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ABSTRACT

Thisstudydevelopsanintegratedmodel thatextendsthemeans-endtheorywithcustomervalue
researchandexaminescontinuanceintentiontowardsusingmobilefinancialservices.Alarge-scale
onlinequestionnairetargetingM-PESAcustomersinKenyawasemployedtoanalyzetheresearch
model.Theresultsindicatethatutilitarianandhedonicvaluesaffectcontinuanceintention.Hedonic
andpersonalvaluesimpactcustomersatisfaction,whilecustomersatisfactioninfluencescontinuance
intention. Customer satisfaction mediates the indirect effects of hedonic and personal values on
continuance intention. This study presents a value-based framework to examine the hierarchical
influencesofcustomervalueonattitudesandoutcomebehaviors.Thisstudyoffersseveralresearch
contributionsaswellasinsightsforpractitionerstoenhancemobilefinancialservicesforsustained
adoption,use,economicanddevelopmentalsuccess.
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INTRodUCTIoN

M-PESAfromSafaricomisthedominantmobilefinancialservice(MFS)inKenya.Morethan
23millionsubscribershavebeenusingM-PESAsince2007(Omigie,Zo,Rho,&Ciganek,2017)
accountingforabout$28billionin2015aloneorroughly44%ofKenya’sgrossdomesticproduct
(Masinde,2016).MFSconsistsofmobilebankingservicesandmobilepaymentservices(Lee,
Park,Chung,&Blakeney,2012).MFSisadrivingforceforfinancialinclusionindeveloping
countries. Low-income, under-banked, and un-banked customers utilize M-PESA to receive
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andsendmoney,payforgoodsandservices,andaccesscreditandinsuranceservices(Mazer
&Rowan,2016).Asaresult,MFSutilizationhassteadilyincreasedinthebanking,commerce,
healthcare,agricultural,transportation,insurance,government,andmanyotherindustries(Adaba
&Ayoung,2017;Donovan,2012).

NumerousstudieshaveexploredMFSadoptionandacceptance(Omigieetal.,2017;Thakur&
Srivastava,2014),MFSbusinessmodels(Pousttchi&Hufenbach,2012),andMFSregulatoryand
contractingissues(Kemp,2013),butonlyafewstudieshaveexaminedMFSpost-adoptioncustomer
perceptions(Yu&Fang,2009;Zhou,2013).MostoftheseMFSstudiesemployattitudeandadoption
modelslikethetechnologyacceptancemodel,diffusionofinnovationtheory,andtheunifiedtheory
ofacceptanceanduseoftechnology(Shaikh&Karjaluoto,2015).MFSstudieshavealsoextensively
examinedtheperceptionofvalueoncustomersatisfactionandloyalty,continuanceintention,and
pre-adoptionbehavior(Carlson,O’Cass,&Ahrholdt,2015;Kuo,Wu,&Deng,2009;Omigieetal.,
2017;Thuy&Hau,2010).Means-endtheoryhasnotbeenappliedtoexaminecustomers’attitudes
andoutcomebehaviorsusingMFS.

Means-endtheorypositsthatatahigherlevelofabstraction,customers’attitudesandoutcome
behaviorsaregoalandvalue-motivated(Gutman,1997).Toconnectthesegoalsandvaluetocustomer
attitudeandoutcomebehaviors,thepriorliteratureisleveragedtoproposeanintegratedresearch
model.Thisstudyinvestigatestheimpactofperceivedandpersonalvaluesoncustomers’attitudes
and behaviors toward MFS at the post-adoption stage. The study presents an integrated model
groundedinmeans-endtheorybyutilizingcustomervalueresearchframeworkslikethecustomer
valuehierarchyandcustomervaluechangeframeworks(Flint,Woodruff,&Gardial,1997;Woodruff,
1997;Woodruff&Gardial,1996)tolinkperceivedandpersonalvaluestocustomersatisfactionand
continuance intention.Thecustomervalue research frameworksconnect thegoalsandvalues in
means-endtheorytoattitudeandoutcomebehaviorsatahigherlevelofabstraction.Customervalue
attractsnewcustomers,retainsexistingcustomers,increasesmarketshare,increasesprofitability,
andin the long-run,facilitates long-termserviceviabilityandsurvival(Bhattacherjee,Perols,&
Sanford,2008).Customervalueiscloselyrelatedtocustomerexperienceoutcomes(Thong,Hong,
&Tam,2006).Customerexperienceoutcomesmayofferusefulinsightsforcreatinganddelivering
value-basedMFS.

Thecustomervalueresearchframework(i.e.,customervaluehierarchyandcustomervaluechange
frameworks)providesagrowingunderstandingofmeans-endtheory.Thecustomervalueresearch
frameworkemphasizescustomervalueperceptionsandmotivatinggoals,whichareatahigherlevel
ofabstractioninthemeans-endchain(orhierarchy)thanserviceattributesthatareatalowerlevel
ofabstraction(Sánchez-Fernández&Iniesta-Bonillo,2007).Thedecisiontousemobilefinancial
servicesfollowsameans-endshierarchicalchaininwhichacustomerperceiveshighercustomervalue
ifserviceuseprovidesdesirableoutcomes.Greaterperceptionsofcustomervalueleadtocustomer
satisfactionandoutcomebehaviors(Stahl,Barnes,Gardial,Parr,&Woodruff,1999).

Thisstudyexaminestherolethatcustomerperceivedandpersonalvalueshavetowardthelong-
termviabilityandsuccessofM-PESAservicesinKenya.MFSvalueconsequencesareoperationalized
usingperceivedanddesiredvalueattributes.Theformative-reflectivetypehierarchicalcomponent
modelandrepeatedindicatortechniquewereadaptedfromtheexistingliteraturetooperationalize
theintegratedmodel(Afthanorhan,2014).Theresearchmodelexaminestheimpactoflower-level
hierarchy value attributes through secondary or higher-level value consequences on customer
satisfactionandcontinuanceintention(i.e.,outcomebehaviors).PLS3.0andadatasetof366valid
responseswereutilizedtorunthestatisticalmodel.

The research has relevance for both practitioners and academics. Findings of the effective
positioningofMFSthatmayenhancecustomersatisfactionandcontinuanceintentionareimportant
forMFSproviders.Forresearchers,ahierarchicaldevelopmentmodelofcustomervalueperceptions
oncustomersatisfactionandthecontinuanceintentiontowardMFSisanimportantcontribution.A
customervaluehierarchyandcustomervaluechangeframeworkapproachisproposedtolinkmeans-
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endtheorytocustomerattitudeandoutcomebehaviors.ExistingresearchhaslargelyoverlookedMFS
post-adoptioncustomerperceptions(Yu&Fang,2009;Zhou,2013).

Thefollowingdescribestheorganizationoftheremainderofthispaper.Thenextsectionreviews
theexistingliteratureonthemeans-endtheoryandcustomervalueresearch.Theensuingsection
developstheresearchmodelandhypotheses.Thesubsequentsectionsdescribetheresearchmethod,
datacollection,andresearchresults.Thelastsectionprovidesstudyimplicationsandlimitationsand
discussesopportunitiesforfutureresearch.

THeoReTICAL BACKGRoUNd

Means-end Theory
Means-endtheory(MET)isavalue-basedhierarchicalframeworkthatconnectsaproductorservice
anditsattributesthroughdesirableoutcomestosecondaryorhigher-levelgoalsandvalues(Gutman,
1982, 1997). The theory conceptually links actual and desired values to customer attitudes and
behaviors(Hsiao,Yen,&Li,2012;Yang&Chang,2012).METposits thatacustomer’schoice
anddecisiontouseaservicefollowsahierarchicallearningprocessthatisinfluencedbyservice
attributes,attributeperformance,desirableoutcomes,and thepersonalgoalsandvalues realized
whentheserviceisused(Woodruff,1997).

Zeithaml(1988)utilizedMETtoexaminerelationshipsbetweenquality,price,andvalue.She
arguedthatvaluerepresentsahigherlevelofabstractionsinceindividualperceptionsinfluencevalue.
WoodruffandGardial(1996)extendedMETtodevelopacustomervaluehierarchyframeworkto
assessvalueinabroadercontext.Theirframeworkrepresentsvalueinahierarchicalorderofattributes,
consequences,anddesiredendstates.Lower-levelhierarchyvalueattributesarenecessarytorealize
secondaryorhigher-levelvalueconsequences.Flintetal.(1997)extendedMETtoconceptualizethe
customervaluechangeframeworktolinkacustomer’sperceptionofvalue(e.g.,values,desiredvalue,
andvaluejudgment)toacustomer’ssatisfaction.Accordingtotheauthors,valuesareacustomer’s
personalgoals.Valuesarecentral,enduringbeliefsthatguideacustomer’sbehaviorindependentof
thesituationinwhichaserviceisused.Valuesrepresentacustomer’sdesiredend-stateorhigher-order
goalsthatguidetheirbehavior(Rokeach,1973).Desiredvalue(orconsequences)iswhatacustomer
wantstohappen.Desiredvaluesuggeststhatvalueiscreatedbyaservicewhenthebenefititconveys
(i.e.,consequences)aideacustomertoattainhis/hergoalsindifferentusesituations.Customersneed
desiredvaluetocommittotheirvaluesandactualizetheirdesiredend-stateofexistence(Woodruff
&Gardial,1996).Woodruff(1997)arguesthatdesiredvalueiscreatedinahierarchicalframework
andthateachsubsequentlayerofabstractionleadstosatisfactionwhenthevaluereceivedduringand
afteruseisdesirable.Valuejudgmentisacustomer’sevaluationofwhathappenedwhenaservice
wasused.Valuejudgmentistheperceivedworthofaserviceinmonetarytermsmatchedwiththe
benefitreceivedcomparedtothepricepaidforusingtheservice(Anderson,Jain,&Chintagunta,
1992).Valuejudgmentisbasedontheperceptionofaservice’sperformancewithinspecificuse
situations.Valuejudgmentisaperceptionformedasaresultofwhathashappenedorvaluereceived.

Servicecharacteristicsarevalueattributesincludingacustomers’perceptionofvalueanddesired
value.Itrepresentsthelowestlevelorstageofthevalue-basedhierarchicalframework.Outcomes
andgoals thatmakevalueattributesdesirableandrelevant tocustomersaresecondaryorhigher
levelsofthevalue-basedhierarchicalframework.Chiu,Wang,Fang,andHuang(2014)arguedthat
customersuseproductsorservicesnotonlybecauseoftheirattributesbutalsoforthebenefitsand
valuethattheyconvey.Perceivedbenefitsandvaluearecustomervaluejudgmentsandrepresent
secondaryorhigher-levelgoalsthatmotivatecustomers’choicebehavior(Gutman,1997).Customer
valuejudgmentsleadtosatisfactionandretention(Flintetal.,1997;Gutman,1982;Woodruff,1997).

PriorstudieshaveutilizedMETtoexaminecustomers’attitudesandoutcomebehaviors.Chiuet
al.(2014)utilizedMETtoexaminerepeatpurchaseintentionforbusiness-to-consumere-commerce
activities.Theyhypothesizedutilitarianandhedonicvalueaspositivedeterminantsandperceivedrisk
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asanegativedeterminantofcustomers’repeatbehaviorinanonlinecontext.ThakurandSrivastava
(2014)utilizedMETtoexaminethefunctionalrelationshipexistingbetweenadoptionreadiness,
personal innovativeness, perceived risk, and usage intention across customer groups for mobile
paymentservices inIndia.Additionalstudieshaveexaminedintentionandcontinuanceintention
towardmobilepaymentservicesandpaymenttechnologybutdidnotuseMET.Zhou(2013)carried
outanempiricalexaminationofcontinuanceintentionformobilepaymentservices.Headaptedthe
successmodelandflowtheorytostudythefactorsthataffectedcontinuanceintentionformobile
payments.Oliveira,Thomas,Baptista,andCampos(2016)utilizetheextendedunifiedtheoryof
acceptanceanduseof technology (UTAUT2)and thediffusionof innovation (DOI) to examine
thedeterminantsofcustomeradoptionandintentiontorecommendmobilepaymenttechnologyto
prospectivecustomers.

Customer Value
Customervaluesareperceptionsofwhatacustomerwantstohappenortheperceivedconsequences
ofusingaserviceforadesiredpurposeorgoal(Stahletal.,1999).Customervalueisajudgment
basedonacustomers’perceptionofuse(Holbrook,2005).Customersthinkaboutthevalueofa
servicebasedonacustomers’desiredvalueandperceivedvalue(Woodruff,1997).Customervalues
areimportantpersonalbeliefsheldbythemselvesandthegoalsthecustomerseekstosatisfy.Personal
valuesguidecustomers’behavior,preferences,andjudgment.Everychoiceanddecisiontousea
productorserviceisguidedbyadesiretofulfillperceivedvalueandpersonalvalues(Rosenberg,
1956).Acustomermaysimultaneouslyobtainmonetaryorutilitarianvalueandhedonicvaluelike
thefeelingofjoyalongwithpersonalvaluelikefamilysafetywhileusinganMFS.Valueisdirectly
linkedtothebenefitsthatacustomerreceivesfromusingaservicewithinaseriesofpossibleoutcomes.
Outcomesreflectthenatureoftheend-state-thewantsorgoals(i.e.,benefitsreceived).Theextent
towhichoutcomesarevaluedispredicatedonthedegreetowhichaserviceisuseful,satisfiesa
need,orsolvesaproblem(Carlsonetal.,2015;Higgins&Scholer,2009).

Utilitarian Value
Utilitarian value reflects the extrinsic utility of using a service. Utilitarian value represents the
outcomesresultingfromacustomers’consciouspursuitofanintendedconsequence(Babin,Darden,
&Griffin,1994).Utilitarianvalue is functional, instrumental, task-related, service-oriented,and
rational in nature while linked to motivating desires that satisfy psychological and safety needs
(Sánchez-Fernández&Iniesta-Bonillo,2007).MFSutilitarianvalueisasecondaryorhigher-level
value perceived after an evaluation of the task-related performance of service value attributes.
MFSutilitarianvalueexistsatahigherlevelofabstractionwhenconceptualizedthroughperceived
outcomeslikeexcellence(Holbrook,2005),monetary(Omigieetal.,2017),transaction(Grewal,
Monroe,&Krishnan,1998),andsafety(Smith&Colgate,2007)values(Turel,Serenko,&Bontis,
2010;Wetzels,Odekerken-Schröder,&Oppen,2009).

Excellencevalueisacomponentofutilitarianvaluethatassessesacustomers’perceptionof
MFSqualityandtheservice’sabilitytoperformitsfunctionwellinallsituations(Holbrook,2005).
Excellence value attributes enhance customer satisfaction (Zeithaml, 1988). M-PESA possesses
excellentqualitiesas theserviceprovider(Safaricom)possesses theexpertiserequiredtodeliver
MFSwell.Monetaryvalueisacomponentofutilitarianvalue,whichrelatestothevalueformoney,
economicvalue,lowprice,andthereasonablenessoffeesforusingMFStosendmoney,paybills,
andpayforgoodsandservices.Monetaryvalueistheutilityobtainedinacomparisonofwhatis
receivedtowhatisgiven(Omigie,Zo,&Rho,2015;Omigieetal.,2017).

Transactionvalueistheperceivedpsychologicalsatisfactionorpleasurereceivedintheformof
agooddealforusingMFSrelativetothepriceofalternativeservices(Parasuraman&Grewal,2000).
EfficienttransactionprocessesthattriggerpsychologicalsatisfactionorpleasurewhileusingMFS
isasourceoftransactionvalue.Transactionprocessesincludeserviceconnectivity,authentication,
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authorization,andconfirmation(Shon&Swatman,1998;Vasarhelyi&Greenstein,2003).Anefficient
transactionprocessiswhenaserviceproviderinformstheircustomersofeveryfinancialtransaction,
accountbalance,andpaymentconfirmation(C.Kim,Mirusmonov,&Lee,2010).Transactionvalue
ispositivewhentheperceivedreferencepriceofaserviceishigherthantheactualprice.Transaction
valueisnegativewhentheperceivedreferencepriceofaserviceislowerthanitsactualprice.

Safetyvalueisacomponentofutilitarianvaluethatislinkedtosafetyneeds(Keller,1993).
MFSthatisreliable,safe,secure,andfreefrompotentialdangerorfraudisasourceofsafetyvalue.
Perceivedsafetyvalueincreasesacustomer’ssenseofsafety,beliefs,andconfidenceintheMFS
deliverychannel(Smith&Colgate,2007).Servicesafetyenhancesinformationquality(Albaetal.,
1997),whichinturninfluencestheutilitarianvalueofaserviceorsystem(Kim&Oh,2011).MFS
shouldbedesignedwithadequatesecurityfeaturesliketransactionconfidentiality,authentication,
dataintegrity,andnon-repudiation.

Hedonic Value
Hedonicvalueistheintrinsicbenefitattainedusingaservice.Hedonicvaluerepresentsoutcomes
arisingfromspontaneoushedonicresponsesthatcapturethebasicdualityofreward(Babinetal.,1994).
Hedonicvaluereferstothesymbolic,aesthetic,andexperientialaspectsofconsumption(Ladeira,
Nique,Pinto,&Borges,2016).Hedonicvalueisassociatedwithincreasedarousal,perceivedfreedom,
non-instrumental,andaffectiveworthofusingaservice(Sánchez-Fernández&Iniesta-Bonillo,2007).
MFShedonicvalueexistsatahigherlevelofabstractionwhenconceptualizedthroughperceived
outcomeslikeaesthetic(Omigieetal.,2017),symbolic,andexperiential(Hur,Park,&Kim,2010)
values(Tureletal.,2010;Wetzelsetal.,2009).

Symbolicvalueistheutilityobtainedresultingfromperceivedpsychological,social,cultural,
andethnicservicebenefits(Smith&Colgate,2007).Symbolicvalueisbenefitsacquiredtosatisfy
internallygeneratedneedssuchasthedesiretofeelasenseofself-concept,self-attainment,self-worth,
self-enhancement,andimageprojection(Huretal.,2010).Solomon(1983)arguedthatproducts
andservicesareevaluatedandadoptedbasedontheirsymbolicqualities.M-PESApossessessuch
symbolicqualitiesandpromotesKenya’snationalidentityincludinglanguage,culture,andlifestyle.
TheM-PESAbrandnamepromotes theSwahili language (“M” formobile, “PESA” formoney)
(Omigieetal.,2017).

Experiential value is the utility received to fulfill hedonic needs such as sensory pleasure,
emotionalneeds,social-relationalneeds,epistemicneeds,andcognitivestimulus(Huretal.,2010;
Keller,1993;Park,Jaworski,&Maclnnis,1986).Experientialvalueincludesthefeelingofhappiness
orpleasureobtainedduringandaftertheprocessofmakingmobilepayments,mobilepurchases,or
mobilefundtransfers(Smith&Colgate,2007).Experientialbenefitscomefromdynamicinteractivity,
seamlessaesthetics, and information symmetryamong the service, the serviceprovider, and the
customer(Wu&Liang,2009).JackandSuri(2011)reportedthatcustomersareextremelypleased
withM-PESA.

Aestheticvalueisafeaturethatarousesemotion,visualappeal,andconveysafeelingofattraction
(Sheth,Newman,&Gross, 1991).Aesthetic value comes from the artistic designs andphysical
attractivenessofaservicebrandandrepresentsthetangiblefeatureofservicequalityaswellasthe
intangiblefeatureofserviceexcellence(Holbrook,2005).M-PESAaestheticvalueisexhibitedin
theapplication’saesthetics,color,andbrandlogowhichstronglyinfluencecustomerpre-adoption
choicebehavior(Omigieetal.,2017).

Personal Value
Personalvaluesconsistofterminalorself-actualizationandinstrumentalorsocialaffiliationvalues
(Shim&Eastlick,1998).Self-actualizationvaluesaredesiredend-statesofexistenceandrepresent
thebeliefsthatacustomerhasaboutthegoalstheystrivetoactualize(e.g.,peaceofmind).Social-
affiliationvalues(e.g.,fun)aredesiredmodesofactionthatconveyacustomers’beliefsaboutthe
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waystorealizeself-actualizationvalues.Self-actualizationandsocial-affiliationvalues influence
customershoppingattitudesandbehaviors(Shim&Eastlick,1998)andonlineshoppingre-patronage
intentions(Koo,Kim,&Lee,2008).

ReSeARCH ModeL ANd HyPoTHeSeS

Customer Value, Customer Satisfaction, and Continuance Intention
Utilitarian,hedonic,andpersonalvaluesinfluencecustomersatisfactionandoutcomesbehaviors.
KimandOh(2011)foundthatutilitarianandhedonicvaluesinfluencethecontinuedusageintention
towardmobiledataservices,whileonlyutilitarianvalueinfluencesmobiledataservicesbehavioral
intentions.Pöyry,Parvinen,andMalmivaara(2013)foundthatutilitarianandhedonicmotivations
influencebrowsingbehaviorwhilebrowsingbehaviormediatestheimpactoncustomerpurchase,
referral,andcontinuanceintention.Pöyryetal.(2013)alsofoundthatonlyutilitarianmotivation
influencesacustomer’sdesiretoparticipateinonlineexchangeactivities.Chiuetal.(2014)foundthat
atahigherlevelofabstraction,utilitarianandhedonicvaluesinfluencerepeatedpurchaseintentions
towarde-commercesystemsandservices.Ladeiraetal.(2016)foundthathedonicproductvalue
affectsretailproductcustomersatisfactionduetothepleasurableperformanceofproductattributes.

ThuyandHau(2010)showthatatahigherlevelofabstraction,personalandservicevalues
stronglyinfluencecustomersatisfactionandloyaltytowardbanking,healthcare,andairlineservices.
Durvasula,Lysonski,andMadhavi(2011)reportthatatahigherlevelofabstraction,personalvalues
influence service satisfaction, loyalty, re-purchase, and recommendation intentions. Lower-level
hierarchyvalueattributesconveydesirable secondaryorhigher-levelvalueconsequences,which
influencecustomersatisfactionandcontinuanceintentiontowardaservice(Stahletal.,1999).This
studyhypothesizesthat:

H1:Utilitarianvaluepositivelyinfluencescustomersatisfaction.
H2:Utilitarianvaluepositivelyinfluencescontinuanceintention.
H3:Hedonicvaluepositivelyinfluencescustomersatisfaction.
H4:Hedonicvaluepositivelyinfluencescontinuanceintention.
H5:Personalvaluepositivelyinfluencescustomersatisfaction.
H6:Personalvaluepositivelyinfluencescontinuanceintention.

CUSToMeR SATISFACTIoN ANd CoNTINUANCe INTeNTIoN

Continuanceintentionisacustomer’schoiceandactiontocontinuetouseaservice.Continuance
intentionisvitalforservicesuccess,survival,andlong-termviabilitybecausecontinuanceintention
reducesthecostofretainingexistingcustomers(Bhattacherjeeetal.,2008).Customersatisfactionis
thejudgmentthataserviceoritsvalueattributesprovideapleasurableexperiencethatisfulfilling
whenused(Oliver,1993;Oliver&DeSarbo,1988).Customersatisfactionisapositiveornegative
feeling thatacustomerhasabout thevalue receivedfromusingaservice (Woodruff&Gardial,
1996).Customersatisfactionsignalsanattitudechangeformedwhenaservicemeetsacustomers’
expectationandprovidesasatisfyingexperience(Bhattacherjee,2001;Spreng&Olshavsky,1993).
CustomersatisfactioninfluencescontinuanceintentiontowardMFS(Alraimi,Zo,&Ciganek,2015;
Oghuma,Libaque-Saenz,Wong,&Chang,2016;Zhou,2013).Thisstudyhypothesizesthat:

H7:Customersatisfactionpositivelyinfluencescustomers’continuanceintention.

Figure1presentsanintegratedresearchmodellinkinglower-levelvalueattributesandhigher-
levelvalueconsequencestocustomersatisfactionandcontinuanceintention.
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ReSeARCH MeTHod

Measures and data
Allmeasurementitemsusedinthisstudywereharnessedfromtheexistingliterature(seeTable5in
theAppendix).Twopilotsurveyswereconductedatdifferenttimestocollectrandomofflineresponses
fromM-PESAcustomersinKenya.Thepilotsurveyswereconductedtorefinetheextractedmeasures
basedoninternalconsistencies,easeofunderstanding,reliability,andcontextualrelevanceaswell
asgaugeM-PESAcustomers’understandingofthemeasurementitems.Thesurveywasrandomly
administeredfortwoseparatetrialsof50M-PESAcustomersinNairobiandNyeriCounty’sbecause
theyrepresenturbanandruralusersoftheservicerespectively.Themeasurementitemsthatdidnot
meetinternalconsistencyandreliabilitywereeliminated(HairJr,Sarstedt,Hopkins,&Kuppelwieser,
2014). Aesthetic and monetary value (Omigie et al., 2017), excellence value (Holbrook, 2005),
transactionvalue(Grewaletal.,1998),safety,experientialandsymbolicvalue(Huretal.,2010;
Yang&Chang,2012),utilitarianandhedonicvalue(Chiuetal.,2014),andpersonalvalues(i.e.
self-actualizationandsocialaffiliation)(Barrena&Sanchez,2013;Kooetal.,2008)wereadopted.
Aseven-pointLikertscaleanchoredfrom“stronglydisagree”(1)to“stronglyagree”(7)wasused
tomeasureeachitem.

Figure 1. Research model
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The final surveywas randomlyadministered to sevenhundred and fifty (750)usersonline,
whichyieldedfivehundred(500)responses.Thefinaldatasetwasdeterminedafterremovinginvalid
responsesduetoduplication,emptyfields,incompleteandover-ambitiousevaluation(Yu,Lee,Ha,&
Zo,2015).Threehundredandsixty-six(366)validresponsesfromfivehundred(500)totalresponses
wereanalyzedforthisstudy.ThesamplepopulationofM-PESAcustomersinKenyawaschosen
tobetterunderstandtheuniquenessofsuchwidespreadcontinueduseofaspecificservice.Table
1liststhestudyrespondents’characteristics.M-PESAwaschosenforthestudy’sanalysisbecause

M-PESAhasacustomerbaseofover23millionusersmakingitthedominantplayerintheKenyan
mobilefinancialservicemarket(Omigieetal.,2017).

ANALySIS MeTHod

Apartialleastsquares(PLS)techniquewasemployedwithSmartPLS3.0totesttheinternalconsistency
reliability,convergentvalidity,anddiscriminantvalidity(Gefen&Straub,2005).PLScouldbeused
toestablishthereliabilityandvalidityofthemeasurementitems,aswellastheinternalconsistency
ofthemodelstructuralrelationship(Chiuetal.,2014).PLSwasemployedbecause(1)PLSassesses
formativeandreflectivemeasuresaswellascomplexmodels;(2)PLSmakesnoassumptionofthe
underlyingdataandanalyzesthestrengthanddirectionofconstructrelationshipsrelativetotheir
correlationcoefficients;and(3)PLScanbeusedtoanalyzehierarchicalcomponentmodels(HCM)
(Hairetal.,2014).Utilitarian,hedonic,andpersonalvaluesweremodeledassecond-orderconstructs.

ReSULTS

Measurement Model
Utilitarian, hedonic, and personal values were analyzed using the repeated indicators technique
toaddresspossibleissueswithcorrelation,collinearity,anddiscriminantvalidity,andfocuseson
thesignificanceoftheindicators(Afthanorhan,2014;Chiuetal.,2014).Therepeatedindicators

Table 1. Respondents’ characteristics

Characteristic Number (n = 366) Percentage

Gender

Male
Female
Prefernottosay

207
157
2

56.6
42.9
0.5

Age

18-30
31-40
41-50
>50

216
93
43
14

59.0
25.4
11.7
3.9

Occupation

Student
Publicsector
Privatesector
Self-employed

172
16
49
129

47.0
4.4
13.4
35.2
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techniquealsoallowssecond-orderconstructstobedirectlyestimatedbytheobservedvariablesof
thefirst-orderconstructsusingastandardPLSalgorithm(Chin,1998).

Measurementmodelaccuracywasassessedinavarietyofways.Constructcompositereliability
was examined to determine internal consistency. The composite reliability for each construct
exceededtheconventionalthresholdof0.70(seeTable2).Convergentvaliditywasexaminedby
investigatingthevalueoftheaveragevarianceextracted(AVE)andconductingafactoranalysis.The
AVEvalueisrecommendedtobenolessthan0.5andeachlatentvariable’sfactorloadinggreater
than0.7todemonstrateconvergentvalidity(Gefen&Straub,2005).TheAVEvaluewaslowestfor
themonetaryvariable(0.529),butstillexceededthethresholdvalueof0.5(seeTable2).Thelatent

variablefactorloadingswereallgreaterthan0.7demonstratingconvergentvalidity(seeTable3).
Constructcorrelationswerealsobelowthe0.85threshold(Kline,2015).Theinternalconsistency,
reliability,convergentvalidity,anddiscriminantvalidityof themeasurementmodelareachieved
asallrecommendedguidelinesweresatisfied(Chin,1998;Fornell&Larcker,1981;HairJretal.,
2014;Nunnally,1978).

Thediagonalelementsinboldrepresentthesquarerootoftheaveragevarianceextracted(AVE).

Structural Model
ThepredictiveaccuracyandexplanatorypowerofthestructuralmodelwereassessedusingaPLS
algorithm bootstrapped at 5000 iterations to generate the hypothesized relationships among the
constructs,thesignificanceofthepathrelationships,andthecoefficientofdeterminations(R2)for
eachoftheconstructs(HairJretal.,2014).Allofthemodelpathsweresignificantexceptthose
fromutilitarianvaluetocustomersatisfactionandfrompersonalvaluestocontinuanceintention.
Theresearchmodelaccountsfor29.6%and33.5%oftheexplainedvarianceofcustomersatisfaction
andcontinuanceintention,respectively.Theresearchmodelalsodemonstratesalinkbetweenlower-
levelvalueattributesandhigher-levelvalueconsequences.Figure2andTable4presenttheresults
ofhypothesestesting.

Table 2. Construct correlations and the square root of AVE

CR AVE AST CST CON EXC EXP MON SAF SEA SOA SYM TRX

AST .858 .751 .805

CST .806 .675 .304 .815

CON .851 .741 .267 .435 .784

EXC .861 .674 .341 .373 .368 .866

EXP .847 .648 .349 .306 .460 .355 .774

MON .818 .529 .304 .141 .120 .219 .144 .822

SAF .817 .599 .149 .065 .046 .226 -.013 .363 .821

SEA .858 .602 .273 .389 .249 .406 .151 .279 .263 .785

SOA .865 .617 .288 .379 .232 .246 .128 .219 .195 .611 .776

SYM .856 .664 .316 .426 .316 .403 .304 .252 .194 .425 .472 .727

TRX .865 .615 .335 .230 .525 .330 .475 .265 .178 .171 .190 .311 .861

Notes: CR (composite reliability), AVE (average variance extracted), AST (aesthetic), CST (customer satisfaction), CON (continuance intention), EXC 
(excellence), EXP (experiential), MON (monetary), SAF (safety), SEA (self-actualization), SOA (social affiliation), SYM (symbolic), and TRX (transaction) 
values;
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Table 3. Construct cross-loadings

AST CON CST EXC EXP MON SAF SEA SOA SYM TRX

AST1 0.824 0.237 0.256 0.281 0.258 0.234 0.151 0.213 0.208 0.266 0.257

AST2 0.816 0.213 0.210 0.221 0.299 0.272 0.114 0.206 0.227 0.228 0.314

AST3 0.775 0.195 0.268 0.320 0.287 0.228 0.093 0.240 0.260 0.267 0.237

CON1 0.225 0.783 0.312 0.253 0.360 0.066 -0.024 0.147 0.108 0.202 0.340

CON2 0.191 0.820 0.408 0.358 0.365 0.105 0.017 0.175 0.168 0.285 0.405

CON3 0.193 0.801 0.374 0.338 0.366 0.094 0.110 0.297 0.255 0.248 0.425

CON4 0.240 0.731 0.252 0.184 0.355 0.109 0.035 0.152 0.187 0.249 0.480

CST1 0.342 0.355 0.831 0.320 0.247 0.178 0.087 0.384 0.333 0.363 0.204

CST2 0.280 0.301 0.834 0.304 0.235 0.147 0.053 0.290 0.320 0.337 0.200

CST3 0.115 0.404 0.778 0.287 0.266 0.016 0.018 0.270 0.270 0.340 0.157

EXC1 0.275 0.316 0.282 0.883 0.316 0.286 0.243 0.353 0.194 0.295 0.279

EXC2 0.319 0.322 0.370 0.849 0.299 0.081 0.144 0.350 0.236 0.411 0.293

EXP1 0.335 0.367 0.217 0.263 0.810 0.071 -0.039 0.125 0.104 0.164 0.359

EXP2 0.217 0.368 0.280 0.321 0.759 0.143 -0.023 0.168 0.094 0.201 0.381

EXP3 0.256 0.335 0.217 0.243 0.751 0.121 0.032 0.060 0.099 0.338 0.362

MON1 0.274 0.063 0.121 0.184 0.063 0.847 0.369 0.238 0.194 0.224 0.249

MON2 0.222 0.139 0.110 0.175 0.182 0.796 0.218 0.220 0.164 0.188 0.183

SAF1 0.106 -0.030 0.003 0.073 -0.070 0.278 0.746 0.140 0.096 0.155 0.078

SAF2 0.137 0.086 0.086 0.266 0.020 0.316 0.880 0.248 0.170 0.169 0.179

SAF3 0.119 0.032 0.055 0.181 -0.004 0.299 0.833 0.241 0.199 0.157 0.161

SEA1 0.242 0.161 0.271 0.279 0.077 0.220 0.251 0.774 0.513 0.310 0.180

SEA2 0.233 0.226 0.261 0.366 0.139 0.268 0.234 0.861 0.535 0.348 0.168

SEA3 0.155 0.240 0.357 0.350 0.151 0.226 0.169 0.758 0.369 0.382 0.132

SEA4 0.222 0.157 0.343 0.278 0.106 0.160 0.168 0.743 0.494 0.299 0.055

SOA1 0.236 0.231 0.352 0.273 0.103 0.192 0.204 0.521 0.824 0.402 0.170

SOA2 0.264 0.189 0.295 0.123 0.125 0.157 0.107 0.410 0.793 0.373 0.129

SOA3 0.273 0.132 0.256 0.143 0.116 0.202 0.152 0.420 0.766 0.384 0.189

SOA4 0.122 0.159 0.263 0.213 0.054 0.126 0.136 0.537 0.715 0.304 0.100

SYM1 0.282 0.250 0.262 0.345 0.330 0.208 0.147 0.231 0.184 0.703 0.275

SYM2 0.163 0.118 0.234 0.192 0.171 0.218 0.131 0.313 0.377 0.742 0.176

SYM3 0.272 0.196 0.299 0.231 0.125 0.191 0.125 0.325 0.434 0.733 0.185

SYM4 0.191 0.326 0.426 0.374 0.234 0.122 0.157 0.368 0.395 0.730 0.252

TRX1 0.273 0.477 0.195 0.269 0.393 0.237 0.136 0.111 0.177 0.319 0.860

TRX2 0.303 0.428 0.201 0.299 0.424 0.220 0.171 0.184 0.150 0.217 0.862

Notes: AST (aesthetic), CST (customer satisfaction), CON (continuance intention), EXC (excellence), EXP (experiential), MON (monetary), SAF (safety), 
SEA (self-actualization), SOA (social affiliation), SYM (symbolic), and TRX (transaction) values.
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Figure 2. Structural model results

Table 4. Hypotheses testing results

Hypothesis Coefficient t-Value p-Value Result

H1:Utilitarianvalue→Satisfaction .018 0.233 0.408 Notsupported

H2:Utilitarianvalue→Continuanceintention .270 3.489 0.000*** Supported

H3:Hedonicvalue→Satisfaction .350 4.872 0.000*** Supported

H4:Hedonicvalue→Continuanceintention .223 3.084 0.001*** Supported

H5:Personalvalue→Satisfaction .275 3.631 0.000*** Supported

H6:Personalvalue→Continuanceintention -.047 0.646 0.259 Notsupported

H7:Satisfaction→Continuanceintention .255 3.120 0.001*** Supported

* p < .05; ** p < .01; *** p < .001
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dISCUSSIoN ANd CoNCLUSIoN

Key Findings
Thisstudyexaminestherolesthatcustomervalueperceptionshaveonthelong-termviabilityand
successofM-PESAinKenya.Thisstudydevelopsanintegratedmodeltoexploretheimpactsof
perceivedvalueofM-PESAoncustomersatisfactionandthecontinuanceintentiontouseM-PESA.
Thestudymodelbuildsuponexisting literatureusing themeans-end theoryandcustomervalue
research(i.e.,customervaluehierarchyandcustomervaluechangeframeworks)toexaminemobile
financialservicepost-adoptionperceptions(Flintetal.,1997;Gutman,1997;Woodruff,1997).

ThePLSanalysis results (Figure2andTable4) indicate thatcustomersatisfactionstrongly
influencescontinuanceintentiontowardMFS,andmediatestheindirectinfluencesofhedonicvalue
andpersonalvalueoncontinuanceintention.Thesefindingssuggestthatcustomerswillcontinueto
useMFSoncetheyaresatisfiedwiththevalue-basedserviceattributes.Thisfindingisconsistent
withpriorstudies(Yu&Fang,2009;Zhou,2013)andconfirmsthatwhencustomersarepleased
withtheuseofM-PESAservices,theywillcontinuetousetheservice.Thisfindingalsosuggests
thatcustomersenjoysatisfyingexperiencesbecausetheservicemeetstheirexpectations(Spreng&
Olshavsky,1993).

Second, thestudyshows thatutilitarianvaluestrongly influencescontinuance intention,but
hasnoimpactoncustomersatisfaction.Thisfindingsuggeststhatutilitarianvalueisextrinsicand
isdrivenbyMFStechnology-relatedfeatures(Ladeiraetal.,2016).Utilitarianvalueplaysamore
significantroleinmotivatingcustomerpost-adoptionbehaviorinthemobilefinancialservicecontext
thanitcoulddooncustomersatisfactioninothersettings.Thisresultcouldbeduetocustomers
thatprefertheutilitarianvalueofMFSandaredrivenonlybythetechnology-relatedfeaturesofthe
service(Ladeiraetal.,2016).Suchcustomerswouldcontinuetouseanymobilepaymentservice
thatprovidesfunctional,instrumental,task-related,andservice-orientedbenefitsthatcanmotivate
customerstoparticipateinorusetheservice(Pöyryetal.,2013).Theresultsequallyindicatethat
customerperceptionsoftheutilitarianvalueofMFSincreaseswhencustomerscanfindvaluefor
money,discounts,lowprices,gooddeals,excellence,andexpertiseinservicedelivery(Chandon,
Wansink, & Laurent, 2000). Utilitarian value increases when a customer’s confidence increases
resultingfromadequatesecurityfeaturesformobilefinancialtransactionsandtheconfidentialityof
hisinformation(Hsiaoetal.,2012).Utilitarianvaluealonedoesnotprovideapleasurableexperience,
hencetheneedforhedonicvalue.

Third,hedonicvaluestronglyinfluencesbothcustomersatisfactionandcontinuanceintention.
Hedonic value’s influence on customer satisfaction is greater than that of personal values on
customersatisfaction,andhedonicvalue’sinfluenceoncontinuanceintentionisweakerthanthat
ofutilitarianvalueoncontinuanceintention.Theseresultsareconsistentwiththeresultsofprior
studies.RamanathanandMenon(2006)showthathedonicvaluegeneratesgreatersatisfactionthan
utilitarian value, which triggers impulsive behavior. Hedonic value will increase as long as the
componentsofhedonicvalue(i.e.,symbolic,experiential,andaestheticvalueoftheservice)satisfy
thepsychological,pleasurable,social,cultural,ethnic,emotional,andmotivationalneedsofcustomers
touseM-PESA.Thestudyresultssuggestthatcustomersaremoresatisfiedandmotivatedbythe
intangibleandintrinsicattributesoftheM-PESAservicethanthetangibleandextrinsicattributes
oftheservice(Babinetal.,1994;Ladeiraetal.,2016).

Chiuetal.(2014)showthatutilitarianandhedonicvalueinfluencesrepeatbehaviorsatahigher
levelofabstraction.Theresultsrevealthattheimpactsofutilitarianvaluearehigherthanthoseof
hedonicvalueonrepeatpurchaseintentions.Theirstudyfoundsignificantrelationshipswithutilitarian
andhedonicvalues,butnotinthemobileservicecontext.Theseimplicationssuggestthatatahigher
levelofabstraction,desirableoutcomesofusingaservicearerelativelyhigher.Utilitarianandhedonic
valuesinfluencecustomerattitudesandbehaviors(Ladeiraetal.,2016).
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Fourth,personalvaluesstronglyinfluencecustomersatisfactionbuthavenoimpactoncontinuance
intention.Thisresultisconsistentwiththeresultsofpriorstudies.ThuyandHau(2010)showthat
atahigherlevelofabstraction,servicepersonalvaluesinfluencecustomersatisfactionandloyalty
towardbankingservicesinVietnam.Theyshowthatservicepersonalvaluesandservicevaluestrongly
impactscustomersatisfactionandloyaltytowardairline,banking,andhealthcareservices.Thestudy
resultsshowthatpersonalvaluesonlyinfluencecustomersatisfaction.Thedifferencesinfindings
couldbeattributedtotheoperationalizationoftheresearchmodel,measures,andstudycontext.This
studyutilizedthelistofvalues(LOV)adaptedfromBarrenaandSanchez(2013)tomeasurepersonal
values.ThuyandHau(2010)utilizeditemsadaptedfromLagesandFernandes(2005)tomeasure
servicepersonalvalues.Socialaffiliationvalues(AVE=0.776)andself-actualizationvalues(AVE
=0.785),withacorrelationof(r=0.611)onpersonalvaluesarebetterresultsthanreportedbyKoo
etal.(2008).Thisstudydemonstratesthattheoperationalizationofpersonalvaluesofferssuperior
resultsthansimplytreatingvaluesasaformativeconstructwithreflectivemeasuresatahigherlevel
ofabstraction(Table2).

Finally, the general findings suggest that utilitarian, hedonic, and personal values facilitate
customer retention or loyalty by fostering customer satisfaction and continuance intention
simultaneously(Bhattacherjee,2001).Thestudyresultssuggestthatcustomers’choicesandactionsare
value-motivatedtowardMFS.Thehigherthelevelofpersonalanddesiredvalue,themorecustomers’
needsandexpectationsaresatisfied,andthemorecustomersaremotivatedtocontinuetouseMFS.
Higherlevelsofpersonalanddesiredvaluewillleadtocustomerretention,increasedmarketshare,
andsustainedprofitability(Babinetal.,1994;Bhattacherjee,2001).

Theoretical Implications
Thisstudyhasseveralimplicationsforacademia.First,thisstudydevelopsanintegratedmodelthat
extendsthemeans-endtheorytothecontextofmobilefinancialservices.Themodelhelpstoexplain
howvalueattributesanddesirablevalueconsequencesinfluencecustomersatisfactionandcontinuance
intention(Woodruff,1997).Themodeldescribesacustomervaluehierarchythattriggerscustomer
satisfactionandcontinuanceintention(Bhattacherjeeetal.,2008;Flintetal.,1997)whichincreases
customers’loyaltyandretention.

Second, the study presents a parsimonious value-based model. The model evaluates the
performance and impact of perceived and personal values on customers’ attitudes and outcome
behaviorsatahigherlevelofabstraction(Gutman,1982,1997).Themodelpositsthatiftheuseofa
mobilefinancialserviceconveysdesirablevalueconsequences,customerswilldevelopaperception
ofhigher-levelcustomerandpersonalvalueconsequences.Thedesirabilityofthesehigher-levelvalue
consequencesconveyshighercustomerandpersonalvaluesthatfacilitatecustomersatisfactionand
outcomebehaviortowardthemobilefinancialservice(Stahletal.,1999).Themodelarguesthatwhen
personalvaluesanddesiredvalueareproducedinusesituations,andtheoutcomes(orconsequences)
aredesirable,avaluejudgmentisformedinfavoroftheservice.Desirableconsequencesconveya
perceptionofhighercustomervalue,whichinturninfluencescustomersatisfactionandcontinuance
intentionbehaviortowardthemobilefinancialservice(Flintetal.,1997;Gutman,1982).Acustomer’s
expectationsymbolicvalueattributesareachievediftheuseofanMFSpromotescustomers’beliefs
and value, enhances their national identity, and makes life easier for them. The performance of
thesesymbolicvalueattributesconveyshedonicvalueconsequencesatahigherlevelofabstraction.
Desirablehedonicvalueconsequenceswilldeliverhigherhedonicvalueorbenefits,whichinturn
propelstheattainmentofcustomersatisfactionand(or)continuanceintention.

Third,incontrasttootherstudies’findings,thestudyresultsimplythattheimpactsofutilitarian,
hedonic,andpersonalvaluesoncustomers’attitudesandoutcomebehaviorsvaryindegreedepending
on model conceptualization, construct operationalization, the theory upon which the model is
grounded,themeasuresused,andthecontextofinvestigation(Ladeiraetal.,2016).Hedonicvalue,
atahigherlevelofabstraction,facilitatescustomers’retentionbecauseofitsintrinsicandextrinsic
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motivationoncustomers’ attitudes andbehavior.Utilitarianvalue impacts continuance intention
andpersonalvaluesimpactcustomersatisfaction,producingacombinedeffecttoattaincustomer
retention,similartohedonicvalue(Bhattacherjee,2001).Utilitarian,hedonic,andpersonalvalues
arerelevanttoachievingcustomerretentionandloyalty.

Finally, the model operationalizes utilitarian, hedonic, and personal values as second-order
constructs to capture the impacts of lower-level hierarchy value attributes through secondary or
higher-level value consequences on customer satisfaction and continuance intention. The results
suggest that formative measures outperform reflective measures regarding criterion validity and
are significantly better predictors than reflective measures (Diamantopoulos & Siguaw, 2006).
Eachsecond-orderconstructexposestherelevancethateachlower-levelhierarchyvalueattribute
has.Formativemeasuresofferthemostpowerfulmeansoftestingandevaluatingconstructs(Ruiz,
Gremler,Washburn,&Carrion,2008)becauseformativemeasuresallowomissionofmeasurement
itemsthatdonotmeetsufficientconstructvalidity(Chiuetal.,2014).

Practical Implications
MFSprovidersandmarketingmanagerscanleveragethestudyfindingstorepositiontheirservices
toattaincustomersatisfactionandcontinuedusage.Thefindingssuggestthatutilitarian,hedonic,
andpersonalvaluesmotivatecustomerstousemobilefinancialservicesbecauseoftheirabilitiesto
conveyhighercustomerbenefitsatahigherlevelofabstraction.Thesebenefitsmotivatecustomers
toformfavorableattitudesandoutcomesbehaviortowardmobilefinancialservice.ProvidingMFS
thatdeliversthesecustomervalueswillmotivatecustomerstonotonlyusebutalsotocontinueto
usetheserviceatthepost-adoptionstage.MFSmarketingmanagersshouldstrivetomeetcustomers’
expectationsbydeliveringthecustomervalueattributesrepresentedinthisresearchmodeltoretain
existingcustomers,attractnewcustomers,increasemarketshare,andgainprofitability.Customer
valueattributescanconveydesirablecustomervalueoutcomes,whichcancausepositiveattitudinal
andbehavioralchangestowardtheservice.

MFSmarketingmanagerscananticipatedesiredcustomerreactionstovalue-basedstrategies.MFS
marketingmanagerscanestimatetheutilitythatcustomerswillreceivewhentheyusetheirservices
aswellasthecorrespondingresponsefromcustomerswithregardstotheirattitudinalchangeand
outcomebehaviors.Forexample,innovativeMFSsolutionsincorporatingsymbolic,experiential,and
aestheticattributeswillconveydesirablehedonicvalue.Hedonicvalueshouldbedesignedtooffer
greatercustomersatisfactionandpost-outcomebehaviorsoverdeliveringutilitarianvalue.Utilitarian
value only stimulates continuance intention or personal values, which only influences customer
satisfaction(Ladeiraetal.,2016).Focusingonprovidingutilitarian,hedonic,andpersonalvalues,
providesthegreatestbenefitsthatwillhelptocreatedualpathstoachievingcustomersatisfactionand
continuancebehavior.MFSmarketingmanagersdesigningcustomersegmentationanddifferentiation
strategiesshouldexploitthestudyfindingsandincorporatethemintotheirplans,particularlythe
specificcustomervalueattributesandvalueconsequencesexaminedinthisstudy.

Second,thesimultaneousattainmentofcustomersatisfactionandcontinuanceintentionleadsto
customerretention(Bhattacherjee,2001;Bhattacherjeeetal.,2008).Atahigherlevelofabstraction,
theimpactofvalueconsequencesvariesbasedoncontext,model,andthemeasuresused.Focusing
onprovidinghedonicvaluealone,willfacilitateattitudinalandbehavioralchangesthatcanleadto
customerretentionandloyalty.ThehedonicvalueofanMFSinfluencescustomersatisfactionand
continuanceintention.Theimpactofutilitarianvalueoncontinuanceintentionandpersonalvalues
oncustomersatisfactionprovidescomplementaryeffects toattaincustomer retention.To realize
customerretentionandloyalty,MFSprovidersandmarketingmanagersshouldnotonlystrategize
toprovidehedonicvaluealone,butalsotoprovidebothutilitarianandpersonalvaluesbecauseof
theirimpactoncustomers’attitudesandoutcomebehaviors.Customersatisfactionstrengthensthe
customerbaseindifferentbusiness’contexts,promotescustomerretention,increasesmarketshare,
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andimprovesprofitabilityforMFSproviders.Long-termviability,success,andservicesurvivalare
reinforcedasthesevaluespersist.

Third,MFSprovidersandmarketingmanagerscanutilizethestudyfindingstopredictcustomer
responsestotheirMFSofferingsbycreatingandprovidinginnovativevalue-basedMFSasoperationalized
inthestructuralmodel.ThemodelwillallowtheMFSprovidersandmarketingmanagerstodetermine
theutilitythatcurrentandprospectivecustomersareexpectedtoreceivewhenavalue-basedmobile
financialserviceisofferedtothem.MFSprovidersshouldharnesscustomers’responsestoevaluate
andpredict theirattitudinalandbehavioralchanges towardamobilefinancialserviceofferingata
higherlevelofabstraction.Forinstance,designinganMFSwithsymbolic,experiential,andaesthetic
valueattributeswillconveydesirablehedonicvalueconsequences.Atahigherlevelofabstraction,a
perceptionofhighercustomerhedonicvalueisformed,providingahigherlevelofcustomersatisfaction
thanutilitarianandpersonalvalues,andsimultaneouslyinfluencingcontinuanceintention(Ladeiraet
al.,2016).MFSprovidersandmarketingmanagersmayutilizethestructuralmodeltoexamineand
understandtargetcustomervalueperceptions,whichwillallowthemtoknowwhichcomponentsof
valueattributesandconsequencesbestserveandmeettheneedsofcurrentandprospectivecustomers.

Finally,theresultssuggestthatwhenMFSmarketingmanagersstrivetoprovidemobilefinancial
servicesthathavehigherlevelsofhedonicandpersonalvalues,strongerperceptionsofcustomer
satisfactionareachieved.Customersatisfactionservesasmotivationforexistingcustomerstocontinue
tousemobilefinancialservicesthatarebeingofferedbyM-PESA.Whenaserviceiscreatedto
provideutilitarianandhedonicvalue,existingcustomerswillnotonlybesatisfiedwiththeservice,
buttheyformanintentiontocontinuetousetheservicebeingoffered.Thestudyresultssuggest
thatcustomersatisfactionservesasamotivationtocontinuetousemobilefinancialservices.When
MFSprovidersandmarketingmanagersfocusondeliveringMFSthatmeetscustomers’satisfaction,
customerswilldeveloployaltyforthoseservices.WhenMFSprovidersandmarketingmanagers
strategizeonprovidingmobilefinancialservicesthatcanpositivelygenerateutilitarian,hedonic,
andpersonalvaluesatahigherlevelofabstraction,thegreaterthebenefitsthatareobtainablefrom
serviceusagetoachangeincustomer’sattitudeinfavoroftheservice.

LIMITATIoNS ANd FUTURe ReSeARCH

Thisstudyextends themeans-end theoryandproposesahierarchicalapproach thatexplores the
impactofhedonic,utilitarian,andpersonalvaluesoncustomersatisfactionandcontinuanceintention.
M-PESAcustomersinKenyawereconsciouslyselectedasthestudypopulationgiventheunique
environmentthatM-PESAoperatesinandthewidespreadacceptanceanduseofthisspecificmobile
financialservice.Thestudyfindingsarespecifictothisuniquepopulationbutshouldofferinsightsthat
extendtoothercontexts,cultures,andcountries.Futureresearchmayexaminedifferentcustomersand
services(i.e.,mobilewallet,mobilehealthcare,mobileentertainment,etc.)indifferentenvironments
tovalidatetherobustnessofthestudy’smodelandfindings.

Thedatacollectedandused in thestudyanalysiswascross-sectional.Futurestudiesshould
obtain andanalyze longitudinaldata toobservepossibledynamism in a customer’s continuance
intention.RelationshipsamongthestudyconstructsmaychangeasMFSprovidersexecutevalue-
basedstrategies,whichcouldbefascinatingtocaptureandobserve.Additionalfactorsdoexistthat
affectacustomer’svalues,satisfaction,andcontinuanceintention.Futurestudiesshouldexplorethose
otherfactorslikepersonalitytraitstogenerateacompleteunderstandingofwhichfactorsinfluence
customers’attitudesandoutcomebehaviors.

Thisstudydidnotconsiderindividualcustomerdifferencesincustomervalue-basedsatisfaction
andoutcomebehaviors.Themoderatingandmediatingrolesofindividualdifferencesandpersonality
traitscouldbeinvestigated(Liu,Kauffman,&Ma,2015;Mohamed,Hussein,Zamzuri,&Haghshenas,
2014).Insightsonhowindividualdifferencesinteractwithhedonicconsumptioncouldprovidea
solidtheoreticalfoundationforsuchastudy(Jones,Reynolds,&Arnold,2006).
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APPeNdIX

Table 5. Constructs and measures

Constructs Measurement Items

Utilitarian Value
Excellence

1.IvaluetheexcellentqualityofM-PESAmobilefinancialservices.
2.IvalueM-PESAprovider’sexpertiseinmobilemoneytransferservice.

Monetary 1.IamreasonablychargedforusingM-PESAmobilefinancialservice.
2.M-PESAmobilefinancialserviceoffersvalueformoneyforusingit.

Safety

1.ThereisadequatesecurityforusingM-PESAmobilefinancialservicetomakeany
financialtransactionsandpayments.
2.Theconfidentialityofmypersonalinformationandfinancialtransactionsofusing
M-PESAmobilefinancialservicearesecurelykept.
3.IbelieveM-PESAmobilefinancialserviceisadequatelysafeforusebecauseIhave
transactionconfidenceinusingtheservice.

Transaction
1.IfeelsafeusingM-PESAmobilefinancialservicetopayforgoodsandservices.
2.IvaluethepleasureofusingM-PESAmobilefinancialservicetomakefinancial
transactionsfrommyphone.

Hedonic Value
Aesthetic

1.IlikeM-PESAvisualappeal(attraction)attributes.
2.M-PESAmobilefinancialservicephoneapp(menu)isvisuallyattractive.
3.M-PESALogo,products,andbrandingcolorisattractive.

Experiential

1.IfeelhappyduringandafterIuseM-PESAmobilefinancialservicetopayforgoods
andservices.
2.IfeelgoodduringandafterIuseM-PESAmobilefinancialservicetomakepurchases.
3.IenjoyM-PESAmobilefinancialserviceduringandafterIusetheservicetosendand
receivemoney.

Symbolic
1.M-PESAmobilefinancialservicepromotesmybeliefsandvalues.
2.M-PESAmobilefinancialserviceenhancesmynationalidentity.
3.M-PESAmobilefinancialservicemakeslifeeasier.

Personal Value
Self-actualization

1.M-PESAmobilefinancialservicegivesmeasenseofbelonging(e.g.social,culturaland
national).
2.M-PESAmobilefinancialservicegivesmeapeaceofmind,dignity,andself-respect.
3.M-PESAmobilefinancialservicegivesmeasenseoffinancialandfamilysecurity.
4.M-PESAmobilefinancialservicemakesmebewell-respectedandincreasesmyfriendly
relationshipwithothers(e.g.family,friends,andcustomers).

Socialaffiliation

1.M-PESAmobilefinancialserviceprovidesfun,pleasure,andenjoymentoflife.
2.M-PESAmobilefinancialserviceenhancesmyqualityoflife.
3.M-PESAmobilefinancialservicegivesmehappinessandboostsmyemotion.
4.M-PESAmobilefinancialservicemakesmefeelmoresuccessful.

Dependent Variables
Customersatisfaction

1.M-PESAmeets(fulfills)mostofmymobilefinancialserviceexpectations.
2.M-PESAmobilefinancialservicegivesmeasatisfyingexperience.
3.IfeelverypleasedwithM-PESAmobilefinancialservice.

Continuanceintention

1.IwillcontinuetouseM-PESAmobilefinancialservice.
2.IintendtorecommendM-PESAtoothers.
3.IintendtocontinuetouseM-PESAmobilefinancialservicetopayforgoodsand
services.
4.IintendtocontinuetouseM-PESAmobilefinancialservicetosendandreceivemoney.
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