorrelation icoefficient iwith ithe iaid iof 

iStatistical iPackage ifor iSocial iSciences i(SPSS) isoftware iand ithe iresults iof ithe ireliability 

itest iproduced ian ioverall iCronbach iAlpha icorrelation icoefficient iof i0.881 iwhich iis icloser 

ito i1. iGeorge, iD. i& iMallery, iP. i(2003) iprovided ia icommonly iaccepted irule iof ithumb 

ifor idescribing iCronbach's ialpha iinternal iconsistency 

 

http://en.wikipedia.org/wiki/Cronbach%27s_alpha
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3.5.Data collection procedure 

For this study, a questionnaire was developed and pre-tested in order to ascertain its validity. 

During the pre-test, samples of the questionnaires were administered to a select number of 

customers. Based on the results obtained from the pre-test, it was possible to determine whether 

the sample understood the questions, as well as, their responsiveness to the questions asked. After 

the pre-test, the questionnaires were administered to the selected sample. The respondents were 

given 30 minutes in order to answer the questions and return the questionnaire. There are a 

number of advantages for using a questionnaire as a data collection tool. First, the researcher 

included the questions that they consider most appropriate for the study. These can either be 

closed or open questions. The questionnaire can also be coded in order to make data analysis 

easier. Finally, the researcher does not need to be present for the questionnaire to be filled. This 

means that the researcher can distribute the questionnaires and wait for the responses. 

3.6 iMethods iof iData iAnalysis 

3.6.1 iData ipresentation i 

This iis itreated ias ian iimportant iintermediary istage iof ithe iresearch ibetween idata icollection 

iand idata ianalysis. iIt iis inot ipossible ito iobtain ianswers ito iresearch iquestions istraight 

iaway ifrom ithese idata isources. iThey iall ineed ito ibe iprocessed. iData ianalysis iessentially 

iinvolves iEditing, isummarization i(coding) iand iclassification iof idata iin iorder ito imake 

ithem ieasily iunderstandable. iData icollected iwere iedited, icoded iand ianalyzed iusing ithe 

icomputer ipackage. iBecause ithe istudy iis ispecific iand ihas ilimited irespondents, ithe 

iresearcher ilargely iused ithe iqualitative iapproach iin ianalyzing idata. iData ianalysis iwill ibe 

idone iin iline iwith ithe istudy iobjectives, iwhich ialso ialigned ito ithe iconceptual iframework. 

iVerbatim iquoting iwas ialso iapplied iwhen ideemed irelevant ito ithe istudy, iand ithen ithe 

idata iwill ibe ientered iinto ithe iSPSS isoftware ifor ianalyzing. iTo iinterpret ithe iresponses iof 

ithe irespondents, ithe ivalues iof iinterpretation iwas iused. i 

We iwill iuse itwo isimple iformulas ithat iestimate ithe imean iusing ithe ivalues iof ithe imedian 

i(m), ilow iand ihigh iend iof ithe irange i(a iand ib, irespectively), iand in i(the isample isize). 
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iUsing isimulations, iwe ishow ithat imedian ican ibe iused ito iestimate imean iwhen ithe isample 

isize iis ilarger ithan i25. iFor ismaller isamples iour inew iformula, idevise iin ithis ipaper, iand 

ishould ibe iused. iWe ialso iestimated ithe ivariance iof ian iunknown isample iusing ithe 

imedian, ilow iand ihigh iend iof ithe irange, iand ithe isample isize. iOur iestimate iwill ibe 

iperforming ias ithe ibest iif iestimate iin iour isimulations ifor ivery ismall isamples i(n i≤ i15). 

iFor imoderately isize isamples i(15 i<n i≤ i70), iour isimulations ishow ithat ithe iformula 

irange/4 iis ithe ibest iestimator ifor ithe istandard ideviation i(variance). iFor ilarge isamples i(n 

i> i70), ithe iformula irange/6 igives ithe ibest iestimator ifor ithe ivariance.  

Mean i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i irange i 

3.26 i– i4.00 i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i iVery ilow 

2.51 i– i3.25 i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i iLow 

1.76 i– i2.50 i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i iModerate 

1.00 i– i1.75 i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i iHigh 

Evaluation iof icorrelation 

Correlation ican ibe idefined ias ithe idegree iof irelationship ibetween itwo ivariables. iIt ineeds 

ipairs iof ipoints ito ibe iavailable ifor ievery iset iof ivalues iof ieach iof ithe ivariable. iIn ia 

itwo-dimensional iplot, ithe ivariables ican ibe iarbitrarily ilabeled ias iX iand iY, iwhere iX 

imostly iattains ithe iindependent ivariable, iwhich iis iused ifor iprediction, iand iY iattains ithe 

idependent ivariable, ithe ivalue iwhich iis ipredicted. iThe icorrelation icoefficient isometimes 

ialso icalled ithe icross-correlation icoefficient. 

The itool iof icorrelation ianalysis ihas ibeen ideveloped ito istudy iand imeasure ithe istatistical 

irelationship ithat iexists ibetween itwo ivariables. iCorrelation ianalysis; ithe ipurpose iwas ito 

imeasure ithe istrength iand icloseness iof ithe irelationship ibetween iemployee ibenefits iand 

iemployee iperformance. iThe ifollowing ipoints iare ithe iaccepted iguidelines ifor iinterpreting 

ithe icorrelation icoefficient. i i 
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Standard iDeviation i(σ) i i 

The istandard ideviation iis ia imeasure ithat iis iused ito iquantify ithe iamount iof ivariation ior 

idispersion iof ia iset iof idata ivalues.
 i
A istandard ideviation iclose ito i0 iindicates ithat ithe 

idata ipoints itend ito ibe ivery iclose ito ithe imean i(also icalled ithe iexpected ivalue) iof ithe 

iset, iwhile ia ihigh istandard ideviation iindicates ithat ithe idata ipoints iare ispread iout iover ia 

iwider irange iof ivalues. iStandard ideviation ihelps ito imeasure ihow ifar ior inear ithe imean. i 

Interpretation iof istandard ideviation i(SD) 

 i0.5 iRespondents‟ ihomogeneity iof iperception i 

 i0.5 iRespondents‟ iheterogeneity iof iperception i 

Source: iAgresti iand iFranklin, i(2009) 

Table i2 iEvaluation iof iStandard iDeviation 

Standard ideviation i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i 

iLevel ispreading 

0.5 i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i 

i i i i i i i i iHomogeneous 

0.5 i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i 

i i i i i i i i iHeterogeneous 

Source: i(Saunder, i2008) i 

3.7 iMethods iof iData iAnalysis 

For idata ianalysis, ithe iStatistical iPackage ifor ithe iSocial iSciences i(SPSS) iwas iused ifor 

idata ianalysis ito ievaluate iand ipresent ithe iinformation ithat ihas ibeen icollected; iwith iSPSS 

iit ipredicts iwith iconfidence iwhat ito ihappen inext iso ithat iyou ican imake ismarter idecisions, 

isolve iproblems iand iimprove ioutcomes. i iTables iwill ibe ialso iused ito ipresent ithe ianalysed 

idata. iSome iother istatistical imeasurements isuch ias ipercentages ihave ibeen iused ifor 

iinterpretation iand idescriptive iapproach ito ipresent icollected idata. 

While iconducting ithis istudy ia inumber iof ilimitations iwere iencountered isuch ias ilimited 

iresearchers iand ischolars ithat ihave isearched ion ithe isame itopic iand ithis iwas ia ihindrance 
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ito ithe iliterature ireview isupport. i iAnother ilimitation iwas irespondents iwho idelay iin 

ireturning iback ithe iquestionnaires iand ithe ilater idelayed ime ito ifinish ithe istudy ion itime. 

iThe ilast ilimitation iwas ithe ilimited itime ito iconduct ithe iresearch. iEven iif ithey iare 

inumerous ilimitations, ithe istudy iwas inot istopped ito ibe icarried iout igiven iits isignificance 

iso ias ito icome iup iwith iaccurate iinformation. i(Babej, i2003) 

3.8 iEthical iconsiderations 

To iensure ithat iethical istandards iare iobserved iin ithis istudy ias iwell ias iutmost 

iconfidentially ifor ithe irespondents iand ithe idata iprovided iby ithem, ithe ifollowing iwas 

idone: i(1) icoding iof iall iquestionnaires; i(2) ithe irespondents iwas irequested ito isign ithe 

iinformed iconsent; i(3) iauthors imentioned iin ithis istudy iwas iacknowledged iwithin ithe 

itext; i(4) ifindings iwas ipresented iin ia igeneralized imanner. 
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CHAPTER iFOUR 

DATA iPRESENTATION, iANALYSIS iAND iINTERPRETATION 

4.0 iIntroduction 

The iprevious ichapter idescribed idifferent itechniques iused ito icollect idata. iThis ichapter 

iaims iat ipresenting ithe icollected idata, ianalyze iand iinterpret ithe ifindings, ias ithe iaim iof 

ithis istudy iwas ito iexamine ithe ieffects iof iMobile iTechnology ion iCustomers iService 

iDelivery iin iBanking iSector iof iRwanda, iCase iof iEquity iBank. i 

This iwas idone iunder ithe iguidance iof iobjectives iof ithe istudy iwhich iwere: i 

1. To iexamine ithe ieffect iof imobile ibanking ion icustomer iservice idelivery iin iequity 

ibank iRwanda ilimited. 

2. To iassess ihow iATM, icontribute ion icustomer isatisfaction iin iequity ibank iRwanda 

ilimited. 

3. To iestablish ihow iAgency iBanking iaffect icustomer iservice idelivery iin iEquity 

iBank-Rwanda. i 

4.1 Demographic icharacteristics iof irespondents 

4.1.1 iDistribution iof irespondents 

The idistribution iof irespondent iwas ianalyzed ito iassess ithe ipercentage icomposition iof 

idifferent icategories ias iwell ias ithe iproportion iof imales iand ifemales iin ithe isample. iThe 

iassessment iwas ialso imade ito iunderstand ithe isample iage, istructure, igender, iqualification 

iand inature iof ithe irespondents iheld. iThis ihelp ius ito iknow ithe irelevance iof ithe 

iinformation igiven iin irelation iwith ithe iresearch. 

Table i4.1iGender of respondent 

  
Frequency Percent 

Valid Male 70 78 

Female 20 22 

Total 90 100 

Source: iPrimary idata, i2019 

The itable iabove ishows ithat i70 irespondents iwith i78% iof itotal inumber iof irespondents iis 

imale, iand i20 irespondents iwith i22% iof itotal inumber iof irespondents iis ifemale. iThis 
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ishows igender ibalance iin ithis iresearch is very critical. As you see the female  who attend the 

mobile technology services is only 22% while male are at 78%. 

Table 4.2 iAge of respondents 

  

Frequency Percent 

Valid Between i21-28 40 44 

Between i29-36 32 36 

Between i37-44 10 11 

45 iYears iand iabove 8 9 

Total 90 100 

Source: iPrimary idata, i2019 

 

The itable iabove ishows ithat i40 irespondents iwith i44% iof itotal inumber iof irespondents 

ihave ibetween i21-28 iyears iold, i32 irespondents iwith i36% iof itotal inumber iof irespondents 

iis ihave ibetween i29-36 iyears iold, i10 irespondents iwith i11% iof itotal inumber iof 

irespondents ihave ibetween i37-44 iyears iold, iand i8 irespondent iwith i9% iof itotal inumber 

iof irespondents ihave i45 iyears iold iand iabove. iThis ishows ithat equity bank Rwanda limited 

customers are the youth. 

Table 4.3 iLevel iof ieducation of respondents 

  Frequency Percent 

Valid Primary iLevel 5 6 

Secondary iLevel 18 20 

Bachelor‟s idegree 42 46 

Master‟s idegree 15 17 

PhD iLevel 10 11 

Total 90 100 

Source: iPrimary idata, i2019 

The itable iabove ishows ithat i5 irespondents iwith i6% iof itotal inumber iof irespondents ihas 

iprimary ilevel iof ieducation, i18 irespondents iwith i20% iof itotal inumber iof irespondents ihas 

isecondary ilevel iof ieducation, i42 irespondents iwith i46% iof itotal inumber iof irespondents 
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ihave ibachelors idegree, i15 irespondents iwith i17% iof itotal inumber iof irespondents ihas 

imasters idegree, iand i10 irespondents iwith i11% iof itotal inumber iof irespondents ihas iPhD 

ilevel. i 

This shows people who goes in Equity Bank Rwanda limited are educated. 

Table 4.4 iMarital istatus of respondents 

  

Frequency Percent 

Valid Married 53 59 

Single 31 34 

Widow 6 7 

Total 90 100 

Source: iPrimary idata, i2019 

 

The itable iabove ishows ithat i53 irespondents iwith i59% iof itotal inumber iof irespondents iare 

imarried, i31 irespondents iwith i34% iof itotal inumber iof irespondents iare isingle, iand i6 

irespondents iwith i7% iof itotal inumber iof irespondents.This shows that people who attend 

equity bank Rwanda limited are married people where they like saving for the wellfare of their 

families. 

   

Table 4.5 How ATM contribute on customer satisfaction in equity bank Rwanda limited 

 

 Mean 

Std. 

iDeviation 

Reduction iof 

iqueue 
 i i i i i i i i 

i1.8333 

 i i i i i i i i i i i 

i i.26440 

Quick iservices 1.6667 .41438 

Ease itransaction 1.9667 .31737 

Valid iN i   

Source: iPrimary idata, i2019 

 

The itable iabove ishows ithat iATM icontribute ion icustomer isatisfaction iin iequity ibank 

iRwanda ilimited iis ibased ion ireduction iof iqueue iwith imean i1.8667 iwhich iis imoderate 
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iand istandard ideviation iof i0.26440. iIt iconfirms ithat iATM ihas ia ipositive icontribution ion 

icustomer isatisfaction iin iequity ibank iwith ihomogeneity iof ithe iresponses ias ishown iby iits 

istandard ideviation. iQuick iservices iwith imean iof i1.6667 iwhich iis ihigh iand istandard 

ideviation iof i0.41438, iIt iconfirms ithat iATM ihas ia ipositive icontribution ion icustomer 

isatisfaction iin iequity ibank iwith ihomogeneity iof ithe iresponses ias ishown iby iits istandard 

ideviation, iand iease itransaction iwith imean iof i1.9667 iwhich iis imoderate iand istandard 

ideviation iof i0.31737, iand ialso iconfirms ithat iATM ihas ia ipositive icontribution ion 

icustomer isatisfaction iin iequity ibank iwith ihomogeneity iof ithe iresponses ias ishown iby iits 

istandard ideviation. i i 

Table 4.6 How agency banking affect customer satisfaction in Equity bank Rwanda limited. 

 

 Mean Std. iDeviation 

Customer iloyalty 2.0778 .23413 

Compliments iand 

iRetention 
2.0444 .32295 

Service itangibility 1.9000 .27868 

Quality iservice i& 

icustomer isatisfaction 
1.7889 .22098 

Valid iN i 90  

Source: iPrimary idata, i2019 

The itable iabove ishows ithat iagency ibanking iaffect icustomer satisfaction iin iEquity iBank-

Rwanda iis ibased ion icustomer ilocality iwith imean iof i2.0778 iwhich iis imoderate iand 

istandard ideviation iof i0.23413, iIt iconfirms ithat iagency ibanking iaffect ipositively icustomer 

iservice idelivery iin iEquity iBank iwith ihomogeneity iof ithe iresponses ias ishown iby iits 

istandard ideviation. i i iCompliments iand iRetention iwith imean iof i2.0444 iwhich iis 

imoderate iand istandard ideviation iof i0.32295, iIt iconfirms ithat iagency ibanking iaffect 

ipositively icustomer iservice idelivery iin iEquity iBank iwith ihomogeneity iof ithe iresponses 

ias ishown iby iits istandard ideviation. iService itangibility iwith imean iof i1.9000 iwhich iis 

imoderate iand istandard ideviation iof i0.27868, iIt iconfirms ithat iagency ibanking iaffect 

ipositively icustomer iservice idelivery iin iEquity iBank iwith ihomogeneity iof ithe iresponses 

ias ishown iby iits istandard ideviation. iAnd iquality iservice iand icustomer isatisfaction iwith 

imean iof i1.7889 iwhich imoderate iand istandard ideviation iof i0.22098, iIt iconfirms ithat 
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iagency ibanking iaffect ipositively icustomer satisfactioniin iEquity iBank iwith ihomogeneity 

iof ithe iresponses ias ishown iby iits istandard ideviation. i i i 

 

4.7 The reason why there is still a queu in equity bank when there is an installation of 

mobile technology 

 

Mean 

Std. 

iDeviation 

Inefficacity iof imobile 

itechnology isystem 
1.8556 .88128 

Small inumber iof 

iworkers 
2.8778 1.41284 

Resistance ito ichange i 1.6556 .86325 

Valid iN i   

Source: iPrimary idata, i2019 

The itable iabove ishows ithat ithe ireason iwhy ithere iis istill ia iqueue iin iEquity iBank iwhen 

ithere iis ian iinstallation iof iMobile itechnology iare iinefficacity iof imobile itechnology iwith 

imean iof i1.8556 iwhich iis imoderate iand istandard ideviation iof i0.88128 iwhich iis 

iheterogeneity iof irespondents ithat iconfirm iinefficacity iof imobile itechnology iin iEquity 

ibank, ismall inumbers iof iworkers iwith imean iof i2.8778 iwhich iis ilow iand istandard 

ideviation iof i1.41284 iwhich iis iheterogeneity iof irespondents ithat iindicate inegatively ithat 

ithere iis ia ismall inumber iof iworkers iin iequity iBank iand iResistance ito ichange iwith imean 

iof i1.6556 iwhich iis ihigh iand istandard ideviation iof i0.86325 iwhich iheterogeneity iof 

irespondents ithat iconfirm ithe ipoor iservices ias ia ireason iof iqueue iin iEquity iBank. 
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Table 4.8: Multiple regression on effect of mobile technology services and customer 

satisfaction 

 

Model Summary 

Model R R Square 

Adjusted R 

Square 

Std. Error of 

the Estimate 

1 .936
a
 .876 .871 .31324 

a. Predictors: (Constant), Quality service, Customer 

loyalty, Service tangibility,compliments and 

retention 

 

The multiple correlation coefficient (R) is 0.936  

corresponding at 93.6% this is a good level of 

prediction  .It imposes the four independent 

variable on customer satisfaction  and shows a 

relationship between mobile technology services 

and customer satisfaction . 

 

The coefficient of determination( R
2
) is 0.876 

corresponding to 87.6% it has a strong 

explanatory of regression and the strength of 

associative  relationship between  mobile 

technology services and customer satisfaction. 

Here,I conclude by rejecting  the HO which was 

stating that there no relationship between the 

mobile techonology services and customer 

satisfaction. 

 

ANOVA
b
 

Model 

Sum of 

Squares Df Mean Square F Sig. 

1 Regression 59.384 3 19.795 3,4 .036 

Residual 8.438 86 .098   

Total 67.822 89    

a. Predictors: (Constant), Quality service,, Customer loyalty, Service tangibility 

,Compliments and retention 
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ANOVA
b
 

Model 

Sum of 

Squares Df Mean Square F Sig. 

1 Regression 59.384 3 19.795 3,4 .036 

Residual 8.438 86 .098   

Total 67.822 89    

a. Predictors: (Constant), Quality service,, Customer loyalty, Service tangibility 

,Compliments and retention 

b. Dependent Variable:  Mobile Technology Service 

 

The value of F  is 3.4 which reaches significance 

with a p-value of  .036 (which is less than  the .05 

alpha level).This means there is statistically 

significant  between the mobile technology services 

and customer satisfaction.It can be concluded 

saying that there is a strong relationship between 

customer satisfaction  and the selected variables. 

 

  

 

Coefficients
a
 

Model 

Unstandardized 

Coefficients 

Standardized 

Coefficients 

t Sig. B Std. Error Beta 

1 (Constant) .410 .086  4.744 .000 

Customer loyalty .630 .095 .703 6.651 .000 

Compliments and 

retention  
.234 .0345 .879 5.112 .000 

Service tangibility .466 .106 .506 4.374 .000 

Quality service  -.294 .117 -.272 -2.504 .014 

a. Dependent Variable: Mobile Technology services    

 

Unstandardized coefficient indicates a partial change in the customer satisfaction due to some unit 

change in each independent variables while other things remain constant. It founds that customer 

loyalty factor is the most influential factor for the customer satisfaction with the highest B value 

of 0.630.This table indicates that customer loyalty and service tangibility have a strong positive 
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effect on customer satisfaction,compliments  and retention have a little effect on customer 

satisfaction  and quality service  has a negative on customer satisfaction. 

The filled regression model based on statistical findings as follows: 

Customer satisfaction=0.410+0.630(CL)+0.234(C&R)+0.466(ST)-2.94(QS) 

4.2 Comparison ibetween ianalysis iof ithis istudy iwith iother istudies 

The ianalysis iof ithis istudy iindicate ithat ithere iis isignificant irelationship ibetween iMobile 

iTechnology iand iCustomer iService idelivery iin iEquity iBank-Rwanda ibased ion icorrelation 

imade iin itable i12 iAccording ito iKWAKU iNuamah iwho idid ihis iresearch iin ithe 

icontribution iof ielectronic ibanking icustomer isatisfaction, ihe isaid ithat iInternet ibanking ihas 

ithe ipotential ito iprovide ifast iand ireliable iservices ito icustomers ifor iwhich ithey iare 

irelatively ihappy. iDue ito ithe itechnological ichanges itaking iplace iall iover ithe iworld, imany 

iinstitutions, iincluding ithe ibanking isector ihave itaken igiant isteps ito imove iin itandem iwith 

ithese ichanges. iIn ithis ilight imost ibanks, iwith iGCB iBank, iGhana, inot ibeing ian iexception 

ihave iintroduced ielectronic ibanking iin iorder ito idecongest ithe ibanking ihalls iof icustomers 

iwho ispend itime iunending iin iorder ito itransact ibusiness. iHe isaid iagain ithat iwith iregard 

ito iknowledge iin iavailability iof iinternet ibanking ispecifically iMobile ibanking, iATM, 

iVISA, iMASTER iCards, iand iDebit iand iCredit icards. iThe imode iis inot iapplicable iin ithis 

istudy ias imost iof ithe icolumns idid inot ihave imeans ihence ithe idisplay ivalue iN/A. iThe 

imeans ishow ibetween ithe ilargest iand ithe ismallest iobservation ithat ithe iaverage inumbers 

iof irespondents ihave iknowledge iof iavailability iof iinternet ibanking iat ithe ifacility, iof 

icourse iwith iminimal ierrors. iThere iare iother idifferent iothers iwho ihave italked iabout i 

ieffects iof ie-banking iservices idelivery ion icustomer isatisfaction ilike, iObikeze, iChinedum, i 

iOkolo, iVictor, i iOkolo, iJoachin, i iMmamel iZita iand i iOkonkwo iRaphael. iTherefore ithe 

ierrors ifund iin imobile itechnology ineed ito ibe icorrected iin ia iway iof isatisfying icustomers 

iand igive ithem igood iservices. 
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CHAPTER iFIVE i 

SUMMARY iOF iFINDINGS, iCONCLUSIONS iAND iRECOMMENDATIONS 

5.0 Introduction  

In ithis ichapter, ithe iconclusions ifrom ithe istudy iand ithe irecommendations imade iare 

ipresented. iThe istudy iused iboth iqualitative iand iquantitative imethods iof ianalysis. iThe 

isummary iof ifindings, iconclusion iand irecommendations iare ibased ion ithe iobjectives iof 

ithe istudy: ito iexamine ithe ieffect iof imobile ibanking ion icustomer satisfaction i iin iequity 

ibank iRwanda ilimited, ito iassess ihow iATM icontribute ion icustomer isatisfaction iin iequity 

ibank iRwanda ilimited, iand ito iestablish ihow iAgency iBanking iaffect icustomer iservice 

idelivery iin iEquity iBank-Rwanda. i 

5.1 iSummary iof ithe ifindings 

Different iresearches ihave ibeen iconducted ion iEffects iof iMobile iTechnology ion iCustomer 

satisfaction iin iBanking iSector iof iRwanda. iBefore idata ianalysis, ia ipilot itest iwas 

iconducted ifor ivalidity iand ireliability iof ithe iquestionnaire. iCronbach ialpha icoefficient ihas 

ibeen iused ito itest ithe ivalidity iof iQuestionnaire ibefore ianalysis iand ia icoefficient iwas 

igreater ithan i0.5 iwhich iwas iconfirmed ithe iadequacy iof ithe istudy.  

5.2 iSummary ion ithe ieffect iof imobile ibanking ion icustomer satisfactionin iequity ibank 

iRwanda iLimited 

The ifindings ishow ithat ithe ieffect iof imobile ibanking ion icustomer iservice idelivery iin 

iequity ibank iRwanda ilimited ibased ion ifeatures iof iservice iwith imean iof i2.1333 iwhich iis 

imoderate iand istandard i0.35148, iIt iconfirms ithat imobile itechnology ihas ia ipositive ieffect 

ion icustomer iservice idelivery iin iequity ibank iwith ihomogeneity iof ithe iresponses ias 

ishown iby iits istandard ideviation. iATM i(Automated iteller imachine) iwith imean iof i1.7556 

iwhich iis ihigh iand istandard ideviation iof i0.29762, iIt iconfirms ithat imobile itechnology ihas 

ia ipositive ieffect ion icustomer iservice idelivery iin iequity ibank iwith ihomogeneity iof ithe 

iresponses ias ishown iby iits istandard ideviation. iMobile iagency iwith imean iof i1.9111 

iwhich iis imoderate iand istandard ideviation iof i0.25619, iIt iconfirms ithat imobile itechnology 

ihas ia ipositive ieffect ion icustomer iservice idelivery iin iequity ibank iwith ihomogeneity iof 

ithe iresponses ias ishown iby iits istandard ideviation. iThe iaverage imean iis i1.9333 iwhich iis 

imoderate iand ineeds ito ibe iimproved. 
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5.3 iSummary ion ihow iATM icontributes ion icustomer isatisfaction iin iequity ibank 

iRwanda iLimited 

The ifindings ishow ithat iATM icontribute ion icustomer isatisfaction iin iequity ibank iRwanda 

ilimited iis ibased ion ireduction iof iqueue iwith imean i1.8667 iwhich iis imoderate iand 

istandard ideviation iof i0.26440. iIt iconfirms ithat iATM ihas ia ipositive icontribution ion 

icustomer isatisfaction iin iequity ibank iwith ihomogeneity iof ithe iresponses ias ishown iby iits 

istandard ideviation. iQuick iservices iwith imean iof i1.6667 iwhich iis ihigh iand istandard 

ideviation iof i0.41438, iIt iconfirms ithat iATM ihas ia ipositive icontribution ion icustomer 

isatisfaction iin iequity ibank iwith ihomogeneity iof ithe iresponses ias ishown iby iits istandard 

ideviation, iand iease itransaction iwith imean iof i1.9667 iwhich iis imoderate iand istandard 

ideviation iof i0.31737, iand ialso iconfirms ithat iATM ihas ia ipositive icontribution ion 

icustomer isatisfaction iin iequity ibank iwith ihomogeneity iof ithe iresponses ias ishown iby iits 

istandard ideviation. iThe iaverage imean iis i1.8333 iwhich iis imoderate iand ineeds ito ibe 

iimproved. 

5.4 iSummary ion ihow iAgency iBanking iaffects icustomer satisfaction iin iEquity iBank-

Rwanda i 

The ifindings ishow ithat iagency ibanking iaffect icustomer satisfaction i iin iEquity iBank-

Rwanda iis ibased ion icustomer ilocality iwith imean iof i2.0778 iwhich iis imoderate iand 

istandard ideviation iof i0.23413, iIt iconfirms ithat iagency ibanking iaffect ipositively icustomer 

iservice idelivery iin iEquity iBank iwith ihomogeneity iof ithe iresponses ias ishown iby iits 

istandard ideviation. i i iCompliments iand iRetention iwith imean iof i2.0444 iwhich iis 

imoderate iand istandard ideviation iof i0.32295, iIt iconfirms ithat iagency ibanking iaffect 

ipositively icustomer iservice idelivery iin iEquity iBank iwith ihomogeneity iof ithe iresponses 

ias ishown iby iits istandard ideviation. iService itangibility iwith imean iof i1.9000 iwhich iis 

imoderate iand istandard ideviation iof i0.27868, iIt iconfirms ithat iagency ibanking iaffect 

ipositively icustomer iservice idelivery iin iEquity iBank iwith ihomogeneity iof ithe iresponses 

ias ishown iby iits istandard ideviation. iAnd iquality iservice iand icustomer isatisfaction iwith 

imean iof i1.7889 iwhich imoderate iand istandard ideviation iof i0.22098, iIt iconfirms ithat 

iagency ibanking iaffect ipositively icustomer iservice idelivery iin iEquity iBank iwith 

ihomogeneity iof ithe iresponses ias ishown iby iits istandard ideviation. iThe iaverage imean iis 

i1.9527 iwhich iis imoderate iand ineeds ito ibe iimproved. 
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According ito iSpearman‟s icorrelation icoefficient iinterpretation, ithe iresearcher iconfirmed 

ithat ithere iis isignificant irelationship ibetween iMobile iTechnology iand iCustomer iService 

idelivery iin iEquity iBank 

5.5 iConclusion i 

Based ion ithe ifindings iof ithe ipresent istudy ias ihighlighted iabove, iit ican itherefore, 

iconclusively ibe istated ithat imobile itransaction, iATM i(Automated iteller imachine), iand 

iMobile iagency iare ithe ieffect iof imobile itechnology services  ion icustomer satisfaction  iin 

iequity ibank iRwanda iLimited, ireduction iof iqueue, iquick iservices, iand iease itransaction 

iare ihow iATM icontributes ion icustomer isatisfaction iin iequity ibank iRwanda iLimited, 

icustomer iloyalty, iCompliments iand iRetention, iService itangibility, iand iquality iservice iand 

icustomer isatisfaction iare ihow iAgency iBanking iaffects icustomer iservice idelivery iin 

iEquity iBank-Rwanda. iThe iresearcher ifound iout ithat imobile i itechnology servicesseion 

icustomer satisfaction, iis iinsufficient iin ioffering iguidelines ito ithe icustomer ion ihow ito iuse 

imobile itechnology ithrough itrainings; iEquity iBank idoesn‟t itake itoo iseriously ithe icustomer 

iservice iunit, ithey idon‟t iknow iabout ithe iresponses iand ibehaviors iof itheir icustomers, iand 

ithe ibasis iof itheir icustomers. iTherefore, ithis ican ihelp iin imanaging ithe isystems‟ icapacity 

iand iin iturn iaddress ithe iproblem iof itransaction idelays iand iimprove icustomer iservice. i i 

5.6 iRecommendations 

Based ion ithe ifindings iof ithe istudy, ithe iresearcher ipresents ithe ifollowing 

irecommendations iby isaying ithat iMobile itechnology  ioperators ishould itrain ithe icustomers 

iabout ithe iusage iof imobile itechnology and keep their loyalty, reducing the costs for the service 

offered . 

 iTelecommunication icompanies iand ibanks ishould icontinue iwith itheir iinnovation 

iendeavors iin imobile itechnology iand iinvest imassively iin iinformation itechnology iin iorder 

ito ifurther ipromote iefficient iand ismooth iservice idelivery ivia imobile itechnology, iand 

iSecurity imeasures ishould ibe iensured iby ithe iGovernment iof ithe iday, iby ithe iprivate 

isector iand iby iall iwith ia iview ito iguaranteeing ithe imobile ibanking iservice iusers iand 

iseekers ias iwell itheir isafety iand iassurance iof ithe isame. i 
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APPENDIX 

Questionnaires 

My iname iis iISHIMWE iGaelle, icarrying iout ia iresearch istudy ion iEffects iof iMobile 

iTechnology services ion iCustomers satisfaction in iBanking iSector iof iRwanda iCase 

istudy iof iEquity ibank. iI irequest imy ikind irespondents ito ianswer ithe ientire iquestionnaire 

iby iexhausting itheir iopinions; itherefore ievery ianswer iis icorrect. iThank iyou ivery imuch 

ifor iyour iassistance. 

Please itick ithe iappropriate ibox ior iexplain iwhere inecessary. 

SECTION iA 

BACKGROUND iINFORMATION i 

1) Gender i i 

 ( i i i) iMale 

 ( i i i) iFemale 

2) Age i i i i i  

 i( i i i) i21 i– i28 

 i i i i i i i i i i i i i( i i i) i29 i– i36 

  i( i i i) i37 i– i44 

  i( i i i) i45 i– iabove 

3) Level iof ieducation 

( i i i) iprimary ischool i 

( i i i) iSecondary ischool 

 i( i i i) iBachelors iDegree i 

 i( i i i) iMasters iDegree 

 i( i i i) iPhD ilevel 

4) Marital istatus i 

( i i i) iMarried 

( i i i) iSingle 
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( i i i) iWidow 

Directions: iplease irespond ito ithe iquestions iof iyour ichoice iby iusing ithe icorresponding 

iletter(s) ias iguided; 

SA i i i i i i i: i iAgree iwith ino idoubt i 

A i i i i i i i i i: iAgree iwith isome idoubt 

N : iNeutral 

D i i i i i i i i i: iDisagree iwith isome idoubt 

SD i i i i i i i: iStrongly idisagree iwith ino idoubt 

Response icode: iSA=1; iA=2; iN=3, iD=4, iSD=5 

SECTION iB: iPerceptions iof iRespondents ion: 

The ieffect iof imobile iTechnology services on icustomer satisfactioniin iequity ibank 

iRwanda ilimited 

Indicators i 
SA A N D SD 

Features iof iEquity iBank iservice        

ATM        

Mobile iAgency i        

 

How iATM icontribute ion icustomer isatisfaction iin iequity ibank iRwanda ilimited 

Indicators 
SA A N D SD 

Reduction iof iqueue i        

Quick iservices        

Ease itransaction        
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How iAgency iBanking iaffect icustomer satisfaction iin iEquity iBank-Rwanda i 

Indicators 
SA A N D SD 

Customer iloyalty 
       

Compliments i& iretention        

Service itangibility        

Quality iservice i        

 

Why ithere iis istill ia iqueue iin iEquity iBank iwhen ithere iis ian iinstallation iof iMobile 

itechnology i 

Reasons 
SA A N D SD 

Inefficacity iof imobile itechnology isystem        

Small inumbers iof iworkers        

Resistance ito ichange        
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SECTION C: iInterview iguide i 

What iis ithe ieffect iof imobile itransaction services ion icustomer satisfaction iin iequity ibank 

iRwanda ilimited? 

………………………………………………………………………………………………………

………………………………………………………………………………………………………

……………………………………………………………………………………………………… 

How iATM icontribute ion icustomer isatisfaction iin iequity ibank iRwanda ilimited? 

………………………………………………………………………………………………………

………………………………………………………………………………………………………

……………………………………………………………………………………………………… 

How iAgency iBanking iaffect icustomer satisfaction iin iEquity iBank-Rwanda? 

………………………………………………………………………………………………………

………………………………………………………………………………………………………

……………………………………………………………………………………………………… 

How ido iyou ifind iEquity iBank icompared ito iother iCommercial iBanks iin iRwanda? 

………………………………………………………………………………………………………

………………………………………………………………………………………………………

……………………………………………………………………………………………………… 

What iare ithe imain ichallenges ido iyou imeet iduring imobile itechnology iimplementation? 

………………………………………………………………………………………………………

………………………………………………………………………………………………………

……………………………………………………………………………………………………… 

What iare ithe itechniques ito ibe iadopted iby iEquity iBank ito iimprove iits iservices iin iterms 

iof imobile itechnology? 

………………………………………………………………………………………………………

………………………………………………………………………………………………………

……………………………………………………………………

………………………………… 


