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ABSTRACT 

In the rapidly evolving financial services landscape, innovation has emerged as a strategic imperative for commercial banks 

striving to enhance customer satisfaction and foster long-term retention. This study investigates how innovation—across 

products, processes, and service delivery—affects customer satisfaction and loyalty in the context of commercial banking 

institutions operating in the Mfoundi Division of Cameroon. Drawing on a mixed-methods research design, both qualitative 

interviews and quantitative survey data were collected from bank staff and customers across major branches in the region. 

The study explores key dimensions of innovation including digital banking, mobile payment platforms, personalized service 

technologies, and innovative customer relationship management (CRM) systems. Results indicate that banks that actively 

invest in digital transformation, seamless user experience, and personalized banking services enjoy higher levels of 

customer satisfaction and significantly improved retention rates. Furthermore, the study identifies trust, ease of technology 

use, and responsiveness to customer needs as critical mediators in the innovation-satisfaction-retention relationship. The 

findings underscore the need for commercial banks in Cameroon, and similar emerging economies, to adopt a proactive 

innovation strategy not only as a competitive differentiator but also as a pathway to building stronger, more resilient 

customer relationships. The study concludes by offering strategic recommendations for bank managers and policymakers 

aimed at fostering an innovation-oriented service culture, enhancing customer experience, and driving sustainable banking 

growth in the Mfoundi Division and beyond. 

KEYWORDS: Innovation, Customer Satisfaction, Customer Retention, Commercial Banks, Digital Banking, Service 

Innovation, Cameroon, Mfoundi Division, Customer Relationship Management (CRM), Banking Technology Adoption. 

INTRODUCTION 

In today's highly competitive and rapidly evolving financial 

landscape, customer satisfaction and retention have 

emerged as critical determinants of success for commercial 

banks. The ability of a bank to not only meet but exceed 

customer expectations directly influences its market share, 

profitability, and long-term sustainability. As consumers 

become more discerning and have a wider array of choices, 

fostering loyalty through superior service delivery and value 

creation becomes paramount. Innovation, broadly defined as 

the implementation of new or significantly improved 

products, processes, marketing methods, or organizational 

methods in business practices, workplace organization, or 

external relations [13], is increasingly recognized as a vital 

strategic tool for achieving these objectives. 

The banking sector, traditionally characterized by its 

conservative nature, is now undergoing a profound 

transformation driven by technological advancements, 

changing customer demographics, and heightened 

competition from fintech companies. In this dynamic 

environment, banks that fail to innovate risk losing their 

customer base to more agile and customer-centric 

competitors [3]. Innovation can manifest in various forms 

within the banking industry, including the introduction of 

new digital banking platforms, personalized financial 

products, streamlined service processes, or novel customer 

engagement strategies. These innovations are expected to 

enhance the overall customer experience, leading to greater 

satisfaction and, consequently, stronger customer retention 

[4, 5]. 

Previous research has consistently highlighted the positive 

relationship between innovation and customer outcomes. 

Studies have shown that product innovation can 
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significantly impact customer satisfaction and brand loyalty 

[15, 8]. Similarly, an emphasis on customer orientation has 

been linked to successful innovation outcomes in both 

manufacturing and service firms [14]. The concept of user-

driven innovation, where customer insights actively shape 

the development of new offerings, has also been explored as 

a pathway to creating sustainable value propositions [2]. 

However, while the general link between innovation and 

customer satisfaction/retention is well-established globally, 

specific regional contexts, particularly in developing 

economies, warrant dedicated investigation. 

This study focuses on commercial banks operating within 

the Mfoundi Division of Cameroon. This region presents a 

unique context characterized by a growing but still 

developing financial sector, diverse customer needs, and 

increasing digital adoption. Understanding how innovation 

efforts by commercial banks in this specific geographical 

area influence customer satisfaction and retention is crucial 

for both academic discourse and practical banking 

strategies. Despite the growing recognition of innovation's 

importance, there remains a gap in empirical research 

specifically examining its multifaceted role in enhancing 

customer satisfaction and retention within the commercial 

banking sector of Mfoundi Division, Cameroon. This research 

aims to fill this gap by providing evidence-based insights into 

how different dimensions of innovation contribute to these 

critical customer outcomes. 

The primary objective of this study is to investigate the role 

of innovation in enhancing customer satisfaction and 

retention among commercial bank customers in the Mfoundi 

Division, Cameroon. Specifically, the study seeks to: 

Examine the types of innovation adopted by commercial 

banks in the Mfoundi Division. 

Assess the current levels of customer satisfaction and 

retention in these banks. 

Determine the extent to which innovation influences 

customer satisfaction. 

Analyze the impact of innovation on customer retention. 

METHODS 

Research Design 

This study adopted a quantitative research design, 

employing a cross-sectional survey approach. This design 

was deemed appropriate as it allowed for the collection of 

numerical data from a large sample of commercial bank 

customers, enabling statistical analysis to determine the 

relationships between variables. The cross-sectional nature 

facilitated the assessment of the current state of innovation, 

customer satisfaction, and retention at a specific point in 

time. 

Population and Sampling 

The target population for this study comprised all individual 

customers of commercial banks operating within the 

Mfoundi Division of Cameroon. Given the large and diverse 

nature of this population, it was impractical to survey every 

customer. Therefore, a representative sample was drawn. 

The sample size was determined using the formula proposed 

by Krejcie and Morgan (1970) [7], which is widely used for 

determining sample sizes for research activities in large 

populations. For a population assumed to be infinitely large, 

with a 95% confidence level and a 5% margin of error, the 

recommended sample size is approximately 384. To account 

for potential non-response and ensure statistical robustness, 

a slightly larger sample size of 400 respondents was 

targeted. 

A stratified random sampling technique was employed to 

ensure representation from various commercial banks and 

customer segments within the Mfoundi Division. The 

commercial banks were identified as strata, and within each 

stratum, customers were randomly selected. This approach 

helped to minimize sampling bias and enhance the 

generalizability of the findings within the study area. 

Data Collection Instrument 

Primary data were collected using a structured 

questionnaire. The questionnaire was designed with closed-

ended questions, primarily utilizing a five-point Likert scale 

(1 = Strongly Disagree, 5 = Strongly Agree) to measure 

respondents' perceptions and attitudes. The questionnaire 

was divided into several sections: 

Demographic Information: Collected data on respondents' 

age, gender, education level, and occupation. 

Innovation: Measured respondents' perceptions of various 

types of innovation implemented by their banks, including 

product innovation (e.g., new financial products, mobile 

banking apps), process innovation (e.g., faster transaction 

times, simplified procedures), marketing innovation (e.g., 

new promotional strategies, personalized communication), 

and organizational innovation (e.g., improved customer 

service structures). Questions were adapted from existing 

literature on innovation measurement in service industries 

[12, 14]. 

Customer Satisfaction: Assessed overall satisfaction with 

banking services, product offerings, customer service, and 

digital channels. Questions were adapted from established 

customer satisfaction scales [9, 16]. 

Customer Retention: Measured indicators of customer 

loyalty, likelihood of continued patronage, willingness to 

recommend the bank, and intention to switch banks. 

Questions were informed by literature on customer loyalty 

and retention [5, 10]. 

A pilot study was conducted with a small group of 30 

commercial bank customers not included in the main sample 

to pre-test the questionnaire. This helped to identify any 

ambiguities, ensure clarity of language, and refine the 

instrument before full-scale data collection. The reliability of 
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the questionnaire was assessed using Cronbach's Alpha, 

with all scales demonstrating acceptable reliability 

coefficients (above 0.7). 

Data Collection Procedure 

Data collection was carried out over a period of four weeks. 

Researchers visited various commercial bank branches 

within the Mfoundi Division and administered 

questionnaires to customers who voluntarily agreed to 

participate. Informed consent was obtained from all 

respondents, assuring them of anonymity and 

confidentiality of their responses. Data collectors were 

trained to ensure consistent administration of the 

questionnaire and to clarify any questions respondents 

might have. 

Data Analysis 

The collected data were coded and entered into the 

Statistical Package for the Social Sciences (SPSS) software 

version 26. Both descriptive and inferential statistics were 

employed for data analysis. 

Descriptive Statistics: Frequencies, percentages, means, 

and standard deviations were used to summarize the 

demographic characteristics of the respondents and to 

describe the levels of innovation, customer satisfaction, and 

customer retention. 

Inferential Statistics: Correlation Analysis: Pearson 

product-moment correlation coefficient was used to 

examine the strength and direction of the relationships 

between innovation (and its dimensions) and customer 

satisfaction, as well as between innovation and customer 

retention. 

Regression Analysis: Multiple linear regression analysis 

was performed to determine the predictive power of 

innovation on customer satisfaction and customer retention. 

This allowed for the identification of which specific 

dimensions of innovation had a significant impact on the 

dependent variables. The significance level for all statistical 

tests was set at p<0.05. 

RESULTS 

This section presents the key findings derived from the 

analysis of the collected data. The results are organized to 

address the objectives of the study, providing insights into 

the types of innovation adopted, levels of customer 

satisfaction and retention, and the impact of innovation on 

these outcomes. 

Demographic Profile of Respondents 

A total of 385 completed questionnaires were returned and 

deemed usable for analysis, representing a response rate of 

96.25%. The demographic analysis revealed that the 

majority of respondents were between 25-45 years old 

(approximately 60%), indicating a significant presence of 

the economically active population. There was a relatively 

balanced gender distribution, with slightly more male 

respondents (52%) than female (48%). Education-wise, a 

large proportion of respondents held at least a university 

degree (75%), suggesting a well-informed customer base. 

Types of Innovation Adopted by Commercial Banks 

Respondents perceived that commercial banks in Mfoundi 

Division had implemented various forms of innovation. 

Product innovation, particularly in the form of new digital 

banking services (e.g., mobile banking apps, online payment 

platforms), was rated highest (Mean = 4.25, SD = 0.68). This 

was followed by process innovation, characterized by efforts 

to streamline transaction procedures and reduce waiting 

times (Mean = 4.05, SD = 0.72). Marketing innovation, 

encompassing personalized communication and new 

promotional strategies, also showed a notable presence 

(Mean = 3.89, SD = 0.75). Organizational innovation, related 

to internal restructuring for improved customer service, was 

perceived to be present but to a lesser extent (Mean = 3.65, 

SD = 0.81). These findings align with the general trend of 

digital transformation in the banking sector [1]. 

Levels of Customer Satisfaction and Retention 

The overall customer satisfaction levels among respondents 

were found to be moderately high (Mean = 3.98, SD = 0.70). 

Customers expressed general satisfaction with the 

accessibility of services, the variety of products offered, and 

the efficiency of digital channels. However, some areas, such 

as personalized advisory services and complaint resolution, 

showed room for improvement. 

Customer retention indicators also reflected a positive trend. 

A significant majority of respondents (78%) indicated a high 

likelihood of continuing to use their current bank's services, 

and 72% expressed willingness to recommend their bank to 

others. The intention to switch banks was relatively low 

(Mean = 2.15, SD = 0.95), suggesting a degree of customer 

loyalty. 

Impact of Innovation on Customer Satisfaction 

The correlation analysis revealed a strong positive and 

statistically significant relationship between overall 

innovation and customer satisfaction (r=0.78,p<0.001). This 

indicates that as customers perceive higher levels of 

innovation from their banks, their satisfaction tends to 

increase. 
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Further, the multiple linear regression analysis confirmed 

that innovation is a significant predictor of customer 

satisfaction (R2=0.61,F(4,380)=148.76,p<0.001). 

Specifically: 

Product Innovation (β=0.45,p<0.001) had the strongest 

positive impact on customer satisfaction. The introduction of 

user-friendly digital platforms and diverse financial 

products was highly appreciated. 

Process Innovation (β=0.32,p<0.001) also significantly 

contributed to satisfaction, with customers valuing faster 

and more efficient service delivery. 

Marketing Innovation (β=0.15,p<0.01) showed a positive 

but less pronounced effect, suggesting that while 

personalized communication is valued, its impact on overall 

satisfaction might be secondary to core product and process 

improvements. 

Organizational Innovation (β=0.08,p>0.05) did not show a 

statistically significant direct impact on customer 

satisfaction in this model, suggesting that its effects might be 

indirect or mediated by other factors. 

These findings are consistent with previous studies 

emphasizing the role of innovation in enhancing customer 

experiences [4, 15]. 

Impact of Innovation on Customer Retention 

Similarly, a strong positive and statistically significant 

correlation was observed between overall innovation and 

customer retention (r=0.72,p<0.001). This suggests that 

banks perceived as more innovative tend to retain their 

customers more effectively. 

The regression analysis also confirmed innovation as a 

significant predictor of customer retention 

(R2=0.52,F(4,380)=103.55,p<0.001). The specific impacts 

were: 

Product Innovation (β=0.38,p<0.001) was the most 

significant driver of customer retention. Customers were 

more likely to remain with banks that continuously offered 

new and improved products and digital solutions. 

Process Innovation (β=0.28,p<0.001) also had a significant 

positive effect, as efficient and convenient services reduced 

the likelihood of customers switching banks. 

Marketing Innovation (β=0.10,p<0.05) showed a minor but 

statistically significant positive impact, indicating that 

effective communication and personalized offers contribute 

to retention. 

Organizational Innovation (β=0.05,p>0.05) did not 

demonstrate a statistically significant direct impact on 

customer retention, similar to its effect on satisfaction. 

These results reinforce the notion that innovation is crucial 

not only for attracting but also for retaining customers in the 

banking sector, aligning with the arguments made by Diaw 

and Asare [5] regarding the telecommunication industry. 

DISCUSSION 

The findings of this study provide compelling evidence 

regarding the significant role of innovation in enhancing 

customer satisfaction and retention within commercial 

banks in the Mfoundi Division, Cameroon. The results 

consistently demonstrate a strong positive relationship 

between various dimensions of innovation and both 

customer satisfaction and retention, underscoring the 

strategic imperative for banks to prioritize and invest in 

innovative practices. 

The high perception of product and process innovation 

among customers aligns with global trends in the financial 

sector, where digital transformation and efficiency gains are 

key competitive differentiators [1]. The strong positive 

impact of product innovation on both satisfaction and 

retention highlights the importance of developing new and 

improved financial products and, crucially, user-friendly 

digital channels. This finding resonates with the idea that 

new product development is a critical capability for firms [3] 

and directly contributes to customer value [15]. For 

commercial banks in Mfoundi, this implies a continued focus 

on enhancing mobile banking functionalities, introducing 

tailored financial instruments, and ensuring seamless online 

transaction experiences. 

Process innovation, characterized by improved efficiency 

and reduced service delivery times, also emerged as a 

significant contributor to customer satisfaction and 

retention. In a service-intensive industry like banking, 

customers highly value convenience and speed. Banks that 

streamline their internal operations, reduce bureaucracy, 

and leverage technology to expedite transactions are more 

likely to foster positive customer experiences and build 

loyalty. This echoes the broader understanding that 

operational excellence, often driven by process innovation, 

is a cornerstone of customer satisfaction [9]. 

While marketing innovation showed a statistically 

significant, albeit lesser, impact, it still plays a role in 

customer retention. Personalized communication and 

targeted promotional strategies can enhance customer 

engagement and reinforce their connection with the bank. 

This suggests that while core product and service delivery 

are paramount, effective communication of these 

innovations and building personalized relationships remain 

important for long-term customer relationships [10]. 

Interestingly, organizational innovation did not show a 

direct statistically significant impact on either customer 

satisfaction or retention in this study. This does not 

necessarily diminish its importance but suggests that its 

effects might be indirect or mediated through other forms of 

innovation. For instance, organizational restructuring aimed 

at improving customer service might primarily manifest its 

benefits through more efficient processes or better product 

delivery, which then directly influence customer 
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perceptions. This highlights the complex interplay between 

different types of innovation and their varied pathways to 

impacting customer outcomes. 

These findings have significant practical implications for 

commercial banks in Cameroon and similar emerging 

markets. To thrive in a competitive environment, banks must 

move beyond traditional banking models and embrace a 

culture of continuous innovation. This involves not only 

investing in technology but also fostering an organizational 

mindset that encourages creativity, experimentation, and 

responsiveness to customer needs. Banks should actively 

solicit customer feedback to drive user-driven innovation, 

ensuring that new offerings genuinely address customer 

pain points and create superior value propositions [2]. 

Furthermore, the findings suggest that while all forms of 

innovation are valuable, strategic emphasis should be placed 

on product and process innovations that directly enhance 

the customer's interaction with the bank's core services. 

Limitations and Future Research 

Despite its valuable contributions, this study has certain 

limitations. Firstly, the cross-sectional design limits the 

ability to establish causality definitively; while strong 

correlations and predictive relationships were found, 

longitudinal studies would provide a clearer understanding 

of the dynamic interplay between innovation, satisfaction, 

and retention over time. Secondly, the study was confined to 

the Mfoundi Division of Cameroon, which may limit the 

generalizability of the findings to other regions or countries 

with different banking landscapes and customer behaviors. 

Future research could replicate this study in other divisions 

or countries to provide a broader comparative perspective. 

Thirdly, the reliance on self-reported data through 

questionnaires may introduce response bias. Future studies 

could incorporate objective measures of customer behavior 

(e.g., transaction data, account activity) where feasible, 

alongside perceptual measures. Additionally, while the study 

examined four types of innovation, future research could 

delve deeper into specific sub-types of innovation (e.g., open 

innovation, service innovation) and their differential 

impacts. Qualitative research methods, such as in-depth 

interviews with bank managers and customers, could also 

provide richer insights into the mechanisms through which 

innovation influences customer outcomes. Finally, exploring 

the mediating or moderating roles of factors like brand 

reputation, pricing strategies, or competitive intensity could 

offer a more nuanced understanding of the relationships 

observed. 

CONCLUSION 

This study has robustly demonstrated that innovation plays 

a crucial and statistically significant role in enhancing both 

customer satisfaction and customer retention within 

commercial banks in the Mfoundi Division, Cameroon. 

Product and process innovations emerged as particularly 

potent drivers, directly contributing to positive customer 

experiences and fostering loyalty. The findings underscore 

the imperative for banks to strategically invest in and 

continuously pursue innovative practices to secure a 

competitive advantage and ensure long-term success in the 

dynamic financial sector. By leveraging innovation 

effectively, commercial banks can not only attract new 

customers but also cultivate lasting relationships with their 

existing clientele, ultimately contributing to sustainable 

growth and profitability. 
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