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Abstract

This study examines the determinants of customer satisfaction in the mobile
money services sub-sector in Kitwe, Zambia, focusing on service quality, service
charges, perceived value, and security. Using a quantitative cross-sectional
design, primary data were collected from 392 mobile money users, selected
through systematic sampling, and analysed using Partial Least Squares
Structural Equation Modelling (PLS-SEM). The results indicate that service
qudlity, perceived value, and security have significant positive effects on
customer satisfaction, while service charges show no significant effect. Overdall,
the findings suggest that customers prioritise service performance, value, and
transaction security when evaluating mobile money services, consistent with
expectation-confirmation theory. The non-significant effect of service charges
extends the theory by indicating that when an attribute is perceived as largely
invariant across competing providers, as is the case with mobile money
transaction fees in Zambia, it ceases to function as a meaningful basis for
confirmation or disconfirmation of expectations. The study contributes to the
limited literature on digital financial services in Zambia and provides practical
insights for mobile money providers and policymakers seeking to enhance
customer satisfaction through improved service delivery, stronger cybersecurity
measures, and enhanced value creation strategies. These recommendations are
essential for improving adoption, usage continuity, and competitiveness in the
mobile money sector in developing economies. Future research is encouraged to
explore additional behavioural and contextual factors across different regions.
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1.0 INTRODUCTION

Mobile money services have emerged as an important financial innovation that
promotes financial inclusion by providing affordable and convenient financial
services to both banked and unbanked populations (Gyamerah & Tetteh, 2024). In
many developing countries, mobile money has become an effective alternative to
traditional banking services, particularly among low-income households and
individuals residing in underserved areas (Apeti, 2023). The widespread ownership
of mobile phones has significantly contributed to the growth of digital financial
services, allowing millions of people to access financial services without the need
for conventional bank accounts (Gyamerah & Tetteh, 2024; Osabutey & Jackson,
2024).

Globally, mobile money services have experienced remarkable growth. According to
the Global System for Mobile Communications Association (GSMA), there were over
1.75 billion registered mobile money accounts worldwide and more than US$1.4
trillion in annual transaction values (GSMA, 2026). Sub-Saharan Africa remains
the leading region in mobile money adoption, accounting for over 70% of global
mobile money accounts and transactions (GSMA, 2024). The increasing use of
mobile money services has enhanced financial inclusion, improved access to
payments, and facilitated economic participation among previously excluded
populations.

In Zambia, the growth of mobile phone penetration and digital financial services
has significantly transformed the financial sector (Mwiya et al., 2017). The country
was among the early adopters of mobile money services, with the first services
introduced in 2009. The major mobile network operators, namely MTN Zambia,
Airtel Zambia, and Zamtel, have continued to expand mobile money services
throughout the country. According to the Zambia Information and Communications
Technology Authority (ZICTA, 2023), MTN held approximately 32% of the mobile
market share, Airtel accounted for about 48%, while Zamtel controlled nearly 15%
of the market. Furthermore, recent reports indicate that mobile financial services
account ownership among adults in Zambia exceeds 60%, demonstrating
substantial progress in financial inclusion (Finscope, 2025).

The Government of Zambia has also demonstrated commitment to expanding
digital financial services through initiatives such as the National Financial
Inclusion Strategy, which emphasises innovation, customer-centric products,
accessibility, and affordability (Bank of Zambia, 2017). Mobile money services now
allow customers to transfer money, purchase airtime, pay utility bills, receive
salaries, pay insurance premiums, and conduct merchant payments using mobile
devices. The convenience, accessibility, timeliness, and affordability of these
services have contributed to their growing adoption (Mwiya et al., 2022).

Despite these developments, mobile money services continue to face several
challenges that may affect customer satisfaction. Service interruptions, network
failures, transaction delays, high transaction charges, fraud risks, and security
concerns remain common problems experienced by users (Mwiya et al., 2026;
Putrevu & Mertzanis, 2024). In addition, customers often encounter difficulties
when transacting across different mobile networks, which may negatively influence
their perceptions of service quality and satisfaction.
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Customer satisfaction remains an important indicator of service performance
because satisfied customers are more likely to continue using services, recommend
them to others, and remain loyal to service providers (Mugova et al., 2025).
Previous studies conducted in Ghana, Kenya, Pakistan, Sri Lanka, and China
identified factors such as service quality, convenience, security, transaction costs,
customer service, and network coverage as significant determinants of customer
satisfaction in mobile money services (Khan et al., 2022; Oduro et al., 2018;
Sleiman et al., 2021; Twum et al., 2023). However, empirical evidence within the
Zambian context remains limited, particularly in the mobile money sub-sector.
Therefore, this study seeks to examine the determinants of customer satisfaction in
the mobile money services sub-sector in Kitwe, Zambia. The remainder of the paper
reviews the relevant literature and develops hypotheses, outlines the research
methodology, presents and discusses the findings, and finally provides conclusions
and recommendations for future research.

2.0 LITERATURE REVIEW

2.1 An Overview of Customer Satisfaction

Customer satisfaction remains one of the most widely studied concepts in
marketing and service management because it influences customer retention,
loyalty, and organisational performance. Customer satisfaction refers to the extent
to which customers perceive that a product or service meets or exceeds their
expectations (Oliver, 2010). According (Mwiya et al., 2022), customer satisfaction
represents the consumer’s emotional response following the purchase and use of a
product or service. Similarly, Angelova & Zekiri (2011) define customer satisfaction
as a measure of how pleased customers are with the products, services, and
experiences offered by a firm.

The customer satisfaction literature has also been shaped substantially by
foundational work outside the mobile money field. Fornell (1992) developed one of
the earliest national customer satisfaction barometers, establishing that aggregate
satisfaction is a leading indicator of firm and even economy-wide performance.
Anderson and Sullivan (1993) subsequently modelled satisfaction as a function of
both expectations and perceived quality, showing that disconfirmation operates as
a distinct mechanism from quality perceptions alone. Mittal and Kamakura (2001)
extended this line of work by demonstrating that the relationship between
satisfaction and repurchase behaviour is itself moderated by customer
characteristics such as demographics, a finding with direct relevance to the present
study’s call for testing moderating variables such as age and digital literacy.
Although these theorists are not specific to mobile money, they underpin much of
the satisfaction measurement tradition on which mobile-money-specific studies,
including the present one, are built.

Satisfaction occurs when performance meets or exceeds expectations, whereas
dissatisfaction results when performance falls below expectations (Oliver, 2014).
Oktavanny & Sulistiadi (2022) further explain customer satisfaction as the
customer’s evaluation of the difference between expected and actual performance
after using a product or service. Within the financial services sector, customer
satisfaction is particularly important because satisfied customers are more likely to
continue using services, recommend them to others, and remain loyal to service
providers (Muhammad & Suryati, 2026). Mwiya et al. (2022) argue that customer
satisfaction contributes significantly to marketing performance because it
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encourages repeat purchases and strengthens long-term relationships between
customers and firms.

Mobile money services have emerged as an important innovation in financial
service delivery, especially in developing economies where access to conventional
banking remains limited. Mobile money refers to financial services conducted
through mobile devices that allow users to transfer money, make payments,
purchase airtime, save funds, and access other financial services using mobile
phones (Tengeh & Gahapa, 2020). According to Sabbaghi (2025), mobile money
enables electronic financial transactions through mobile devices, with customer
accounts linked to mobile phone numbers and supported by agent networks.

The rapid growth of mobile money services has been attributed to their
convenience, accessibility, affordability, and ease of use. Aron (2018) argues that
mobile money provides an efficient alternative for individuals who face challenges
accessing traditional banking services. The technology has become particularly
important in developing countries because it extends financial services to
underserved populations.

Customer satisfaction in mobile money services has attracted considerable
attention among researchers because service providers operate in highly
competitive environments. Twum et al. (2023) indicate that customer satisfaction
has become a central objective of mobile money providers seeking to improve
service quality and maintain customer loyalty. Consequently, understanding the
factors that influence customer satisfaction has become important for both
researchers and practitioners. Several studies have identified various determinants
of customer satisfaction in mobile money services. Mwiya (2006), Deyalage &
Kulathunga (2019) and Armawan et al. (2023) identified factors such as service
quality, convenience, affordability, accessibility, security, and wusability as
significant predictors of satisfaction. Although these studies provide useful
insights, most were conducted outside Zambia, thereby limiting their applicability
within the Zambian mobile money sector.

The African mobile money literature outside Zambia is considerably more
developed. In Kenya, Jack and Suri (2014) demonstrated using nationally
representative panel data that M-Pesa usage enabled households to share risk
more effectively and smooth consumption after income shocks, establishing mobile
money’s welfare effects on the continent’s most studied market. In Tanzania,
Pallangyo (2022) examined cybersecurity vulnerabilities in mobile money
transaction services, while in Ghana, Oduro et al. (2018) and Adams and
Gopakumar (2023) identified service quality, affordability, and ease of transfer as
key satisfaction and usage drivers. A recurring theme across these markets is
cross-network interoperability: Zambia’s own mobile money ecosystem has
historically suffered from an inability of customers on different networks to
transact directly with one another, a gap the Bank of Zambia has sought to close
through the National Financial Switch, implemented in partnership with the
Zambia Electronic Clearing House Limited, whose mobile payments module went
live in 2020 (Mvula et al., 2020). None of the Zambian mobile money satisfaction
studies cited above, including Jere and Mukupa (2018) and Mwiya et al. (2022),
directly examine how interoperability, or the lack of it, shapes customer
satisfaction, representing a specific contextual gap that this study is not designed
to close but which future Zambian research should address.

2.2 Service Quality and Customer Satisfaction
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Service quality is one of the most important determinants of customer satisfaction
in service industries. Mwiya et al. (2017) define service quality as the ability of
service providers to consistently meet or exceed customer expectations. Similarly,
Saputra et al. (2025) argue that service quality consists of both process quality and
outcome quality, which jointly influence customer perceptions. In the context of
mobile money services, service quality includes reliability, responsiveness,
assurance, empathy, and convenience. Alzoubi et al. (2020) define service quality
as customers’ overall judgment regarding the excellence of services provided
compared to their expectations. When service providers deliver services efficiently,
customers develop positive evaluations that increase satisfaction.

Mwiya et al. (2026) found that service quality significantly influences customer
satisfaction in mobile money services because customers value prompt service
delivery, network reliability, and efficient transaction processing. Similarly,
Indajang et al. (2023) reported a positive relationship between service quality and
customer satisfaction in mobile financial services. Empirical studies conducted in
Ghana found that approximately 89% of mobile money users were satisfied with
services such as convenience, affordability, and ease of money transfers (Adams &
Gopakumar, 2023). These findings suggest that improving service quality can
significantly enhance customer satisfaction and strengthen customer loyalty.

2.3 Security, Service Charges, and Perceived Value

Security remains a critical concern in mobile money services because financial
transactions involve sensitive customer information. Bajwa et al. (2023) argue that
secure transaction systems increase customer confidence and satisfaction.
Pallangyo (2022) note that unauthorised access, fraud, and cybercrime continue to
pose challenges within the mobile money industry.

Service charges also influence customer satisfaction because customers evaluate
whether transaction costs are reasonable relative to the benefits received.
Eijdenberg et al. (2026) found that affordable transaction charges encourage
greater usage of mobile money services. Similarly, Mwiya et al. (2019) reported that
service charges significantly influence customer satisfaction.

Perceived value refers to customers’ assessment of the benefits received relative to
the costs incurred when using a service (Blut et al., 2024). Juliana et al. (2022)
established that perceived value positively influences customer satisfaction because
customers evaluate whether services provide adequate benefits. Mwiya et al. (2019)
further argue that customer perceptions significantly influence satisfaction and
future behavioural intentions.

Therefore, security, service charges, and perceived value remain important
determinants of customer satisfaction within mobile money services.
Understanding these factors can help service providers develop strategies that
improve customer experiences and enhance satisfaction levels.

2.4 Expectation-Confirmation Theory (ECT)

Expectation-Confirmation Theory (ECT), originally developed by Oliver (1980)
explains customer satisfaction as a result of the comparison between customers’
initial expectations and the actual performance of a product or service. The theory
posits that customers form expectations before using a service, and satisfaction
occurs when the perceived performance meets or exceeds those expectations.
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Conversely, dissatisfaction arises when the actual performance falls below
expectations (Oliver, 1980).

The theory has been extensively applied in marketing, information systems, and
service management studies to explain customer satisfaction and continuance
intentions.Mwiya et al. (2017) employed the theory in digital service environments
and found that confirmation of customer expectations significantly influences
satisfaction and future behavioural intentions. Similarly, Bhattacherjee (2001)
applied ECT in information systems research, demonstrating that users’ continued
usage intentions depend largely on satisfaction arising from expectation
confirmation.

Several alternative theoretical lenses could plausibly have been applied to this
study. SERVQUAL (Parasuraman et al., 1988) conceptualises quality as a gap
between expected and perceived service performance across five dimensions, and is
widely used where the primary interest lies in diagnosing specific service quality
gaps. The Technology Acceptance Model (Davis, 1989) and its successor, the
Unified Theory of Acceptance and Use of Technology (Venkatesh et al., 2003),
instead centre on the antecedents of technology adoption and continued use, such
as perceived usefulness and effort expectancy, and are typically favoured when the
research question concerns why a technology is or is not adopted in the first place.
ECT was selected over these alternatives because the present study’s central
concern is not whether customers adopt mobile money, since adoption in Kitwe is
already high, nor a dimension-by-dimension audit of service quality gaps, but
rather how customers evaluate their ongoing experience against prior expectations
across several distinct attributes (service quality, service charges, perceived value,
and security) simultaneously. ECT’s expectation-disconfirmation mechanism is
therefore the more direct theoretical fit for explaining post-usage satisfaction
outcomes in an already-adopted service context.

Within financial and mobile service contexts, ECT has been used to explain how
customers evaluate service quality, security, charges, and value after using digital
services. However, limited studies have applied the theory to mobile money services
in Zambia. Therefore, this study adopts expectation-confirmation theory to explain
how customers compare their expectations regarding service quality, service
charges, perceived value, and security with their actual mobile money experiences,
which subsequently determine customer satisfaction.

2.5 Conceptual Framework and Hypothesis Development
2.5.1. Conceptual Framework

In light of the foregoing theoretical foundations and the gaps identified in the
existing literature, this study develops a conceptual model illustrating the
relationships among service quality, service charges, perceived value, security, and
customer satisfaction. Figure 1 presents the proposed conceptual framework,
which assumes that these determinants significantly influence customer
satisfaction in mobile money services. The relationships depicted in the model
provide the basis for the development of the study hypotheses presented in Section
2.5.2.
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Figure 1. Conceptual framework
2.5.2. Hypothesis Development
Service Quality and Customer Satisfaction

Customer
Satisfaction

The relationship between service quality and customer satisfaction has received
considerable attention in the mobile money and digital financial services literature.
Several empirical studies have demonstrated that service quality is a key
determinant of customer satisfaction due to its influence on users’ perceptions of
reliability, responsiveness, and overall service experience. For instance, Rian et al.
(2021)and Grea et al. (2026) in their studies on mobile money users in Indonesia
found that customers’ satisfaction was strongly influenced by the quality of services
provided, particularly in relation to ease of transactions, affordability, and
convenience. Their findings revealed that a significant proportion of users reported
satisfaction when services were delivered efficiently and without delays.

Similarly, Oduro et al. (2018) confirmed that improved service delivery, especially in
terms of transaction speed and accessibility, enhances customer satisfaction in
mobile money systems. In addition, Lim et al. (2023) established that service
quality has a statistically significant positive relationship with customer
satisfaction in mobile banking services in Malaysia, emphasising that consistent
and reliable service delivery leads to improved customer experiences. Based on the
reviewed empirical evidence, it is evident that service quality plays a crucial role in
shaping customer satisfaction in mobile money services. Therefore, the first
hypothesis is as follows:

H;: Service quality has a positive and significant influence on customer satisfaction.
Security and Customer Satisfaction

Security is a critical determinant of customer satisfaction in mobile money services
because it influences users’ trust, confidence, and willingness to continue using

digital financial platforms (Wulan & Dahlan, 2023). Hossain et al. (2024) argue that
mobile money providers enhance customer satisfaction by ensuring secure
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transaction processes and safeguarding sensitive customer information through
reliable systems. Similarly, Matovu et al. (2024) identify security as a major
concern in the mobile money industry, particularly regarding trust, privacy, and
unauthorised access to financial data. Although mobile money services are widely
perceived as convenient and efficient, users often remain concerned about
perceived risk, especially in cases of fraud, hacking, or unauthorised transactions.
Mwiya et al. (2026)note that higher perceived risk negatively affects usage
intentions, while strong security mechanisms increase trust and satisfaction.
Therefore, when customers feel that their transactions are secure and well-
protected, their overall satisfaction with mobile money services improves
significantly. Hence, the second hypothesis is that:

Ho»: Security has a positive and significant influence on customer satisfaction.
Service Charges and Customer Satisfaction

Service charges play a significant role in determining customer satisfaction within
mobile money services because customers often evaluate whether transaction costs
are fair, affordable, and justified by the value received. Sharma et al. (2024), in a
study on mobile money services, found that service charges have a positive and
significant effect on customer satisfaction, as users are more satisfied when
transaction fees are reasonable and transparent. This suggests that pricing directly
influences customers’ perceptions of service value and their willingness to continue
using mobile money platforms. Similarly, Inayah et al. (2025) argue that
organisations increasingly rely on both service quality and pricing strategies to
attract and retain customers in competitive markets. further emphasize that
perceived price fairness is a strong predictor of customer satisfaction and loyalty,
as customers tend to compare charges with expected benefits. When charges are
perceived as fair and affordable, satisfaction levels increase significantly. Therefore,
the third set of hypotheses is as follows:

Hj: Service charges have a positive and significant influence on customer
satisfaction.

Perceived Value and Customer Satisfaction

Perceived value is an important determinant of customer satisfaction in mobile
money services because it reflects the customer’s overall evaluation of the benefits
received relative to the costs incurred. Mbango (2019) argue that customer
satisfaction is strongly influenced by perceived value, as customers form positive or
negative judgments based on whether the service meets their expectations in terms
of usefulness, convenience, and affordability. In some cases, satisfied customers
may not only continue using the service but also recommend it to others, thereby
increasing adoption rates. Nursalim et al. (2025) further emphasise that perceived
value originates from both the service process and the quality of service delivery in
the mobile money industry. Similarly, Hong et al. (2023) found a positive and
significant relationship between perceived value and customer satisfaction,
indicating that higher perceived value leads to greater satisfaction levels. Therefore,
the fourth hypothesis is proposed:

Hy: Perceived value has a positive and significant influence on customer satisfaction.

3.0 RESEARCH METHODOLOGY
3.1 Population, unit of analysis, and sample
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A population is a group of people from whom a statistical sample is taken (Willie,
2024). Prior research on determinants of customer satisfaction in mobile money
services used a sample size of 413 respondents in Ghana (Edward & Dennis, 2014).
A sample size of at least 200 respondents, on the other hand, is appropriate for
research since it accounts for any violations of normalcy criteria, factor analysis
and reliability analysis (Hair et al., 2019). In addition, its estimated sample size was
calculated using Cochran’s (1977) formula for an unknown population, n =
Z?*pq/e?, with a 95% confidence level (Z = 1.96), an estimated proportion of p = 0.5
(maximising variance in the absence of prior population estimates), and a margin of
error of e = 0.05. This yielded a minimum required sample size of 384 mobile
money users. However, a sample size of 392 respondents was used in this survey,
which is sufficient for research. Respondents were chosen using a systematic
sampling method, a probability sampling technique in which every k-th mobile
money user was selected from a running list of customers at mobile money agent
outlets after a random starting point, ensuring external validity .

Sampling is a strategy for selecting a few individuals (referred to as a sample) from
a larger group (referred to as the population), with the few members serving as the
foundation for estimating and predicting facts or outcomes for the broader group.
Questionnaires were distributed to the target group over a four-week period. The
characteristics of the sample are listed in Tablel. Choosing a subset from a big
population, selecting a sampling method, and computing the sample size are all
part of the sampling operation. The significance of this technique is that it aids the
researcher in identifying the respondents who will be used to anticipate the study's
findings. Trained research assistants approached mobile money users at agent
outlets and service points across Kitwe, inviting every k-th customer to complete
the survey either on paper or via a linked online questionnaire; a total of 450
questionnaires were administered, of which 392 were returned complete and
usable, a response rate of 87.1 %.

Table 1. Respondents’ Profile

Valid Cumulative

Variable Description Frequency Percent
percent percent

Gender Female 205 52.3 52.3 52.3
Male 187 47.7 47.7 100.0
Age-group  16-20 years 34 8.70 8.70 8.70
21-25 years 152 38.8 38.8 47.4
26-30 years 108 27.6 27.6 75.0
31-35 years 57 14.5 14.5 89.5
36 years & 41 10.5 10.5 100.0
above
Marital Single 273 69.6  69.6 69.6
status
Married 119 30.4 30.4 100.0
Level of Certificate &
education below 88 22.5 22.5 22.5
Diploma 58 14.8 14.8 37.3
Bachelors 176 44.9 44.9 82.2
degree
Master 47 12.0 12.0 94.2
degree
Other 23 5.90 5.90 100.0
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Quialification

Occupation ~ Employed 140 35.7 35.7 35.7
Self-
employed 9 2.30 2.30 38.0
Unemployed 56 14.3 14.3 52.3
Student 139 35.5 35.5 87.5
Retired 48 12.2 12.2 100.0
Mobile
money Daily 155 39.5 39.5 39.5
usage
Weekly 108 27.6 27.6 67.1
Monthly 62 15.8 15.8 82.9
Rarely 67 17.1 17.1 100.0
, Less than 3 58 148 148 14.8
Duration years
of mobile 4-6 years 188 48.0 48.0 62.8
money 7-9 years 125 31.9 31.9 94.6

network 10 years &

21 5.40 5.40 100
above

Alt Text: Sample Profile reflecting characteristics such as gender, age group,
marital status, level of education, occupation, mobile money usage, and duration of
mobile money network for 392 respondents.

3.2 Data analysis method

Partial least squares structural equation modelling (PLS-SEM) was employed to
analyse the data and test the proposed hypotheses using SmartPLS integrated
within Jamovi. PLS-SEM is particularly suitable for simultaneously assessing
measurement models and structural relationships among latent constructs (Hair et
al., 2019). The technique is widely recommended for complex research models,
relatively small sample sizes, and situations where data may not satisfy the strict
normality assumptions required by covariance-based SEM (CB-SEM) (Henseler,
2018). Furthermore, PLS-SEM has gained increasing acceptance in management
and social science research because of its flexibility in handling latent variables
and non-normal datasets (Ahmed et al.,, 2025).Compared to CB-SEM, PLS-SEM
demonstrates strong predictive capabilities and provides robust estimates of
composite reliability and convergent validity (Dash & Paul, 2021). It also facilitates
causal-predictive analysis, making it appropriate for studies aimed at theory
development and prediction rather than theory confirmation (Hair & Alamer, 2022).
In the Zambian context, studies by Mwiya et al. (2026) have successfully applied
PLS-SEM.

4.0 RESULTS
Preliminary Statistical Checks for Data Distribution

Before testing the structural model, preliminary statistical analyses were conducted
to assess the suitability of the data for factor analysis and to evaluate potential
common method variance (CMV). The measurement model specifies the
relationships between latent constructs and their observed indicators. In this
study, four latent constructs comprising 19 reflective indicators were assessed for
reliability and validity using factor loadings, indicator reliability, convergent
validity, and internal consistency measures.
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To minimise the potential effects of common method variance, several procedural
remedies were implemented during questionnaire design and administration. These
included the use of clear and concise measurement items, assurance of respondent
anonymity and confidentiality, and careful organisation of the questionnaire to
reduce response bias. Furthermore, Harman’s single-factor test was employed to
statistically assess common method variance (Podsakoff et al., 2024). The findings
revealed that the first unrotated factor accounted for 43.5% of the total variance,
which is substantially below the recommended threshold of 50% (Podsakoff et al.,
2024). This result indicates that common method bias was unlikely to pose a
significant threat to the validity of the study findings.

The suitability of the data for factor analysis was further examined using the
Kaiser-Meyer-Olkin (KMO) measure of sampling adequacy and Bartlett’s Test of
Sphericity. The results showed a KMO value of 0.905, indicating excellent sampling
adequacy, while Bartlett’s Test of Sphericity was statistically significant (x? = 4940,
df = 171, p < 0.001). These findings suggest that the correlation matrix was
appropriate for factor analysis, as recommended by Hair et al. (2019), thereby
confirming the adequacy of the dataset for subsequent multivariate analysis.

Table 2: Harman single-factor test, Total Variance Explained

Component Eigenvalue % of Variance Cumulative %
1 8.267 43.51 43.5
2 1.839 9.68 53.2
3 1.726 9.084 62.3
4 1.519 7.993 70.3
5 1.043 5.489 75.8
6 0.603 3.175 78.9
7 0.502 2.64 81.6
8 0.476 2.503 84.1
9 0.432 2.274 86.3
10 0.39 2.051 88.4
11 0.335 1.765 90.2
12 0.314 1.653 91.8
13 0.289 1.521 93.3
14 0.243 1.278 94.6
15 0.24 1.261 95.9
16 0.227 1.193 97.1
17 0.197 1.036 98.1
18 0.189 0.992 99.1
19 0.172 0.905 100
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Alt Text: Table of Harman’s single-factor test showing total variance explained.
Results indicate that a single factor does not account for the majority of variance,
supporting the absence of common method bias.

In Table 3, the measurement model demonstrates strong reliability and wvalidity,
with most outer loadings exceeding the recommended threshold (Floyd & Widaman,
1995). Factor loadings below 0.50 do not contribute meaningfully to the model and
are therefore removed, according to guidelines by Hair and Alamer (2022). Overall,
the dominance of high loading values affirms the construct validity and provides
sufficient justification to proceed with hypothesis testing.

Table 3: Factor Loadings

Construct Items Loadings
SQ1 0.795
(Sir;’:icts Q2 0.873
SQ3 0.828
SC1 0.668
g’ﬁar‘r’;‘;es 52 0.898
SC3 0.634
PV1 0.654
PV2 0.842
Perceived PV3 0.832
M PV4 0.797
PV5 0.794
PV6 0.852
S1 0.748
Security S2 0.827
S3 0.676
CSs1 0.833
Customer cs2 0.903
Satsfication cS3 0.822
C+H4 0.785

Alt Text: Table presenting analyses of outer loadings for measurement items. All
loadings exceed recommended thresholds, confirming indicator reliability and
supporting construct validity.

Construct validity test results
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The results presented in Table 4 indicate strong internal consistency reliability
across all constructs. Cronbach’s alpha values exceeded the recommended
threshold of 0.60 for social science research, demonstrating acceptable reliability
according to George and Mallery (2018). Furthermore, composite reliability (CR)
values ranged from 0.799 to 0.919, confirming satisfactory internal consistency
among the measurement items. Convergent validity was assessed using the
Average Variance Extracted (AVE), with constructs meeting the recommended
threshold of above 0.5.

Table 4: Reliability and Convergent Validity

Average

Variable Cronbach’s Composite Variance

alpha Reliability Extracted
(AVE)
Service Quality 0.883 0.883 0.715
Security 0.798 0.799 0.570
Service Charges 0.809 0.818 0.605
Perceived Vaule 0.919 0.919 0.655
Customer Satisfaction 0.910 0.911 0.719

Alt Text: Table reporting convergent validity and reliability results. Factor loadings
are high, average variance extracted exceeds the threshold, and composite
reliability values confirm internal consistency.

Furthermore, items and constructs exhibiting a Variance Inflation Factor (VIF)
score higher than 5 would indicate potential multicollinearity concerns (Magno et
al., 2024). However, as detailed in Table 5, the VIF scores for all constructs
remained lower than the threshold of concern. Specifically, the VIF scores were
between 1.16 and 1.77, which were comfortably within the acceptable range,
suggesting that multi-collinearity was not an issue (Hair et al., 2019; Magno et al.,
2024).

Table 5: Multi-Collinearity Test (VIF)

Construct VIF
Service Quality 1.51
Perceived Value 1.76
Security 1.16
Service Charges 1.77

Alt Text:Table displaying results of the multicollinearity test using VIF values. All
variance inflation factors fall below accepted thresholds, indicating no
multicollinearity concerns among the constructs.

Analyses of Correlation Among All Variables
Table 6 presents the descriptive statistics and correlation coefficients among the
study constructs. The findings indicate that mobile money services exhibit positive

associations with customer satisfaction. Specifically, security (r = 0.298, p < 0.001),
service charges (r = 0.426, p < 0.001), service quality (r = 0.455, p < 0.001), and
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perceived value (r = 0.549, p < 0.001) demonstrate statistically significant positive
relationships with customer satisfaction. According to Cohen (2013) guidelines for
interpreting effect sizes, correlation coefficients ranging from 0.10 to 0.29 indicate
small effects, 0.30 to 0.49 indicate medium effects, and 0.50 and above indicate
large effects. Based on these criteria, security (r = 0.298, p < 0.001) has a small
effect size, service charges (r = 0.426, p < 0.001) and service quality (r = 0.455, p <
0.001) have medium effect sizes, while perceived value (r = 0.549, p < 0.001)
exhibits a large effect size.

Table 6: Correlations among all variables

# Construct M2 so N s s sC s o
1 Customer Satisfaction ~ 3.76  1.01 329 —

2 Security 3.66 1.02 329 0'228** —

3 Service Charges 3.66 1.01 329 0'43(6** 0'316** —

4 Service Quality 334 1.21 329 0'425** 0'216** 0'519** —

5 Pperceived Value 3.70 0.598 329 0.519** 0.318** 0.620** 0.510**

Note. * p < .05, **
p<.01, *** p < .001

Alt Text: Table presenting correlation analysis showing significant positive
relationships among constructs.

Interpretation of hypothesis testing outcomes

Having established the reliability, convergent validity, absence of multicollinearity
concerns, and correlation analysis, the study proceeded to evaluate the structural
model and test the proposed hypotheses. The hypothesis testing results, detailed in
Table 7, conform to the standard that a hypothesis is supported when the t-value
surpasses 1.65 or below 0.10 (Hair et al., 2019).

Table 7 shows that most of the t-values exceed the recommended threshold of 1.65,
indicating statistically significant relationships among the study variables. The
results reveal that security has a significant positive influence on customer
satisfaction ( = 0.103, t = 2.39, p = 0.018). Service charges, however, have an
insignificant effect on customer satisfaction (3 = 0.061, t = 1.14, p = 0.257). In
contrast, service quality significantly influences customer satisfaction (p = 0.169, t
= 4.05, p = 0.001), while perceived value exhibits the strongest positive effect (} =
0.380, t = 6.87, p = 0.001). Overall, these findings highlight the importance of
service quality, perceived value, and security in enhancing customer satisfaction.

Table 7: Path Coefficients in the Structural Model

Path Standard
Path Coefficient (B) Error T-value P values

Security — Customer Satisfaction 0.103 0.043 2.39 0.018
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Service Charges — Customer Satisfaction 0.061 0.053 1.14 0.257
Service Quality — Customer Satisfaction 0.169 0.041 4.05 0.001
Perceived Value — Customer Satisfaction 0.380 0.055 6.87 0.001

Alt Text: Table presenting path coefficients in the structural model. Reported
paths are all positive and statistically significant, indicating meaningful
relationships among the latent constructs except for service charges, which are
insignificant.

The statistical analysis presented in Table 8 provides insights into the model’s
explanatory power regarding passenger satisfaction. The R? value is 0.414,
indicating that 41.4% of the variance in the dependent variable is explained by the
model, reflecting moderate explanatory power. According to Cohen (2013), R?
values of 0.25, 0.50, and 0.75 represent weak, moderate, and substantial effect
sizes, respectively. Lastly, in terms of model fit assessment, the study utilised the
SRMR criterion. An SRMR value below 0.05 is considered excellent, while a value
between 0.05 and 0.08 indicates an adequate fit (Grosemans et al., 2020; Kyndt &
Onghena, 2014). In this study, the SRMR value of 0.043 suggests an excellent
model fit.

Table 8: R Squared & Model Fit

Variable R2 Model fit (SRMR)

Customer_Satisfaction 0.414 0.043

Alt Text:Table presenting the model’s explanatory power.
5.0 DISCUSSION AND IMPLICATIONS

The primary objective of this study was to examine the determinants of customer
satisfaction in the mobile money services sub-sector in Kitwe, Zambia. Specifically,
the study investigated the influence of service quality, service charges, perceived
value, and security on customer satisfaction. The findings reveal that service
quality, perceived value, and security have significant positive effects on customer
satisfaction, whereas service charges have no statistically significant influence.
These results suggest that customers primarily evaluate mobile money services
based on service performance, value received, and transaction security rather than
transaction costs.

The findings indicate that service quality significantly enhances customer
satisfaction. This suggests that reliable, responsive, and efficient mobile money
services improve customers' overall experiences. These findings are consistent with
Indajang et al. (2023) and Mwiya et al., 2022), who reported that superior service
quality positively influences customer satisfaction in digital financial services. The
results also support the expectation-confirmation theory, which posits that
customers become satisfied when service performance meets or exceeds their
expectations. The study further reveals that perceived value has the strongest
positive influence on customer satisfaction. This implies that customers are more
satisfied when they perceive that the benefits derived from mobile money services
outweigh the monetary and non-monetary costs incurred. These findings are
consistent with (Yin & Lin, 2022)and (Abdinoor & Mbamba, 2017), who found that
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higher perceived value significantly enhances customer satisfaction and encourages
continued usage of mobile financial services.

Similarly, security was found to significantly influence customer satisfaction,
indicating that customers place high importance on secure transactions, privacy,
and protection against fraud. These findings agree with (Chen et al., 2021), who
concluded that improved security strengthens customer trust and satisfaction with
digital financial services.

Contrary to expectations, service charges were found to have no significant
influence on customer satisfaction. This finding differs from that of Sharma et al.
(2024) who found that fair pricing positively affects customer satisfaction. A
possible explanation is that transaction charges are relatively similar across mobile
money providers in Zambia, leading customers to place greater emphasis on service
quality, perceived value, and security. Overall, the findings demonstrate that
enhancing service quality, delivering greater customer value, and strengthening
transaction security are more effective strategies for improving customer
satisfaction and sustaining competitiveness in Zambia's mobile money industry.

This non-finding is theoretically informative rather than merely a null result.
Expectation-confirmation theory predicts satisfaction as a function of the gap
between expected and perceived performance on a given attribute; where an
attribute shows little variation across the alternatives available to a customer, as is
the case with mobile money transaction charges in Zambia given the broadly
similar fee structures of Airtel Money, MTN MoMo, and Zamtel Money, customers
have limited basis for forming differentiated expectations about it, and it is
correspondingly less able to drive confirmation or disconfirmation judgements. In
this sense, the study extends ECT by suggesting that the theory’s explanatory
power for a given attribute is conditional on that attribute varying meaningfully
within the customer’s choice set, a boundary condition not typically made explicit
in prior applications of the theory to mobile financial services. This also suggests a
fruitful direction for future work: testing whether trust functions as a mediator or
moderator between these determinants and satisfaction may reveal that service
charges matter more for customers with lower baseline trust in their provider, even
where average charges do not differ substantially across the market.

The findings extend the expectation-confirmation theory in the context of mobile
money services in Zambia by showing that customer satisfaction is mainly shaped
by service quality, perceived value, and security, as users compare actual
performance with prior expectations. The study also contributes to the limited
empirical evidence on digital financial services in Zambia. Practically, mobile money
providers such as Airtel Money, MTN MoMo, and Zamtel Money should improve
service reliability, transaction speed, system availability, and customer support,
while strengthening cybersecurity to reduce fraud and unauthorized access.
Providers should also enhance perceived value through innovative, convenient, and
user-friendly services that meet evolving customer needs. Although service charges
were found to be insignificant, maintaining transparent and competitive pricing
remains important for customer trust. Policymakers and regulators should
reinforce consumer protection frameworks and promote digital financial literacy to
improve trust and sustain adoption of mobile money services across Zambia.

6.0 LIMITATIONS AND FUTURE RESEARCH
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This study has several limitations. First, it was conducted in Kitwe, Zambia, which
may limit the generalisability of the findings to other regions or countries with
different socio-economic, technological, and regulatory environments. Second, the
use of a cross-sectional research design restricts the ability to establish causal
relationships among the variables, as the data capture customer perceptions at a
single point in time. Although PLS-SEM was applied for analysis, the findings
remain largely predictive rather than confirmatory in establishing causality. Third,
the study focused only on selected determinants, service quality, service charges,
perceived value, and security, thereby excluding other potentially important factors
such as customer trust, network coverage, technology readiness and service
recovery.

Future research should adopt longitudinal research designs to capture changes in
customer perceptions over time and strengthen causal inference. In addition,
qualitative approaches such as interviews or focus groups could provide deeper
insights into user experiences with mobile money services. Future studies should
also expand the geographical scope to include multiple regions of Zambia or
comparative studies across countries. Furthermore, incorporating additional
variables such as customer loyalty, perceived risk, and digital literacy would
provide a more comprehensive understanding of mobile money adoption and
satisfaction.

More specifically, future studies should test trust as a mediator or moderator of the
relationships examined here, given that trust plausibly conditions how strongly
service charges, security, and perceived value translate into satisfaction.
Moderating variables such as digital literacy, age, and frequency of mobile money
usage also warrant explicit testing, as customers with different levels of digital
fluency or transaction frequency may weigh these determinants differently. Finally,
cross-country comparative studies, particularly benchmarking Zambia against
more extensively studied markets such as Kenya, Ghana, and Tanzania, and
studies that explicitly incorporate cross-network interoperability as a determinant,
would help establish whether the patterns identified here are specific to Zambia or
generalisable across Sub-Saharan African mobile money markets.

7.0 CONCLUSION

This study examined the determinants of customer satisfaction in the mobile
money services sub-sector in Kitwe, Zambia, focusing on service quality, service
charges, perceived value, and security. The findings show that service quality,
perceived value, and security significantly and positively influence customer
satisfaction, while service charges have no significant effect. This indicates that
customers prioritise reliable service delivery, strong security measures, and overall
value rather than transaction costs when evaluating mobile money services. The
study is grounded in expectation-confirmation theory, which is supported by the
results, as customer satisfaction is largely shaped by the comparison between
expected and actual service performance. Overall, the study highlights that
improving service efficiency, strengthening cybersecurity, and enhancing perceived
value are critical for sustaining customer satisfaction and continued usage of
mobile money services in Zambia. These insights are valuable for both service
providers and policymakers in strengthening the digital financial ecosystem.

Appendix 1: Questionnaire Items and Sources

Variables Descriptions Sources
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SQ_I maintain my mobile money network because of low rate of transaction
failure

(Jere &

Service SQ_2 Access to my mobile money account is always available on my network Mukupa
Quality every time I use it 20 lg)
SQ_3 I am content with the level of service quality offered by my mobile money ’
service provider
S_1 I am worried that my Mobile money account maybe hacked Moo
wiya
Security S_2 Mobile money servers may process payments incorrectly (et a13., ,
S_3 The mobile money service providers give no compensation when errors 2022)
occur
SC_1 The service charge I pay is equivalent with the quality of service I receive
Service SC_2 I stick to my mobile money network when I feel the service charge is (Jere &
Charges relatively fair Mukupa
SC_3 If I am not happy because my mobile money provider charges higher , 2018)
price, I will switch to a competitor
PV_1 My mobile money service provider services are well designed
PV_2 My mobile money service provider has an acceptable standard of quality
. . . . . (Alrwash
Perveived PV_3 My mobile money service provider offers consistent quality deh et
Value PV_4 The services provided by this telecom company are reasonably priced al.,
PV_5 My mobile money service provider is economical 2020)
PV_6 My Mobile Money service provider company offers good prices for their
services
CS_1 I am committed to my mobile money service provider because of the
satisfaction I get it
Customer CS_2 I will recommend my mobile money network provider to friends and (Jere &
Satisfactio family Mukupa
n CS_3 Overall, I am satisfied with my mobile money service provider , 2018)

CS_4 The services rendered to my mobile money service provider are close to
what I expect
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