
EFFECT OF MOBILE BANKING AND ONLINE BANKING SERVICES ON PERFORMANCE OF SMALL AND MEDIUM ENTERPRISES IN NAIROBI COUNTY, KENYA
[bookmark: _Hlk219719777]
[bookmark: _Hlk219719873]ABSTRACT

Small and medium-sized enterprises (SMEs) contribute to employment, entrepreneurship and economic activity in Kenya, yet their performance remains a concern. The expansion of digital financial services has created new opportunities for business transactions and financial management, although greater use of these services does not necessarily correspond to better enterprise outcomes. This study examined the associations of mobile banking and online banking services with SME performance in Nairobi County, Kenya. An explanatory cross-sectional survey design was adopted, with questionnaire data collected from representatives of selected SMEs. The study employed correlation and multiple regression analyses to assess the direction and statistical significance of the relationships between banking services and performance. The regression results indicated a negative but statistically insignificant association between mobile banking services and SME performance (B = −0.044, p = 0.425). In contrast, online banking services demonstrated a positive and statistically significant association with SME performance (B = 0.204, p = 0.023). The reported model explained 17.8% of the variation in the SME performance score, indicating that factors beyond the banking services examined may also be relevant. The findings suggest that online banking services may be associated with more favourable performance outcomes, whereas the evidence did not establish a significant relationship for mobile banking. The study recommends that SME owners and managers assess online banking facilities in relation to operational needs, security, reliability and transaction costs, without assuming that adoption alone improves performance.
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1.1 Introduction
In Africa, mobile money and digital financial services have grown at a fast pace in the last ten years (Demirgüç-Kunt et al., 2022). Mobile money adoption in sub-Saharan Africa has been impressive, with Kenya, Tanzania and Ghana among the countries with the greatest penetration of mobile financial services. Mobile money has been linked to better risk sharing, lower transaction costs and lower poverty in this region. Mobile platforms are considered effective at broadening outreach while strengthening customer participation. This, in turn, makes them critical components for financial inclusion (Naira & Akims, 2026). These services enable instant money transfers and improve financial access for unbanked populations. However, the rate of adoption varies by country and region, as do the advantages of FinTech, which rely on digital literacy, connectivity, fees and regulatory factors (Mbiti & Weil, 2016). For example, adoption in rural areas, among women and low-income groups, is often hindered by low levels of digital skills, high transaction fees, poor network coverage, and other challenges.  Research across emerging economies has linked greater access to FinTech financing with improved outcomes among finance-dependent firms, although this evidence does not directly establish the relationship between banking-service use and SME performance in Nairobi (Gaibulloev et al., 2025; Pyoko et al., 2023a).
Kenya's SME sector contributes greatly to employment and output and is considered vibrant enough to attract special attention (Kenya National Bureau of Statistics, 2022). The 2016 KNBS Micro, Small and Medium Establishments Survey indicates that SMEs make up the bulk of the enterprises in Kenya and that they employ a significant share of the workforce. Since its introduction in 2007, mobile money has transformed access to finance in Kenya, especially M-Pesa. Through M-Pesa, millions of Kenyans can send and receive money, pay bills and secure credit by using their mobile phones. Although the 2021 FinAccess survey reports widespread mobile money adoption, it also documents gaps in credit, savings and insurance access (Central Bank of Kenya et al., 2021). Mobile money is popular for transactions, while access to formal credit remains limited for some SMEs. Underutilisation also persists in savings and insurance products, and this makes many SMEs financially vulnerable. However, the association between FinTech adoption and SME performance is not yet clear. High rates of FinTech adoption alongside persistent SME challenges indicate that there is a potential underlying link between the two, possibly related to regulation, firm size, sector, and managerial capability. An analysis of Kenyan businesses found that mobile-money users were more likely to report product and process innovation, but did not demonstrate higher business performance than non-users (Tiwasing et al., 2024).
Mobile banking technology enables banking transactions through mobile phones. It also uses mobile communication devices to deliver banking-related financial services. Customers can transfer and withdraw money to and from their banks using mobile phones thanks to mobile banking technologies (Pyoko et al., 2023c). The use of mobile phones in SME operations has increased due to several factors, including ease of use, flexible prepayment options, the use of local languages, and the deregulation of the telecommunications markets. By enabling instantaneous access to clients, vendors, and employees, mobile banking technology improves information and knowledge management within SMEs, increasing the productivity of small and medium-sized businesses. In a study of SMEs in Ghana, mobile-money transaction activity was positively associated with sales revenue within the sampled municipality (Awuah, 2025).
Online banking, also referred to as internet banking or e-banking, is an electronic payment system that enables customers of banks and other financial institutions to conduct financial activities through institutional websites (Rahaman et al., 2022). To accomplish common financial tasks, online banking usually eliminates the need to visit physical banks. Internet banking systems are usually connected to, or form part of, a bank's core banking system, in contrast to branch banking, which is the traditional way that customers obtain financial services (Roberte, 2026). SMEs can manage their finances more efficiently, promptly and securely using online business banking, which goes beyond simple convenience. One promising way to close the gap between SMEs and financial institutions is through the development of online banking systems.  Online banking platforms may support SME financial management and business operations with features like automated financial tracking, real-time transaction processing, and easy access to credit facilities (Djibran, 2025). Among SMEs in Mogadishu, mobile and internet banking were positively associated with financial inclusion, although that investigation examined an outcome distinct from SME performance (Warsame et al., 2025).
1.2 Statement of the Problem
Small and Medium Enterprises (SMEs) are vital contributors to economic activity, and are therefore important sources of growth, employment and innovation (Pyoko et al., 2023c). Small and Medium Enterprises contribute significantly to national economies by stimulating entrepreneurship, generating income, and   supporting   sustainable   development (Marcel & Akims, 2026). Small and medium enterprises in Nairobi County report a continued lack of access to finance, high transaction costs and ongoing performance challenges (Kenya National Bureau of Statistics, 2016; Nairobi City County, 2018). While Kenya has reached comparatively high rates of mobile money penetration, access to formal credit, savings and insurance products is still low, especially for smaller businesses. Some SMEs have limited working capital and experience slow payment settlements and have difficulty accessing larger markets (Kenya National Bureau of Statistics, 2016; Nairobi City County, 2018). Although FinTech services, including mobile phone technology, agency banking, online banking and digital wallets, have expanded, these challenges remain. These events occurred alongside growing FinTech provision and continued SME performance issues. This suggests that adoption alone may not be sufficient to improve SME performance and that the relationship between FinTech and SME performance may depend on other factors (Demirgüç-Kunt et al., 2022). This could be attributed to the potential benefits of FinTech in improving liquidity, payment reliability, customer reach, and transaction efficiency, which may be offset by transaction fees, exposure to fraud, low digital capability, and inappropriate credit terms or regulatory restrictions. Other factors may account for the results, such as management skills, age of the firm, industry shocks, access to other resources, and selection into the adoption of technology. Evidence from Kenyan enterprises further suggests that more extensive mobile-money use may narrow the performance disadvantage associated with financing constraints among women-owned businesses, even where a direct relationship with overall enterprise performance is not evident (Lemma & Mlilo, 2026).
Previous research has focused on a range of contexts of FinTech adoption and SME performance. For instance, Alfzari and Al-Shboul's (2025) study focused on the financial performance of the IT industry in the United Arab Emirates, whereas Akande's (2025) study focused on transforming SMEs in Nigeria. The applicability of these findings to Kenyan SMEs is uncertain. Furthermore, studies like Mushi (2024) in Tanzania, Adukpo and Mensah (2025) in Ghana, Alfzari and Al-Shboul (2025) in the UAE, and Ojima (2026) in Nigeria were carried out in places with regulatory and operational environments that differed from the Kenyan context. In addition, several studies have explored mobile phone technology, agency banking, online banking and digital wallets as separate FinTech dimensions (Demirgüç-Kunt et al., 2022). Some studies have examined regulation as a potential driver of FinTech adoption or regulation as a determinant of the performance of FinTech (Mbiti & Weil, 2016; Pyoko et al., 2023b), but few have tested its association with the strength or direction of the relationship between FinTech and performance. 
Evidence from previous studies is often cross-sectional, and association has sometimes been confused with causation. Because cross-sectional designs do not establish temporal ordering and may be affected by reverse causality, causal inference from such data requires considerable caution. To address these gaps, this study examines the relationships between mobile banking services, online banking services and the performance of SMEs in Nairobi County. The analysis is explicitly associational and does not make causal claims. The study is justified on contextual, conceptual and methodological grounds: it provides evidence specific to the Nairobi context; it examines two dimensions of banking services; and it uses an explanatory cross-sectional survey design and regression analysis to assess their associations with SME performance.
1.3 Research Hypotheses
H01: Mobile banking service has no statistically significant association with the performance of small and medium-sized enterprises in Nairobi County, Kenya.
H02: Online banking service has no statistically significant association with the performance of small and medium-sized enterprises in Nairobi County, Kenya. 
1.4 Objectives of the Study 
i. To examine the association between mobile banking services and the performance of small and medium-sized enterprises in Nairobi County, Kenya.
ii. To evaluate the association between online banking services and the performance of small and medium-sized enterprises in Nairobi County, Kenya.
2.1 Literature Review
2.2 Theoretical Review
The Technology Acceptance Model (TAM) was developed by Davis (1989). The theory proposes that an individual's adoption and use of technology are influenced primarily by two beliefs: perceived usefulness and perceived ease of use (PEOU). Perceived usefulness is the extent to which an individual believes that using a specific system would improve job performance, and perceived ease of use is the extent to which an individual believes that using a specific system will require little effort (Davis, 1989). These two beliefs affect the attitudes towards the technology, which influence behavioural intention and actual use. When considering SMEs, TAM means that owner-managers are more likely to use FinTech services when they perceive them as beneficial to enterprise operations and simple to use.
The Resource-Based View (RBV) draws on the work of Penrose (1959). This research study builds upon the RBV theory to conceptualise FinTech as a resource that may be linked to SME performance. This supports the inclusion of SME performance as a dependent variable and helps to explain why the relationship between FinTech and performance might be contingent upon other resources, such as managerial capability and firm age. However, RBV alone is insufficient, as it does not cover the institutional and regulatory context in which FinTech resources are used. Therefore, it is complemented by the agency theory which considers regulatory and governance aspects of the FinTech–performance relationship. RBV is considered an adjunct to theory and not as a substitute for it.
Marshall (1890) developed the profit maximisation theory. According to the principle, a company's primary duty is to maximise profits for its investors while abiding by the law. As a result, companies make choices and distribute resources only in order to maximise shareholder wealth. Profit maximisation theory is predicated on the ideas that there are no externalities or market failures, people behave rationally to maximise their own interests, and markets are efficient. These presumptions serve as the basis for the claim that maximising profits is consistent with the more general objective of economic efficiency. A company's capacity to balance expenses and revenues while gaining a competitive edge is reflected in its profitability (Wong, 1975). This theory is therefore relevant to the current study since it helps SMEs determine how to make things at the lowest possible cost in order to maximise profit. The theory's premise is that all SMEs would want to boost profits. Successful SMEs can accomplish this by cutting production costs, raising the price at which they offer their goods or services, and growing sales. Because they have better access to resources than other organisations, SMEs may decide to do this. The theory supports the dependent variable (SME performance).
2.3 Empirical Review
2.3.1 Mobile Banking Service and Performance
Mosoti, Wafula, and Nyangau (2024) examined the relationship between mobile banking technology and Kenyan microfinance institutions' (MFIs) financial results from 2017 to 2022. The study also examined the moderating role of business size. The study collected data from 204 employees of 13 MFIs licensed in Nairobi, Kenya, using a questionnaire and a descriptive research approach. Descriptive and inferential statistics were used to estimate the data. The outcome of the inquiry demonstrated that mobile banking technology had a positive and significant association with MFIs’ financial success. Furthermore, the link amongst the two variables is moderated by business size. The study concluded that one of the key factors influencing business performance is mobile phone technology. The previous study considered Kenyan MFIs between 2017 and 2022, whereas the present study examines SMEs in Nairobi City County through an explanatory cross-sectional survey.
Similar to the findings in the study conducted by Mosoti et al. (2024), in Uganda's Mukono Central Division, Akankwasa (2024) found that mobile money notably and favourably contributes to increased income, improved cash flow management, and overall business development in Uganda. The inquiry evaluated how mobile money technology association the performance of SMEs, using a cross-sectional design combining quantitative and qualitative approaches. The study considered Ugandan SMEs. The data were analysed using the multiple regression estimation technique. The study inferred that a notable number of SMEs have successfully integrated the use of mobile money into routine business operations, reducing transaction times and raising customer satisfaction. In contrast to the Ugandan study, the present study focuses on SMEs in Nairobi City County, Kenya, and adopts an explanatory cross-sectional survey design.
In a similar study conducted by Akankwasa (2024), Waris et al. (2024) investigated the association between mobile phone technology and Ghanaian SMEs' access to financial services. Primary data were gathered from a target population of 1000 employees of Ghanaian SMEs using structured questionnaires. Descriptive statistics and the multiple regression estimation approach were used for the analysis. The findings indicated that the performance of many SMEs in Ghana was reported to have improved with the introduction of mobile phone technology. The study inferred that, every respondent had a thorough comprehension of the fundamental operations of mobile money. However, due to issues with the service's functionality, the majority of respondents expressed doubts about its cost and convenience. In contrast, the present study examines SMEs in Nairobi City County, Kenya, using an explanatory cross-sectional survey design.
The relationship between Bangladeshi money deposit banks' financial performance from 2018-2023 and the expansion of mobile banking was examined by Sarker et al. (2024). A descriptive survey was used as the investigation's methodology. The survey covered all 13 money deposit banks that are registered with Bangladesh Bank. Multiple regression analysis and correlation analysis were used to evaluate the relationships between the variables. The findings indicated that the number of transactions and the number of mobile banking customers are now significant factors in determining the financial performance of Bangladesh's money deposit institutions. Nonetheless, the financial status of Bangladesh's money deposit institutions is mostly unaffected by transaction volume. The study concluded that, mobile banking is critical to enhancing Bangladesh's money deposit banks' financial performance. Whereas the previous study focused on Bangladeshi commercial banks and adopted a descriptive design, the present study uses an explanatory cross-sectional survey design to examine SMEs in Nairobi City County, Kenya.
2.3.2 Online Banking Service and Performance
Using a descriptive research approach, Ochieng (2022) explored how Kenyan commercial banks' financial performance was affected by online banking. The study examined five Kenyan commercial banks. Questionnaires were used to collect primary data. Chi-square and regression estimation techniques were used to analyse the data. According to the findings, online banking has had a favourable and substantial association with the financial performance of Kenyan commercial banks. The study concluded that banks' financial success has improved due to cost savings from more online transactions, decreased traffic to physical branches, and consumer convenience. The previous study focused on Kenya’s money deposit banks for the year 2022. The present study focuses on SMEs in Nairobi City County, Kenya, and adopts an explanatory cross-sectional survey design, rather than the descriptive approach used in the previous study.
Pyoko et al. (2023c) investigated how Kenyan SMEs' financial inclusion is associated with online banking services. An explanatory research design was used in the inquiry. The target population consisted of the top 100 SMEs in Kenya, and the sample comprised 200 respondents selected through simple random sampling and purposive sampling, with 2 respondents chosen from each SME of interest. Data were analysed using the multiple regression technique. A questionnaire was used to gather the primary data. According to the findings, online banking services were significantly associated with Kenyan SMEs' financial inclusion. The study inferred that, business managers would enhance their business's success if they fully utilise and explore the many options offered by internet banking. The present study also examines Kenyan SMEs but focuses on their performance, rather than financial inclusion, using an explanatory cross-sectional survey design.
To represent the study population, Adamu, Kawugana, and Abdullahi (2024) surveyed 250 respondents to evaluate how online banking affects the success of a few chosen SMEs in the state of Bauchi. Secondary data were obtained from online sources, while primary data were collected through a questionnaire. The study employed a descriptive investigation approach. Regression analysis was used to estimate the collected data. The findings indicated that, the success of SMEs in Bauchi state is notably linked with internet banking. The study inferred that in order to boost the performance of SMEs in Bauchi State, all relevant institutions should improve awareness of online banking. Unlike the previous descriptive study in Bauchi State, the present study focuses on SMEs in Nairobi City County, Kenya, using an explanatory cross-sectional survey design.
In comparison with Adamu et al. (2024), Ndia and Omagwa (2025) examined a five-year period (2019-2023) in assessing how financial technology affected the profitability of SMEs in NCC. A sample of 269 SME representatives was selected using the stratified sampling approach. Data were collected using a questionnaire. Multiple regression analysis was used. The findings indicated that, online banking notably increased the profitability of SMEs in NCC, Kenya. The study reported that, SMEs in NCC that use ICT and communicative online support typically record notable SME performance as a result of timely information obtained for quicker and more efficient decision-making. Similarly, the present study also focuses on SMEs in Nairobi City County, but adopts an explanatory cross-sectional survey design rather than assessing enterprise profitability over a five-year period.
3.1 Methodology
The study adopted an explanatory cross-sectional survey design to examine associations between mobile banking services, online banking services and the performance of small and medium-sized enterprises (SMEs) operating in Nairobi City County, Kenya. This design was appropriate because information on banking-service use and enterprise performance was obtained at a single point in time (McCusker & Gunaydin, 2015). Its explanatory purpose was to assess variation in the reported SME performance measure in relation to the two banking-service variables. As the study was observational rather than experimental, these relationships were examined as statistical associations and were not interpreted as evidence of causality.
The target population comprised SMEs operating in Nairobi City County, Kenya. For this study, an enterprise was classified as small or medium according to the eligibility criteria applied during recruitment. The study reported a sample of 200 SMEs. An owner or manager of each selected SME, or another person familiar with its operations, was requested to complete the questionnaire. The enterprise was the unit of analysis because the outcome of interest was business performance, while respondents provided information about the operations of their respective firms.
Primary data were obtained through questionnaires completed by representatives of the selected SMEs. The analysis focused on three variables consistent with the study objectives: SME performance, mobile banking services and online banking services. SME performance (PER) was specified as the dependent variable. Mobile banking services (MPS) and online banking services (OBS) were the explanatory variables. Mobile banking concerned banking services accessed through mobile phones, whereas online banking concerned banking activities conducted through internet-based facilities. Including the two service dimensions in the same regression model enabled their separate associations with the performance measure to be examined while accounting for the other included service dimension.
The data were analysed using correlation analysis and multiple linear regression. Correlation analysis was used to describe the direction and strength of the relationships between study variables. Multiple regression was used to estimate the coefficients associated with mobile banking and online banking services when both were included in the model. The regression output was interpreted using the reported coefficients, standard errors, t-statistics and significance probabilities, while the model summary and analysis of variance were used to assess the proportion of explained variation and overall model significance. The estimated regression equation was specified as follows:
PER = β0 + β1MPS+β2OBS + ε
Where:
PER = Performance
MPS= Mobile banking Service 
OBS = Online Banking Service 
β0= Constant Term
β1-β2= Beta Coefficients 
ε = Error term
In this model, the intercept (β₀) represents the fitted value of the performance measure when both predictors are zero; β₁ and β₂ represent the estimated regression coefficients of mobile banking and online banking services, respectively; and ε denotes the error term. Each coefficient describes the estimated association between the corresponding banking-service variable and the SME performance score, holding the other included predictor constant. The reported R-squared and adjusted R-squared statistics summarise explained variation, while the ANOVA F-test assesses overall model significance. Given the explanatory cross-sectional survey design, none of these estimates alone establishes a causal effect.
4.1 Results and Discussions
4.2 Regression Analysis 
The study sought to examine the association of mobile banking and online banking services with the performance of small and medium-sized enterprises in Nairobi County, Kenya. The results of this assessment are shown in the following subsections.
4.2.1 Model Summary
The model summary gives an overview of the explanatory power of the regression model, indicating the proportion of variance in the dependent variable being explained by the independent variables. The results are presented in Table 1.
Table 1: Model Summary
	Model
	R
	R Square
	Adjusted R Square
	Std. Error of the Estimate

	1
	.422a
	.178
	.159
	.45568

	a. Predictors: (Constant), MPT, OBT


Source: Researcher (2026)
The R-squared value in Table 1 is 0.178, showing that 17.8% of the variance in SME performance score is accounted for by the independent variables that were tested in the model (mobile banking and online banking services). The adjusted R-squared value of 0.159 indicates that about 15.9% of the variance in SME performance is accounted for after adjustment for the number of model predictors in the model. The model's R-squared is 0.178, which indicates that the mobile banking and online banking services account for a proportion of the variance in SME performance score. This suggests that additional factors may be associated with SME performance. 
4.2.2 Analysis of Variance 
The analysis of variance (ANOVA) tests the overall significance of the regression model and the ratio of explained to unexplained variance. Table 2 shows the results.
Table 2: Analysis of Variance 
	Model
	Sum of Squares
	Df
	Mean Square
	F
	Sig.

	1
	Regression
	7.484
	4
	1.871
	9.011
	.000b

	
	Residual
	34.469
	166
	.208
	
	

	
	Total
	41.954
	170
	
	
	


Source: Researcher (2026)
The ANOVA results are presented in Table 2. The F-statistic is 9.011, and the reported probability of p < .001 indicates that the overall regression model is statistically significant at the 0.05 level. This indicates that the independent variables are jointly associated with the SME performance score. The F-statistic is significant, suggesting that the model outperforms a model that contains no independent variables and indicating the joint statistical relevance of mobile banking and online banking services for explaining the performance of SMEs.
4.2.3 Regression Coefficients
The regression results give the coefficient of each independent variable, which indicates the direction, magnitude and significance of the relationship between mobile banking service, online banking service and SME performance. The results are shown in the following table (Table 3).
Table 3 Regression Coefficients
	Model
	Unstandardized Coefficients
	Standardized Coefficients
	t
	Sig.

	
	B
	Std. Error
	Beta
	
	

	1
	(Constant)
	2.471
	.410
	
	6.026
	.000

	
	Mobile Banking Service
	-.044
	.055
	-.059
	-.799
	.425

	
	

	
	Online Banking Service
	.204
	.089
	.178
	2.290
	.023

	
	
	
	
	
	
	


Source: Researcher (2026)
The regression coefficients indicate the direction, magnitude and significance of the relationship between mobile banking service, online banking service and SME performance. The intercept term has a coefficient of 2.471, which indicates that the intercept is significant at the 0.05 level (p < 0.001). This implies that the fitted model predicts a non-zero performance score when the predictor values are zero.
The result showed that the mobile banking service had a negative coefficient (B = −0.044) in relation to the performance of SMEs. However, this association was not statistically significant (p = 0.425). The results indicated a small negative, statistically insignificant association between mobile banking services and the SME performance score. Based on the results, the null hypothesis is not rejected. This provides insufficient evidence of an association between mobile banking services and SME performance. The small coefficient indicates a weak estimated association. The authors suggest that the level of mobile banking adoption in Nairobi County may be relevant to this finding. This finding differs from that obtained by Mosoti et al. (2024), who reported that mobile banking technology had a positive and significant association with the financial performance of the microfinance institutions in Kenya. Additionally, Akankwasa (2024) discovered that mobile money significantly and positively influences income generation, cash flow management and business development in Uganda. Differences in the findings may be explained by the different contexts in which the research took place and by the type of enterprises analysed.
The result showed that online banking service had a positive coefficient (B = 0.204), indicating an association with the performance score of SMEs. Online banking service was found to have a statistically significant association with the performance of SMEs (p = 0.023). Based on these results, the null hypothesis is rejected. This indicates a positive association between online banking services and SME performance, without establishing causality. The positive association between online banking services and SME performance is consistent with Ochieng’s (2022) study, which reported that online banking has had a positive and significant association with the financial performance of commercial banks in Kenya. The findings also align with the study of Pyoko et al. (2023c), who also revealed that online banking services significantly influenced financial inclusion of Kenyan SMEs. The descriptive statistics also indicate a high level of online banking adoption among SMEs in Nairobi County.
5.1 Conclusion
The following conclusions are based on the study results and research objectives. The study found no statistically significant association between mobile banking services and SME performance in Nairobi County, Kenya. The use of mobile banking services in Kenya has become widespread, but business use of the technology may not extend beyond using mobile phones for basic transactional functions, such as payments and money transfers. SMEs may not be fully utilising the capabilities of mobile banking service in more advanced business functions like inventory control, customer relationship management and data analysis.  The study found that the online banking service has a statistically significant positive association with SME performance in Nairobi County, Kenya. Online banking may facilitate financial management, support transaction processing and help SMEs monitor cash flow. Online banking may also provide access to loan facilities, financial monitoring tools and timely transaction processing.
5.2 Recommendations
This study examined the relationship between mobile banking services, online banking services and the performance of small and medium-sized enterprises in Nairobi County, Kenya. The findings showed that mobile banking services had a small negative coefficient that was not statistically significant. Accordingly, the study did not establish a significant association between mobile banking use and the reported SME performance score. The findings do not imply that mobile banking is inherently detrimental to enterprises, as its usefulness may vary according to how services are applied in business operations. By contrast, online banking services showed a positive and statistically significant association with SME performance. This result is consistent with the possibility that access to transaction processing, financial records and account information supports business financial management. However, the cross-sectional design does not establish that adopting online banking causes improvements in performance. SME owners and managers may therefore assess digital banking options on the basis of practical needs, service charges, reliability and security. Further investigation of other enterprise and contextual factors would help clarify the associations observed in this setting.
Limitations
The study used a cross-sectional survey of SMEs in Nairobi County, limiting conclusions about temporal relationships and causality. Its geographical focus may restrict the applicability of the findings to SMEs operating elsewhere. The use of questionnaires may introduce reporting or response bias. Moreover, the reported regression model accounted for only part of the variation in SME performance, suggesting that factors beyond the banking services examined may be relevant. The results should therefore be interpreted as associations within the study setting rather than evidence of causal effects.
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