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ABSTRACT
Globally, the banking industry is confronted with a competitive atmosphere. Therefore, it is imperative for banks to not only meet but significantly surpass consumers' expectations in order to secure customer loyalty. Enhancing client loyalty improves the likelihood of customer retention. In addition, in today’s globalised world, banks are compelled to embrace new technologies in their processes. Therefore, the purpose of this study was to examine the effect of mobile banking service quality dimensions on customer retention among commercial banks in Kenya. Data was collected using a self-administered and closed-ended questionnaire from a sample of 400 customers. Both the dependent and the independent variable were measured on a five-point Likert scale. The rating was 1 “strongly disagree”, 5 “strongly agree”. Study findings revealed that the efficiency of mobile banking services had a positive and significant effect on customer retention (β= 0.469, ρ=0.00<0.05), hence hypothesis 1 was accepted. Results indicated that flexibility had a positive and significant effect on customer retention (β = 0.202, ρ=0.00>0.05), hence hypothesis 2 holds. The study therefore concluded that for each unit increase in flexibility, there is up to 0.202 units’ increase in customer retention. Moreover, security had a positive and significant effect on customer retention (β = 0.121, ρ<0.05); hence, hypothesis 4 was accepted. However, the cost of the mobile banking service had a negative and significant effect on customer retention. Hence, it is imperative for banks to improve their mobile banking service quality. The study suggests that banks should leverage mobile banking service quality to improve customer satisfaction and retention, which may drive long-term profitability.
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1. Introduction
It is often assumed that a direct relationship exists between client retention and corporate organisational outcomes. Improving client retention enables the organisation to maximise profitability and increase revenue (Rosário & Casaca, 2023). Customer retention is defined as a customer’s repeated purchase behaviour commencing with a company, anytime an item for consumption is needed, he or she considers using just that company’s product or service (Dwivedi et al., 2024). The acquisition and retention of clients in a long-term partnership must be a continuous and seamless process. Commercial banks strive to achieve a competitive advantage by building and maintaining a strong relationship with customers through providing improved services with good quality and high security.  Therefore, commercial banks are investing and improving the quality of their mobile banking services to get customers’ confidence, increase satisfaction and ultimately retain customers and prevent them from switching (Ojiaku et al., 2023). To maintain competitiveness in the evolving landscape, banks continue to launch new products, enhance old offerings and develop innovative delivery channels such as e-banking and m-banking. 

Banking services have seen significant changes in the previous 10 years as a result of the growth of a knowledge-based economy and society, as information and communication technology has improved. e-Banking has been widely used in developed countries and is rapidly expanding in developing countries. Today, physical branch banking has been replaced by e-Banking, whereby customers can obtain service through the internet from their homes or at work rather than physically visiting the branch (Ayinaddis et al., 2023). In the Kenya context, the sector witnessed the launch of 64 new items in the market that led to a drastic fall in transaction-sanctioning fees (CBK, 2022). The increased uptake of digital lending has also led to a reduction in conventional bank loans (Parajuli et al., 2020). This development underscores the increasing popularity of mobile money among businesses and public institutions due to its accessibility, efficiency, and the availability of easy delivery routes. CBK statistics indicate that the value of mobile money transactions reached a record Ksh. 722.5 billion in July 2022, driven by heightened demand for cashless purchases and the introduction of 42,700 new active mobile money agents. Customer deposits, the primary funding source for banks, increased by 12.3 per cent from Ksh. 4,451.7 billion in December 2021 to Ksh. 4,998.7 billion in December 2022. The expansion was facilitated by the mobilisation of deposits via agency banking and mobile phone networks. 
Recent studies have shown that mobile banking service quality dimensions such as efficiency, flexibility, cost and security have a significant effect on banking customer satisfaction (Tam & Oliveira, 2017; Nguyen et al., 2020). Other studies indicate that customer satisfaction enhances customer retention, perhaps contributing to financial performance (Yu & Nuangjamnong, 2022). Notwithstanding the significant correlation between mobile banking and client retention, the majority of studies have concentrated on financial performance (Tam & Oliveira, 2017; Bagudu et al., 2017). Moreover, certain research indicated a positive correlation between the quality of mobile banking services and client retention (Jahan & Shahria, 2022; Zhang & Kim, 2020). Conversely, some reported no correlation (Chen & Demirci, 2019). Hence, the purpose of this study is to assess the impact of mobile banking service quality on customer retention in the Kenyan banking sector. The rest of the paper is organised as follows. Section 2 discusses the literature review and hypotheses development. Section 3 presents the methodology. Section 4 discusses the findings. Section 5 concludes.

2. Literature review and hypotheses development
The Technology Acceptance Model (TAM), commonly utilised by information systems experts, is a framework for information technology (IT) adoption that emphasises two distinct beliefs: perceived usefulness (PU) and perceived ease of use (PEOU) (Davis, 1989). (TAM) assesses the influence of four variables (subjective norms, perceived ease of use, perceived utility, and reported enjoyment) on customer IT adoption levels. A recent critical evaluation of the explanation of Information and Communication Technology (ICT) adoption (Liu et al., 2018; Davis & Granić, 2024). It is suggested that elements associated with human and social transformation processes ought to be integrated into the Technology Acceptance Model (TAM). In recent years, information systems academics have advocated for the expansion of conventional IT adoption models to incorporate aspects such as intrinsic motivation or enjoyment to explain IT adoption and utilisation (Tao et al., 2024). Some propose that researchers should consider the impact of perceived user resources, which has lately been utilised to examine IT adoption in impoverished nations. Laukkanen (2007) examines and contrasts customer value perceptions in online and mobile banking, noting that efficiency, convenience, and safety are essential in differentiating these judgments. The Theory of Reasoned Action (TRA) was developed to understand the relationships among attitudes, intentions, and behaviours (Fishbein, 1967). This hypothesis, as articulated by Poon (2008), is crucial for understanding human behaviours. Individuals' attitudes about specific behaviours and subjective norms are the determinants of their intention to engage with technology. In light of heightened competition and deregulation, numerous service and retail enterprises are diligently pursuing strategies to differentiate themselves and enhance profitability.
Nevertheless, the existing literature demonstrates inconsistent findings on the effect of mobile banking on service efficiency and whether it delivers superior customer satisfaction in comparison to traditional banking services (Raza et al., 2020). Nonetheless, some contend that enhanced efficiency adversely affects consumer satisfaction (Salihu & Metin, 2017). By offering mobile banking services, banks can achieve substantial cost reductions, decreased branch visits, and enhanced service quality. Laukkanen (2007) notes that efficiency, convenience, and safety are pivotal in distinguishing customer value views between internet and mobile banking. Mobile services are considered an efficient mechanism enabling customers to swiftly seek and obtain banking information (Verma et al., 2024). Utilising convenience sampling to administer a questionnaire to 300 students, with a response rate of 73%, Chigori et al.< (2020) discovered that fulfilment, privacy, and efficiency were all substantially correlated with overall service quality and customer loyalty across both banking models. According to the authors' findings, privacy, fulfilment, and efficiency are essential determinants of mobile banking applications use. Based on the literature, the following hypothesis is formulated:
H1. Efficiency has a significant effect on customer retention
The degree of flexibility is a critical determinant in deciding whether to adopt a new information technology application. It denotes the degree to which an individual perceives the use of a specific system as effortless. The easier it is for the consumer to accomplish their objectives, the higher the probability of future application usage. Research indicates that the flexibility and rapidity of mobile banking service delivery are key concerns (Jun & Palacios, 2016). An additional significant aspect concerning flexibility is the amalgamation of corporate procedures and systems, alongside the enhancement of client services (Anvarovich, 2024). Flexibility denotes the customers' opinion that a particular system necessitates minimal effort and facilitates the achievement of their goals, thereby affecting their satisfaction levels. Going by empirical literature, the following hypothesis is formulated:

H2. Flexibility has a significant effect on customer retention
Perceived cost refers to the degree to which an individual perceives that utilising mobile banking incurs financial expenses (Ndassi Teutio et al., 2023). The expenses may encompass transactional costs such as bank fees, mobile network charges for transmitting communication traffic (including mobile banking or data), and the cost of mobile devices. Botha. Research indicates that cost is a significant factor influencing mobile banking utilisation (Cham et al., 2022; Nguyen et al., 2020). In contrast, certain research indicates that perceived cost may not be a crucial factor influencing mobile banking service usage when compared to other variables such as perceived risk, compatibility, and perceived usefulness (Sossou & Gaye, 2022). In emergencies or urgent situations, the advantages of utility surpass the associated costs (Gupta & Kiran, 2024). Based on empirical literature, the following hypothesis is formulated:
H3. Cost has a significant effect on customer retention
The security of customers is of utmost significance in virtual transactions (Chen et al., 2021). Perceived security is defined as the extent to which users believe it is safe to provide personal and financial information (Abdennebi, 2023). In terms of security, information and financial aspects are closely interconnected due to the threats of fraud and hacking. Raza et al. (2017) demonstrate that clients who perceive banking transactions as secure exhibit higher satisfaction with the service. A study by Ahanthem (2022) revealed that the trustworthiness and security of a mobile banking application significantly influence client satisfaction. The security of mobile banking is essential, especially for consumers participating in virtual transactions. Going by empirical literature, the following hypothesis is formulated:

H4. Security has a significant effect on customer retention

3. Methodology
3.1. Sample
 This study targeted 12 banks within Eldoret town in Uasin Gishu County, namely: KCB, Barclays, Equity, Transnational, National, Corporative, CFC Stanbic, Commercial Bank of Africa, Diamond Trust Bank, Imperial Bank, Bank of Baroda and Family Bank. From the 12 banks database, there was a total of 411,734 customers, which was taken as the study target population. A sample of 400 customers was selected using the Taro Yamane (1973) formula. 

3.2. Measurement of variables
Dependent variable- customer retention
The dependent variable was customer retention. Customer retention denotes the strategic efforts made by a firm to cultivate long-term loyalty and encourage repeat purchases from customers. The variable was measured using 5 items that were borrowed and modified (Mackay & Major, 2017).
Independent variables
The study had four dimensions of mobile banking service quality: efficiency, flexibility, cost and security. Efficiency is the measure of the benefits customers feel in relation to the sacrifices or costs they incur. It is cognitively understood as the ratio of benefits to cost (Laukkanen, 2007). Efficiency was measured using 5 items as suggested by earlier studies (Mamakou et al., 2024; Chawla & Joshi, 2018). Flexibility is a crucial factor in determining the likelihood of adopting a new information technology application. It refers to the extent to which a person believes that using a specific system would require minimal effort. The easier it is for customers to achieve their goals using the application, the higher the probability that they will continue using it in the future (Rahma & Sofyani, 2024). Flexibility was measured using 4 items (Wang et al., 2019). Cost refers to an individual's belief about the financial implications of using mobile banking (Raj et al., 2023). The cost may encompass the transactional expenses such as bank fees, charges from mobile networks for transmitting communication traffic (including SMS or data), and the cost of mobile devices. This variable was measured using four items (Chu, 2022). The other dimension of mobile banking service quality is security. The prevalence of security threats in mobile and online banking, particularly in the realm of mobile banking, is a significant challenge for both banks and customers. This is due to the introduction of new technological advancements and the inherent security vulnerabilities that accompany these advances. Security was measured using 4 items (Aboobucker & Bao, 2018). Both the dependent and the independent variable were measured on a five-point Likert scale. The rating was 1 “strongly disagree”, 5 “strongly agree”.

3.3. Research model

Where; Y, customer retention; X1-efficiency, X2-flexibility, X3-cost and X3-security; , is the constant β1, β4 are the regression coefficient and  is the error term.
4. [bookmark: _Toc444772048][bookmark: _Toc174952997]Findings and discussion 
4.1  Response Rate
[bookmark: _Toc444772049][bookmark: _Toc174952998]Out of the four hundred (400) respondents who were sampled and the questionnaires were administered, three hundred and fifty-seven (357) responded. This gave a response rate of 89.3% percent. This response rate was adequate and conforms to Paton's (2002) stipulation that a response rate of 50% is adequate for analysis and reporting; a rate of 60% is good, and a response rate of 70% and over is excellent. 
4.2 Demographic Information
The demographic information of the respondents was considered necessary because the ability of the respondents to give satisfactory information depends largely on their background. This information was about the respondents’ gender, work status, education level and the years of having used mobile bank services.
Study findings in Table I indicated that the majority of the respondents, 63.3% (226), were female, whereas 36.7% (131) were male. Considering the respondents' work status, 86.3% (308) were self-employed, 12% (43) had retired, and 1.7% (6) were under formal employment. With regard to respondents’ level of education, the respondents were equally distributed in terms of their level of education. In terms of education level, Table I shows that 24.1% (86) of the respondents had a university degree, 24.1% (86) a diploma, 23.5% (84) a secondary level and 19.3% (69) a primary level. This indicates that the respondents in this study were literate; hence, they would be relied upon to give informed opinions as sought by the study.
In terms of the number of years they have used their mobile banking, 61.3% of the respondents had used mobile banking for less than 3 years. 37.3% (133) of the respondents had used mobile banking for between 3 and 5 years.  In addition, 1.4% (5) of the respondents had used mobile banking for more than 5 years. Generally, most of the respondents have been using mobile banking for at least a year, hence they provided responses based on a wider knowledge base.
Table I. Demographic Information
	
	
	Frequency
	Percent

	Gender
	Male
	131
	36.7

	
	Female
	226
	63.3

	
	Total
	357
	100

	Work status
	Self employed
	308
	86.3

	
	Formal 
	6
	1.7

	
	Pension/retired
	43
	12

	
	Total
	357
	100

	Educational level
	Primary level
	69
	19.3

	
	Secondary level
	84
	23.5

	
	Diploma
	86
	24.1

	
	Degree
	86
	24.1

	
	Masters
	32
	9

	
	Total
	357
	100

	Years of using mobile services
	Less than 3 years
	219
	61.3

	
	3-5 years
	133
	37.3

	
	5 years and above
	5
	1.4

	
	Total
	357
	100


Source: Authors (2025) 


4.4. Reliability and validity
The study used the KMO (Kaiser-Meyer-Olkin) test for sampling adequacy to test for validity. Based on Table II, it can be seen that the value of KMO and Bartlett's Test obtained were all greater than 0.5 with a significance of 0.000. This implies Ho rejected, which means that the data was eligible for further statistical analysis. The internal consistency analyses were performed on all the variables using Cronbach's alpha. Based on the results shown in Table II, all the coefficients are greater than 0.7, which demonstrates a high level of internal consistency for each of the scales.





Table II Reliability and Validity
	
	Mean
	Std
	KMOs
	Cronbach

	[bookmark: _Hlk176086950]Customer retention
	
	
	
	0.902

	Mobile banking services makes it easy for me to continue access banking services
	3.73
	0.48
	0.873
	

	I am generally delighted by mobile banking  mobile banking  services
	3.59
	0.5
	0.931
	

	mobile banking  alerts improves my loyalty to the bank
	3.5
	0.52
	0.802
	

	I am satisfied with quality of mobile banking  services
	3.84
	0.73
	0.852
	

	I am contented with mobile banking      services
	3.84
	0.38
	0.882
	

	Efficiency
	
	
	
	0.895

	Mobile banking enables me accomplish my banking transactions quickly.
	4.5
	0.5
	0.828
	

	It is easy to use mobile banking services.
	4.3
	0.55
	0.884
	

	Information on mobile banking services platforms is well organized.
	2.88
	0.44
	0.692
	

	Interaction with mobile banking service does not require a lot of mental effort
	4.18
	0.7
	0.747
	

	Mobile banking service can be relied upon
	3.98
	0.69
	0.888
	

	Flexibility
	
	
	
	

	Mobile banking allows me to do transactions beyond banking hours
	4.16
	0.74
	0.898
	0.914

	Does the mobile banking service allow me to perform a variety of transactions?
	3.98
	0.81
	0.705
	

	Mobile banking     service allows me to make corrections when I make transaction errors
	3
	0.82
	0.647
	

	Mobile banking   is open and receptive to customer needs
	3.4
	0.84
	0.897
	

	Service cost
	
	
	
	

	The cost of mobile banking      is expensive
	3.11
	1.04
	0.825
	0.945

	The transaction fee is expensive
	2.99
	1.01
	0.836
	

	 Does mobile banking      increase your transaction cost
	3.4
	0.93
	0.852
	

	Do you think mobile banking charges are justified
	3.37
	0.48
	0.747
	

	Security 
	
	
	
	

	Mobile banking   service has privacy
	2.96
	1.37
	0.747
	0.932

	I feel confident in my activities with the mobile banking service
	3.73
	0.86
	0.666
	

	Mobile banking   service has a good security system
	3.74
	0.93
	0.862
	

	[bookmark: _Hlk176087805]When a transaction error occurs, I worry that I cannot get compensated by the bank
	3.41
	0.94
	0.718
	

	
	
	
	
	



Source. Authors (2025)
4.5 Regression analysis
The study had four hypotheses that were tested using the results of the ordinary least squares regression shown in Table III. Hypothesis 1 suggested that efficiency has a significant effect on mobile banking. Study findings in Table III revealed that the efficiency of mobile banking services had a positive and significant effect on customer retention (β= 0.469, ρ=0.00<0.05), hence hypothesis 1 was accepted. The study, therefore, contends that the efficiency of mobile banking services positively and significantly affects customer retention. Thus, for each unit increase in efficiency of mobile banking services, there is up to a 0.469 unit increase in customer retention. The findings support those of Dias and Dissanayake (2023), who found a positive and significant effect between in Sri Lanka. Yusfiarto (2021), who studied the Indonesian banking sector, reported similar results. The effect of efficiency of mobile banking services is shown by the t-test value of 9.721 which implies that the effect of efficiency of mobile banking    services surpasses that of the variability of customer retention by over 9 times. According to these findings, banks should improve their efficiency and effectiveness by incorporating the most up-to-date technology available in the relevant markets. However, the successful implementation of this technology adoption relies on individuals' willingness to use it and their ability to navigate it seamlessly. Malaquias and Hwang (2016) perceive mobile banking as a disruptive instrument that can enhance the efficiency of conventional customer chores, resulting in time and cost savings, as well as reduced customer service duration. This, in turn, allows for the allocation of resources towards maintaining the quality of mobile service networks. Furthermore, integrating mobile banking services into mobile ecosystems, particularly mobile devices, can result in lower financial fees compared to traditional banking channels (Baabdullah et al., 2019). Therefore, for many banks, the shift towards specialised services like mobile banking, which are integrated into a broader mobile ecosystem, plays a crucial role in their future growth strategy (Albashrawi et al., 2019).
Hypothesis 2 proposed that the flexibility of mobile banking services has a significant effect on customer retention. Results in Table III indicated that flexibility had a positive and significant effect on customer retention (β = 0.202, ρ=0.00>0.05), hence hypothesis 2 holds. The study therefore concluded that for each unit increase in flexibility, there is up to 0.202 units’ increase in customer retention. However, these results contradict those of Dias and Dissanayake (2023), who found an insignificant effect in Sri Lanka. Flexibility is a crucial factor in determining the likelihood of adopting mobile banking services. It refers to the extent to which an individual believes that using a specific system would require minimal effort. The more effortless the system is perceived to be, the greater the probability that customers will successfully achieve their goals and continue using the application in the future (Aqilah & Fathoni, 2023). Mobile technology provides significant flexibility in work, allowing individuals to work remotely from home or while travelling. The proliferation of cloud computing has also had a favourable impact on the utilisation of mobile devices, enabling more adaptable work practices by delivering services via the internet.
Hypothesis 3 suggests that cost has a significant effect on customer retention. Based on the analysis results in Table III, Hypothesis 3 was accepted. The conclusion was cost of mobile banking services had a negative and significant effect on customer retention (β= -0.115, ρ=0.01<0.05). Thus, for each unit increase in cost, there is a 0.115 unit decline in customer retention. The effect of cost is also shown by the t-test value = -2.06). Mobile banking service cost may discourage customers from using mobile technologies, hence adversely affecting retention. The cost may encompass transactional costs such as bank fees, mobile network charges for transmitting communication traffic (including mobile banking or data), and the cost of mobile devices. According to research, cost is a significant factor influencing mobile banking use (Cham et al., 2022; Nguyen et al., 2020).
Hypothesis 4 states that security has a significant effect on customer retention. Based on findings in Table III, security had a positive and significant effect on customer retention (β = 0.121, ρ<0.05); hence, hypothesis 4 was accepted. This suggests that for each unit increase in security of mobile banking services, there is up to 0.121 increase in customer retention. Moreover, security is shown by the t-test value of 2.533, which is less than the error associated with it. Security is of paramount importance to customers when it comes to virtual transactions. Ghosh and Barua (2014) define security as the state of being safe and protected from harm or danger with regard to information. Regarding security, both information and monetary matters are intricately linked due to the risks of fraud and hacking (Kabir, 2013). A study conducted by Ali and Raza (2017) found that clients who have a perception of secure banking transactions tend to be more satisfied with the service. A study conducted by Ahanthem (2022) found that the level of trustworthiness and security in a mobile banking application has a substantial impact on consumer satisfaction.

Table III. Regression analysis
	
	Unstandardized Coefficients
	Standardised Coefficients
	Collinearity Statistics

	
	B
	Std. Error
	Beta
	T
	Sig.
	Tolerance
	VIF

	(Constant)
	0.131
	0.366
	
	0.359
	0.720
	
	

	Efficiency 
	0.475
	0.049
	0.469
	9.721
	0.000
	0.721
	1.387

	Flexibility
	0.419
	0.086
	0.202
	4.88
	0.000
	0.983
	1.017

	Cost
	-0.073
	0.028
	-0.115
	-2.606
	0.01
	0.866
	1.154

	Security
	0.1
	0.04
	0.121
	2.533
	0.012
	0.742
	1.349

	a Dependent Variable: Customer Retention
	
	
	


Source: Authors (2025) 

5. Conclusion
Based on the findings in the previous chapter, the use of mobile banking services has enhanced promptness in service delivery. Particularly, it is easier to use mobile banking services to accomplish banking tasks since it does not involve a lot of mental effort. Also, the mobile banking services can be relied upon by the customers. Despite the benefits accrued from the use of the mobile banking services, customers were not sure whether the mobile banking services might not perform well and process payments incorrectly. Practical implications for this study are that banks should ensure the efficiency, flexibility and security of mobile banking services have a positive impact on customer retention. It is therefore imperative for banks to use mobile banking services to accomplish banking tasks so as to become competitive in the banking sector. Also, banks need to ensure that their mobile banking service performs well and processes payments. This will be a convenient way to keep track of customers’ activities and meet their needs not only today but in the future. As for policy, the industry regulators should offer both financial and technical support for banks to adopt these technologies in an effort to increase customer satisfaction, which may improve performance. There is also a need for policy intervention to remove the bottleneck associated with mobile banking technologies and guarantee the security of the users. One probable limitation of this study is that it focused on banks in Kenya. Notably, the country has made significant strides in mobile banking technologies, which may limit the generalisation of the finding. Hence, future studies can explore this gap.
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