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ABSTRACT 

Although Tanzania has companies providing mobile money services, penetration, 

expansion and usage is still low. This study examined the challenges facing mobile 

money transfer services and and their expansion in Singida, Tanzania. The study 

adopted explanatory cross-sectional survey where questionnaires were used to collect 

quantitative data from users of mobile money services including agents and 

providers‟ representatives from for Aitel Money, Tigo-Pesa and Vodacom M-Pesa in 

Singida district. 

 

The study finds that there are significant challenges affecting market penetration and 

expansion and regular use for mobile money. Financial problems for agents, 

unavailability of network coverage and regulatory barriers to mobile money payment 

systems industry are fundamental factors leading to low penetration level in Singida 

and in Tanzania. Reduction of running cost, availability and stability of network, 

training and information to users and amendments of mobile money policies are 

necessary measures to raise usage, penetration and expansion 

 
The study recommends feasible and economical network extension should be deployed 

in rural areas, where most population is staying, for adoption of reasonable and 

affordable prices of services provided by mobile money providers. Measures that can 

help to strengthen financial status are required for agents, capital balancing between 

electronic money and cash money. With regard to the findings, the study concludes that 

infrastructural development in terms of electricity in both urban and rural areas and 

policy amendments that will lead to costs reduction are among the important aspects that 

have to be considered for improving market penetration level in Tanzania.  
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CHAPTER ONE 

INTRODUCTION 

 

1.1 Overview 

The purpose of this study is to investigate thechallenges facing market penetration 

and expansion of phone mobile money services in Singida urban and rural districts. 

The study is prompted by concerns among service providers on how to penetrate the 

phone mobile money banking services and marketrelated issues to achieve high 

market share and high usage rate.  This chapterpresents the background, statement of 

the problem, general and specific objectives, research questions and it winds up with 

chapter scheme and significance of the study. 

 

1.2 Background  

Mobile phone is the technology that has spread at a quick pace throughout the world 

and showed to be a powerful technical platform for mobile money services(Cumner 

and Sjöblom, 2009:1). A mobile phone is giving an option to financial services that 

can be delivered to people without formal banking branches even to people living in 

rural areas at a low cost. According to Cumner and Sjöblom(2009) in sub Saharan 

Africa where mobile penetration increased in 2007 there was only about 1% 

population connected to formal bank services. 

 

The growth of the mobile money services, using the mobile phone changed how 

people and consumers gain access to financial services. This is giving more financial 

access to  especially in the developing world where large part of society have often 
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gone without any formal banking services for a long period of time. The introduction 

of “mobile phone money transfer services”, comprised of services such as transfer of 

money from person to person, paying bills and salaries, and purchasing of goods, the 

traditional banking system (Leishman, 2010:1).   

The qualitative studies on mobile money such as Morawczynski and Pickens (2009) 

have suggested that mobile money serves as a partial substitute service for the formal 

banking system. Prior to the introduction of this service most Africans were excluded 

from modern financial services. Using data ranging between 2001 and 2005, 

Beck,Demirguc-kunt and Martinez (2006:10) showed that African countries lagged 

behind in financial access.  

 

During this period it was shown that Ghana had 1.6 bank branches per 100,000 

inhabitants and Kenya had 1.3 bank branches per 100,000 inhabitants, while Uganda 

and Tanzania both had less than 0.6 bank branches per 100,000 inhabitants. The 

ATM penetration of these countries was even lower. ranging from 1ATM per 

100,000 inhabitants in Kenya to less than 0.20 ATM per 100,000 persons in 

Tanzania. Perhaps because of the small banking networks in many African countries, 

a low proportion of individuals had a bank account. On an average the FinScope 

surveys showed that 30% of East and Southern African adults had a formal bank 

account (FinMark Trust, 2008). 

 

Mobile money agents were dependent upon the existing network of bank branches to 

manage the cash required for their business. A lower density of bank branches makes 

this cash management more challenging.Research on phone mobile money transfer 

service initiatives has found that  number of the people who used mobile money 
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services and were previously unbanked are much fewer than the already banked 

people using the same service. Most of the people that keep a balance on the mobile 

phone account had one or several bank accounts (Ivatury and Mas, 2008). This was 

also the case for Tanzania, where most of the population hadlimited access to formal 

banking systems and thereforeslower phone mobile money services adaptation.The 

number of bank branches per 100,000 inhabitants was 1.38 in Kenya compared to 

0.57 in Tanzania (Beck, Demirguc-kunt and Martinez, 2007). So this explained the 

experience that Kenya‟s uptake of phone mobile wallet was higher and quicker than 

in Tanzania. Branchless phone mobile moneyagents are often, at least to some extent, 

dependentupon an existing network of traditional bankingbranches for managing the 

cash flow intheir business. The bank penetration in Tanzania was low and this had 

also affectedmobile money penetration.  The more absent financial services and 

banks were, the more education and information were needed in order to promote the 

use and uptake of mobile money (Finscope, 2006).  

 

Kendall et al (2012:21-22), found out that mobile money was the leading means of 

sending money in Kenya, Tanzania and Uganda (according in Gallup report of 

2012), making them the most likely method to transfer money among sub-Saharan 

countries. UNCTAD (2012) reported there were 15 mobile money platforms 

operated by different MNOs across East African Community in the beginning of 

2012. The weak network of bank branches in rural Africa combined with the lack of 

reliable and accessible methods of exchanging money between people in different 

parts of a country have resulted in the immediate acceptance of mobile money 

transfer service across many countries of Africa and the rest of the world 

(Venkatakrishnan and Ngilangwa, 2013: 31).  
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Table 1.1: Use of mobile money in transferring money in sub-Saharan Africa in 

2012   

Country Percentage of persons using mobile money transfer 

Kenya 90% 

Uganda 68% 

Tanzania 60% 

Zambia  6% 

Botswana 8% 

Nigeria 5% 

Rwanda 3% 

South Africa 3% 

Sierra Leone 1% 

     Source: Gallup and Melinda and Gates study report 2012 

 

When mobile money services was launched in Tanzania byTigo, Vodacom, and 

Airtel the same “Send money home” slogan and billboard commercials from the 

campaign in Kenya were used. However, the uptake was not as fast in Kenya, it was 

only two to three years in 2011 after the launch, that Tanzania was beginning to see 

that the uptake was taking off. People are now aware of the M-Pesa, Tigo-Pesa and 

Airtel Money but the majority are not aware of what the services offer or how to join 

the service. It is crucial to explain the services and not to just expose the brand. 

 

 

According to Porteous and Wishart(2011: 23), 49% of Tanzanians usemobile phone 

money transfer. The increase in use of mobile phone money transfer was convincing 

due to its reliability and its procedures were not complicated as those found in other 

similar service providers. More statistics indicated by Bångens and Söderberg 
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(2011:8) thatthere were approximately 1.5 million users and 6,000 agents in 

Tanzania.  

 

Mobile phone money transfer offers the possibility of addressing two key barriers to 

financial inclusion for the poor: affordability and physical availability. Mobile 

money delivery is commonly set up with existing networks that already reaches poor 

un-banked people; adding a bank account to the mobile phone can channel the power 

of new distribution networks for cash transactions such as airtime sellers (Gamos, 

2006). 

 

Thus moving people that areoutside the banking world into the banked environment 

creates a sense of comfort. Bringing people into aformal economy has huge positive 

implication by creatingfinancial security, reducing corruption, creating a 

moreefficient infrastructure for economic development. The value added services 

make it much more attractive to users.   

 

1.3 Statement of problem 

In many countries of Africa mobile money has not yet succeeded except for M-Pesa 

in Kenya (FosterandHeeks, 2012:13).The estimated population with registered 

mobile money accounts is 16% for South Africans and 3% for adult population of 

Nigeria. The user uptake of mobile money services inTanzania has been slower 

compared to its northern neighbor. The financial exclusion of Tanzania before launch 

of mobile money was very high at 54% (Cumner, Sjöblom and Pulver, 2010:4) 

compared to Kenya where the exclusion was 38% at the period of mobile money 

launch. However the adoption was not as expected as it was slower in Tanzania 



 

 
6 

while in Kenya the adoption was substantially high.  According to Audiencescapes 

survey results in African Development research brief (Montez and Goldsten, 2010), 

two years after the launch of mobile money in both countries only 11.5% of adult 

population had used the services in Tanzania compared to Kenya, where the rate of 

use was 54.6% of adult population. 

 

According to Benlamlih, Butt and Tulacek(2011:11), in an Intermedia Tracking 

study conducted in last quarter of 2011 for Tanzania, the mobile money awareness 

was 93%,  but the penetration and usage was only 24%, with Vodacom brand leading 

the usage at only 20%. According tothis Intermedia Survey report of 2011, the 

markethad not yet saturated but the challenge among the competing mobile money 

service providers was low usage rate.Competitiveness was causing scramble for the 

same few customers and a cut throat strategy was employed by the 

companiesproviding the service such as Tigo-Pesa, M-Pesa, AirtelMoney and 

Eazypesa. TheTigo-Pesa reduced cost and provided bonuses, AirtelMoney allowed 

its users to send and withdraw money without charges (freely) up to Tshs100,000/= 

but still the uptake of the service remained very low. 

 

As customers continuously evaluate their choices for providers, consumer acquisition 

and retention are increasingly difficult to achieve (Ngilangwa, 2012:6). The question 

that needs to be addressed is associated with the challenges related to the product and 

market efforts for currentand further growth.For example,huge capital is required in 

network investments at low returns of revenue and profit until mobile money 

business starts to flourish and maintain a reasonable market share. There is also a 

need for enough number of headcounts to provide training and information to 

customers and agents. 
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This study intends to explore the challenges facing market penetration and 

expansionfor phone mobile transfer services in Singida region and come up with 

what can be done to overcome the challenges so that companies can increase their 

market penetration and usage rate. 

 

1.4 Objectives of the study 

1.4.1 General objective 

The general objective of this study is to explore the challenges facing market 

penetration for   mobile money transfer services in Singida district(both urban and 

rural locations).  

1.4.2 Specific objectives 

This study specifically intends; 

i. To assess the four P‟s of marketing mix of the companies providing the 

mobile money transfer services in Singida district (The four Ps are 

Product/service, Price, Placement and Promotion) to understand how they 

offer superior value to their customers  

ii. To identify and analyze usage patterns and market performance according to 

parameters of interestin delivering  mobile money service by all  providers  

iii. To determine the challenges in expanding the Tanzanian mobile phone 

money market especially whether the rural areas are fully penetrated by the 

effective mobile money transfer services 

iv. To undertake market analysis on how unreached market segments can 

betappedwith full or reasonable adoption rate 
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1.5 Research questions 

This study will be guided by the following research questions; 

 

i. What is the market status for mobile money transfer services in the present 

locality?  

ii. To what extent mobile money transfer services are dependable at any point of 

time? 

iii. What are internal and external factors contributing to slow market uptake of 

mobile money transfer services with respect to each company service 

provider? 

iv. What decisions and measures have to be taken to penetrate the market for  

mobile money transfer services to achieve the maximum customer base and 

usage rate? 

 

1.6 Significance of the study 

 

This study added to the existing knowledge on the challenges facing market 

penetration for mobile money transfer services. It also  added knowledge on four 

major different levels of analysis: the first concerns with the effectiveness of market 

for  uses of mobile phone money transfer services among customers, second relates 

to the factors influencing usage of mobile  money transfer technology. Thirdly, it 

presented the major challenges hindering mobile money market penetration and 

expansion among service providers market share and outlined different measures 

needed for the mobile transfer services customer base growth. 
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1.7 Scope of the study 

This study wasconfined to mobile money transfer services with mobile money 

brands, namely M-Pesa for Vodacom, Airtel Money, and Tigo-Pesa for Tigo. The 

remaining brand Easypesa for was not covered due its low market share in 

Singida.This study didn‟t notice many customersfor Zantel mobile money service. 

The other three operators had larger percentages of the market share and they were 

leading companies that providedmobile money services in Singida. Further, the study 

was confined to the sample that was taken in Singida (district). These included users 

of mobile money from the Singida Municipality and Singida rural areas.  

 

1.8 Chapter scheme 

Thisdissertation is organized into five chapters. This First chapter contains the 

background, statement of the problem, general and specific objectives, and 

researchquestions, significance and scope of the study. 

Second Chapter presents both theoretical and empirical review of the literature 

related to the study pertaining to the market penetration of mobile phone money 

transfer services around the World and in Tanzania in particular. This chapter also 

discusses the knowledge gap and conceptual framework developed based on the 

reviewed literature. 

 

Chapter Three of the studyconcentrates on research methodologies used for 

conducting this research. It includes the study area profile, research design, sampling 

design, data type and sources, methods and tools of data collection, data processing, 

analysis and presentation. Validity and reliability, as well as ethical issues are also 

explained in this chapter.  
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The FourthChapter concentrates on data presentation, analysis and discussion. It 

includes overview of demographic characteristics of the study population, mobile 

phone money market situation in Singida municipal and rural areas.  The 

chapterfurther presents and discussed findings based on benefits andusage 

characteristics.  It also addressed the challenges faced bymobile phone money 

transfer services.The chapter ended up with the required measures to raise market 

penetration and sustaining regular usage among the service consumers.  

 

Finally, Chapter Five discusses the summary of the findings. The chapter initially 

draws out the conclusion and winds up by providing recommendations to service 

providers and to the government. Suggestions of areas for further research in relation 

to mobile phone money services were also indicated. 
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CHAPTER TWO 

LITERATURE REVIEW 

2.1 Overview 

This chapter deals with the review of the literature related to this study in order to 

understand the concepts related to mobile phone money transfer. It also brings out 

what have been studied about mobile phone money transfer. Specifically the chapter 

highlights the theoretical perspectives of mobile phone money transfer and different 

related models. Second part on empirical literature review deals with studies on 

mobile money transfer globally and across countries, identifies the research gaps and 

winds up with the conceptual framework.  

 

2.2 Definition of key concepts and terms 

2.2.1 Mobile money 

Mobile money is a term used to refer the money stored using the Subscriber Identity 

Module (SIM) card as an identifier as opposed to an account number in the 

conventional banking sense (Ndiwalana, Morawczynski and Popov, 2011). It is 

defined by Demombynes and Thegeya(2012) as a system of electronic money 

account that can be accessed by mobile phones. The user has the access to the 

account at any point of time provided that there is network availability. A service is 

considered as mobile money if it fulfills the following criteria(Desai, 2011).  

 The service must offer at least P2P transfers, bill payments, bulk payments, 

and storage of value 
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 A service must exploit a network of transactional agents outside bank 

branches for cash in or cash out 

 The service must offer an interface for initiating transactions for customers 

and agents 

 Customers must be able to use the service without being previously banked 
 

 

2.2.2 Mobile phone money transfer 

According to Hope et al (2012), mobile money is an electronic payment system that 

enables money transfers to and from an electronic account that can be accessed via 

an ordinary mobile phone. Customers‟ accounts are linked to their mobile phone 

numbers by means of an inbuilt SIM-card application. Physical cash withdrawals and 

deposits are facilitated by a network of retail agents. 

 

Tobbin(2011:60) explains that even though mobile money has not been well defined 

in literature, it can be said to include all the various initiatives. Long-distance 

remittance, micro-payments, and informal air-time bartering schemes aimed at 

bringing financial services to the unbanked using mobile technology. Therefore, he 

defined mobile money transfer (MMT) as an aspect of a broader concept emerging in 

the electronic payment and banking industry. Mobile money refers to provision and 

availability of banking and financial services with the help of mobile 

telecommunication devices. The scope of offered services may include facilities to 

conduct bank transactions, to administer accounts and to access customized 

information (Tiwari and Buse, 2007).The advantages achieved by different 

stakeholders in mobile money transfer ecosystem including customers, Employees, 

Mobile network operators, regulators and  agents 
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Advantages and expectations for customers includes reducing risk of carrying cash, 

low costy of usage, security of transactions, others are person-to-person transaction, 

service available anywhere. For agents there is expectation of earning commissions. 

Lastly operators add value to existing services, new revenue channels and increase 

customers loyalty  and airtime distribution channels are reduced 

 

2.2.3 Market penetration  

Market penetration is a growth strategy that involves selling more of the current 

products or services to the current target market. It often provides a significant 

opportunity to increase both revenues and profit. According to David (2001:168), 

market penetration is defined as a strategy that seeks to increase market share for 

present products or services through greater marketing efforts. Also David 

(2001:168) specifies guidelines when market penetration strategy can be effective  

 When current markets are not saturated with a particular product or service 

 When current usage rate of present customers could be increased significantly 

 If the market share of the major competitor has been declining while the 

whole industry sales have been increasing  

 If increased economies of scale provide major competitive advantages   

 

2.2.4 An agent 

An agent is a person or business that is contracted to facilitate transactions for users. 

The most important of these are cash-in and cash-out (i.e. loading value into the 

mobile money system, and then converting it back out again); in many instances, 

agents register new customers too Desai(2012). Agents usually earn commissions for 

performing these services. They also often provide front line customer service such 



 

 
14 

as teaching new users how to initiate transactions on their phone. Agents conduct 

other kinds of business in addition to mobile money. The kinds of individuals or 

businesses that can serve as agents will sometimes be limited by regulation, but 

small-scale traders, microfinance institutions, chain stores, and bank branches serve 

as agents in some markets.  

 

2.2.5 Cash float 

The balance of e-money, or physical cash, or money in a bank account that an agent 

can immediately access to meet customer demands to purchase (cash in) or sell (cash 

out) is known as cash float(Desai, 2012). The availability of cash float determines the 

capital movement of an agent. The availability of physical cash and e-money needs 

to be balanced to enable an agent to perform both withdrawals and accept deposits 

from the customers.  

 

2.2.6 An aggregator 

An aggregator is person or business that is responsible for recruiting new mobile 

money agents (Desai, 2012). Often, this roleis combined with that of a master agent 

and the two terms are sometimes used interchangeably. The aggregators support the 

agents and oversee their performance. The aggregators are directly responsible to the 

mobile money service providing company.   
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2.3 Theoretical review and models 

2.3.1 Mobile phone money transfer business model 

Mobile phone companies providing the service of mobile phone money transfer 

shouldtarget on making super profits, and target on improving customers‟ 

expectations. In addition, a business model will come when companies increase the 

charges and make the program more business oriented (Patil and Keote, 2012).   

 

Further, capacitating the agents and customers who use company service will help in 

total improvement of customers‟ expectations. It is the duty of the service providers‟ 

company to educate and prepare some brochures and newsletters that are up to date 

for customers on some newly invented services. Technical manpower support is 

another vital component and one should undergo relevant training. This will make 

customers get the services without interference of technical problems especially 

during peak hours and holidays from all the leading service providers. 

 

However, it is reported under this model that, financial viability is more important 

and it starts with the agents in terms knowledge and capital. They should have 

sufficient capital in both hard cash and e-money stored in agents‟ mobile phone 

accounts so as to be able to serve all types of customers. Some agents fail to serve 

some of the customers, who want to make transactions in big amounts (Abdallah and 

Semkwaji, 2011: 14).  

 

In addition, mobile phone companies which work as service providers must have big 

capital and ensure network accessibility all the time so as to facilitate the service and 

customers comfortably adopt the technology. If the companies running the business 

of mobile phone money transfer don't meet the requirements of the customers, the 
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customers will never adopt the service of those companies. Moreover, those who 

have adopted it will withdraw later if the service might not materialize their dreams. 

 

2.3.2 Branchless/Transformative banking model 

Transformative models aim to take advantage of mobile penetration to offer banking 

services to the financially underserved population. These models are usually not 

based on a bank account and are commonly referred to as an electronic purse. They 

offer payments and money transfers without a bank account or a credit card; these 

are the dominant transactions carried out by the poor. Their low cost and 

independence from the formal financial system make them ideal to address the 

unbanked population.  

 

Mobile money services offer the possibility of addressing two key barriers to 

financial inclusion for the poor: affordability and physical availability (Gamos, 

2006).Branchless banking services allow Mobile Network Operators(MNOs) in 

coordination with banks to offer micropayment transactions on mobile phone like 

deposits, withdrawals and peer to peer transfers without the need of opening of bank 

branches as defined by Arelli, Rathod, and Saha(2012:10). It has the potential to reduce 

radically the cost of delivery and increase convenience for the customers with a huge 

coverage to new and previously unbanked segments of the population. 

 

 

Mobile money delivery is commonly set up with existing networks that already reach 

poor unbanked people; adding certain types of financial services to the mobile phone 

can channel the power of new distribution networks for cash transactions such as 

airtime merchants (Gamos, 2006). The use of the existing mobile infrastructure and 
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the fact that it delivers all services online gives mobile money the possibility to bring 

cost efficiency to the provision of cash-in and cash-out services for the poor even in 

rural areas. 

 

2.3.3 Innovation Inclusive/diffusion theory 

In applying Rogers‟ Innovation Diffusion Theory, production and delivery of goods 

and services that are appropriate to the requirement of the targeted users, triggertheir 

acceptance and adoption of the service or the product. Getting a new innovated 

technology adopted even when it has obvious advantages is often very 

difficult(Heeks and Foster (2012:1).  Many innovations require a lengthy period, 

often many years, from the time they become available to the time they are widely 

adopted. Therefore, a common problem for many individuals and organizations is 

how to speed up rate of diffusion of an innovation.  

 

Systemsof innovationmodels, secondly reference policy in connection  to formal 

institutionsoverarching rules and regulations that appear within government policy, 

and which are seento act on formal organizations such as universities, private firms, 

research bodies. That is what implies to the providers of mobile money, where 

formal regulations and rules are required to be implemented. 

 

By these definitions it is understood that innovation diffusion is achieved by how a 

social system accepts and begins to use an idea or a technology. The following are 

the characteristics of any innovation(Tobbin, 2011).Relative Advantage: the degree 

to which the innovation is perceived as being better than the practice it supersedes; 

Compatibility: the extent to which adopting the innovation is compatible with what 

people do; Complexity: the degree to which an innovation is perceived as relatively 
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difficult to understand and use; Trialability: the degree to which an innovation may 

be experimented with on a limited basis before making an adoption (or rejection) 

decision; and Observability: the degree to which the results of an innovation are 

visible to others. 

 

 

This theory is applied in this study to examine mobile money transfers services, 

which is embedded on mobile handset, which according to Heeks and Foster (2012), 

set cash transfer through mobile phone messaging. For these mobile goods and 

mobile services, while the formal as a product is far better accessible at subscription 

rate of  a market penetration rate of 61 people in each of 100 inhabitants in Tanzania 

(TCRA, 2012), the later is poorly penetrating the market.This is the reason for 

undertaking this study because both the product and the services according to Foster 

and Heeks(2012) have been successfully developed to be delivered to the mass 

market at the bottom of the pyramid market.   

 

2.3.4 Metcalfe's value of network theory 

Metcalfe's theory states that, the value of a telecommunications network is 

proportional to the square of the number of users connected to the system. Metcalf‟s 

law characterizes many of the network effects of communication technologies and 

networks such as telecommunications, Internet, World Wide Web, mobile money 

service usage etc Jacob(2010:26). This theory exhibits that key determinant of the 

network coverage is the number of the users connected to the network. This theory 

observes a positive feedback between the coverage of the network and the number of 

subscribers using and contributing to the network. Applying this theory, this study 

considers value of a telecommunication network as the network coverage while the 
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numbers of users are also referred as customers in terms of mobile money service 

users and subscribers.  

 

2.3.5 Townsend model for financial deepening and growth 

This model focuses directly on improvements the technology of communication and 

links the degree of financial interconnectedness of agents with the level of economic 

development in a cross section and also over time, as it was mentioned by Jack,Suri 

and Townsend (2010:95). In view of this, the idea is that as connectedness increases, 

with electronic payments connecting otherwise spatially separated agents, there is an 

increase in the specialization of labor, an increase in the consumption of market-

produced goods, and a shift toward electronic money relative to flat money.  

 

 

2.3.6 Technology Acceptance Model (TAM) 

The Technology Acceptance Model (TAM) is established on the premise that the 

contracts, perceived usefulness and perceived ease of use are fundamental 

determinants of system adoption and use (Tobbin, 2011). These two beliefs create a 

favorable disposition or intention toward using the information technology. 

Perceived usefulness is said to be the degree to which a person thinks that using a 

particular system will enhance his or her performance. The Perceived Ease of Use is 

“the degree to which a person believes that using a particular systemwill be free of 

effort”(Davis, 1989). The implication of TAM on mobile money is that it covers 

various aspects perceived by customers that included usefulness, ease of use, 

perceived trust, risk, cost of use, and perceived ability for trial. 
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2.4 Empirical review of the literature  

2.4.1 Mobile phone money transfer services at globallevel 

According to Desai (2012:5), the mobile money industry is continuing to expand 

rapidly around the world there were 150 live mobile money services for the 

unbanked in 72 countries, 41 of which were launched in 2012. This growth is 

showing no signs of slowing, with 109 additional deployments planned. This growth 

has been driven largely by Mobile Network Operators(MNOs), which operationally 

run 72.0% of live deployments and 72.5% of the deployments launched in 2012, 

where most deployments centered in Sub-Saharan Africa. 

 
 

Figure 2.1: Live deployed mobile money services globally for the unbanked  

Source:Data from Global System for Mobile Communications Association,2012 

 

The mobile money industry, as measured by the number of deployments around the 

world has grown rapidly. According to Davidson and Pénicaud (2011:5-6) based on 

the global survey conducted, at the beginning of 2009, there were 17 mobile money 

services for the unbanked around the world; as of April 2012, there were 123, with 
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another 93 that were being planned for launch. Further, they asserted that there is less 

information about the degree of customer usage that has been available in the public 

domain. Based on mobile money transfer, it was found in the same survey that 52 

operators who participated in the survey reported having registered a total of 60 

million customers as of 30 June 2011. Eleven services were reportedly having more 

than one million registered customers in June 2011; together, these eleven services 

accounted for 85% of the registered customers identified in the survey, with the long 

tail of 40 services reporting the other 15%. Further, from the surveyundertaken by 

Davidson and Pénicaud (2011:7-8) also it was found out that, in June 2011, mobile 

money service providers processed 141.8 million transactions. Of these, 29.8 million 

were payments: transfers, bill payments, and bulk payments. The rest were cash in, 

cash out, and airtime top ups. During the first half of 2011, the volume of 

transactions and payments processed on a monthly basis by mobile money service 

providers increased at annualized rates of 59% and 36% respectively. 

 

 

United Nations Conference on Trade and Development (UNCTAD, 2012) reports 

that mobile commerce at large is gaining importance in many developing countries. 

And that from the perspective of small businesses, mobile solutions can be applied to 

facilitate money transfers, merchant, bill and salary payments. More sophisticated 

financial services, such as credit, savings and insurance schemes, are also likely to 

expand in the coming years. In addition their successful implementation will require 

that mobile network operators enter into effective partnerships with banks, micro-

finance institutions, insurance companies or other organizations. Further, it will also 

require that consumers and business users be able to trust the systems on offer.  
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The following section analyzes the transformative mobile money models that exist in 

Kenya, Uganda, New Guinea and in Philippines, Paraguay and Sri Lanka, trying to 

identify the key enabling variables in their successful implementation that may shed 

light in drawing policy recommendations to other places where only additive models 

have been implemented. M-money transfer services have been recently launched in 

other countries (South Africa, 2005; Mexico, 2008; Afghanistan, 2008; Sudan, 2008; 

Thailand, 2008; Colombia, 2009, other East African countries:  Rwanda, 2009, but 

are either too new to provide real insights into the development of transformative 

models or have not managed to become rapidly successful. 

 

2.4.2 Experience of mobile money from Kenyan market 

The Kenyan mobile market reached a penetration of 50.3% by the end of 2009 (19.4 

million subscribers). But this level is lower than other countries in the region 

(Tunisia, 100%; South Africa, 96%; Egypt, 71%). Despite the fact that competition 

has been pushing prices down, there is a clear dominant player: Safaricom still holds 

an 80% market share. In 2007, Safaricom, together with its part-owner Vodafone, 

introduced a mobile payments service, under the name M-PESA, that allowed 

customers without bank accounts to deposit and withdraw cash, transfer money to 

another person's account via SMS, and top up their pre-paid airtime. MPesa is a 

transfer mechanism for virtual currency which is convertible to cash against 

transaction fees and has become an alternative for non-bank account transfers such as 

Western Union and moneygram (Comninos,et al, 2008).   

 

However, according to Comninoset al. (2008), it is not cheap enough to become 

completely a substitute service to formal banks services, as charges are too high to 
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pay for very small items.Cash is paid in and withdrawn at specified M-Pesa agents 

(Safaricom dealerships) and other retail stores. The strategy of using medium sized 

airtime retailers as M-Pesa agents has allowed the rapid diffusion of agents; in fact, 

80% of M-Pesa agents are single independent businesses. It also simplified the 

operation as Safaricom did not have to deal directly with thousands of agencies 

across the country. 

 

 

M-Pesa is clearly an example of success in the implementation of mobile money 

services in Africa Venkatakrishnan and Ngilangwa (2013:31). In May 2008, 14 

months after its launch, it had 2.7 million users and almost 3,000 agents. By the end 

of 2009, it had reached 7 million customers and had 10,000 agents spread across the 

country. This exceeds the reach of any other financial service in Kenya. To a 

significant degree, M-PESA's success has been driven by its ability to exploit its 

large domestic remittance market through its popular slogan "send money home." 

 

In 2009, 40% of all adults were using this service and national remittances had 

increased dramatically, at 45% per year in the period 2006-2009 (Camner, Pulver 

andSjöblom, 2009). One of the clear lessons from the Kenyan experience is the 

capacity of M-Pesa to take advantage of the economies of scale of the informal 

sector, its distribution networks, the demand for remittances, infrastructural 

development (including the penetration of the formal financial markets), and the 

support from the banking regulator Heyer and Mas (2009:49). 
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Data from the Central Bank of Kenya(2013) reveals the trend of customers‟ growth 

as shown in Figure 2.2for mobile money services in the country which is dominated 

by the Safaricom M-Pesa services. 

 

Figure 2.2: Kenyan mobile money customers’ trend: 2007-2013(April) 

Source: Central Bank of Kenya website 

 

2.4.3 Mobile money services in Uganda 

Mobile subscribers continue to increase as competition improves amongst the five 

MNOs in Uganda.The five mobile network operators are MTN Uganda, Orange 

Uganda, Uganda Telecom, Warid telecom and Airtel Uganda. There were about 10 

million mobile phone subscribers across all mobile network operators until the end of 

2010 according to GSMA survey Leishman(2010), with mobile network penetration 

to 31.4 lines per 100 persons compared to a national teledensity of 32.2 lines across 

the whole telecommunications sector. Network traffic is still largely dominated by 

voice and within-network traffic (local MNO‟s network) still most prevalent.All the 

five major mobile telephony operators have mobile money transfer platforms. They 

Number of Customers 
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are MTN Mobile Money (MTN), Waridpesa (Warid), Airtel Money (Airtel), Msente 

(UTL), and Orange Money (Orange). 

The number of mobile money transactions increased from 87.5 million in 2011 to 

242 million at the end of 2012, and the value of the transactions grew from Ush3.8 

trillion ($1.46 billion) to Ush11.7 trillion ($4.5 billion) (Oketch, 2013). Mobile 

money transfer in Uganda has become popular because it reduces costs and the risks 

associated with cash transactions. “It offers a transaction platform to bring the 

unbanked into the formal financial sector.  

Oketch(2013) adds that building a regulatory framework for mobile money and 

financial inclusion among MNOs in Uganda would improve financial stability and 

integrity. This would further protect consumers, especially those for whom this is the 

only channel to access formal financial services.  Regulation would also safeguard 

the financial system against the risks of an informal cash-based economy. 

2. 4.4 Mobile money market in Ghana 

As in Uganda, 43% of mobile money users are multi-SIMing (Leishman and 

Davidson, 2012).  This situation also was noted in Ghana whereby findings show 

very similar results.Over 60% use a combination of MTN and one of the five 

network providers currently operating in Ghana. The study conducted in Ghana by 

The International Institute for Science, Technology and Education (Tobbin, 2011:66) 

revealed that there were large mobile phone money users (97%) with 49.3% 

belonging to more than one network provider.  

 

However, for those who use MTN only accounted for 33% of the sample. This 

indicated that MTN is the largest Mobile Network Provider in Ghana based on the 
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sample studied. Others are Vodafone, Tigo, Glo and Zain. It was also found by Tobbin 

(2011) in the same study in Ghana that there are various uses of mobile phone, as 

35% of respondents used their mobile phone for receiving and making calls, SMS 

and listening to music. It was found further that only 15.2% of the respondents use 

their phones for only making and receiving calls. Other uses identified included 

internet (53%), SMS (87.5%), banking, game and music. Tobbin (2011) commented 

that, at the time of the study, MTN‟s mobile money and Airtel‟s ZAP were the only 

two mobile money transfer services available in Ghana. 

 

In addition, the same study conducted by Tobbin (2011: 67) it was found out that the 

most popular form of money transfer identified was through bank transfer reported 

by 74% respondents. With regard to means of access to information about mobile 

phone money transfer, it was found that, 85% of had information and 93% had heard 

of the MTN Mobile Money Transfer through advertisements. However, only 10% 

claimed to have used the service. The knowledge of the service was not reflective of 

its usage. But it was found that the intention to use Mobile Money Transfer was 

found to be below average with 48.4% responding in the affirmative, 28.3% were not 

intending to use and 23.3% were unsure.  

 

 

In another study Aker and Wilson(2013:3)in Ghana, it was found that mobile money 

adoption and usage has been relatively low in Ghana.Promotion of m-money by the 

mobile phone operators has been high within the Greater Accra Region, as well as 

some of the larger cities (i.e., Kumasi, Tamale and Cape Coast), with numerous 

billboards and promotions. While many individuals, especially in urban and peri-

urban areas, have heard of m-money, few people have used it personally, understood 
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what it was or were interested in using it in the future. In our scoping study, those 

who said they understood m-money primarily explained it as a way to send money 

from one person to another within Ghana, serving the same role as the more 

commonly used Western Union or MoneyGram. 

2.4.5 Penetration of mobile money in Sri Lanka 

In Sri Lanka, the regulator created a level playing field between banks and MNOs 

andmobile money took off. In August 2007, the National Development Bank, a 

licensed commercial bank, and Dialog Axiata, the main MNO in Sri Lanka, launched 

a mobile money product called eZ- Pay. Governed by Central Bank regulations, eZ-

Pay required customers to open a bank account before they could sign up. This bank-

led service did not gain momentum. By March 2012, more than four 4 years after it 

was launched, Dialog had registered only 15,000 eZ Pay customers out of its 7.4 

million GSM subscribers and a population of just over 20 million. Driving customer 

adoption also proved challengingDesai(2012:10).  

 

According to Penicaud(2012), following the launch of ez-Pay, the Central Bank 

began to develop a regulatory framework for mobile money that allowed both banks 

and MNOs to operate mobile money services. These guidelines wereapproved in 

2011. In 2012, the Central Bank released „Know Your Customer‟ 

requirementsadopting a more proportionate approach to customer due diligence. This 

created an open and levelplaying field for both banks and MNOs to launch mobile 

money deployments and offer a competitive set of products.This regulatory change 

had significant implications for Dialog. In June 2012, more than 370,000customers 

had signed up to ez-Cash, a mobile money service provided by Dialog, and 

estimation was to reach  810,000 by early 2013. 
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2.4.6 The Philippines mobile money market 

Mobile penetration in the Philippines reached 82% (65 millions users) at the end of 

2009; this market shows one of the best performances in the deployment of 3G 

services in Asia. The market is dominated by two GSM operators, Smart 

Communications and Globe Telecom, both of which control almost 90% of the 

market. In 2008, a third player, Digitel Mobile (Sun Cellular), entered the market, 

rapidly acquiring a 10% market share. The Philippines is one of the few developing 

countries where m-payments and mobile banking have moved out of the pioneer 

phase to the start of the breakout stage where scale is achieved through rapid growth. 

M-banking in the Philippines began as an additive model in the year 2000 with the 

partnership between Smart and a large bank, Banco de Oro, offering receiving 

payroll credit on their phones from an employer, paying their utilities, and receiving 

domestic and international remittances. 

 

 

According toInfodev study (Porteous andWishart, 2006), 2.5 million people (of a 

subscriber base of 20 million) now used these Smart money services. Strengthening 

the transformative nature of the model, Smart introduced in 2003 a new service 

known as Smart's e-Load that reduced distribution costs by using a preloaded SIM 

card. Retailers, mostly micro-entrepreneurs, now resell air time with as little as 

US$3.10. Another product,Pasa-Load, allows customers to transfer small amounts of 

load credits.  

 

Smart Padala, launched in 2004, offers national and international money transfers. 

Smart Money has been able to tap, with an estimated 10,000 centers, the low income 

sector population with low distribution costs.Globe Telecom entered the mobile 
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market in 2004 through the introduction of its mobile wallet, G-Cash. This is a 

portable ATM and can be used to make remittances, transfers, and payments through 

a network of 3,500 agents. Globe Telecom did not establish any partnership with a 

banking institution. As customers do not need a prepaid card or a bank account to 

access financial services, it is clearly a transformative model. Globe is now 

extending the use of its payment platform to enable loan disbursements and 

repayments to rural people. 

 

According to Proenza (2007), some of the success factors of mobile money in the 

Philippines are its large urban population and a text messaging culture that is a 

reflection of a young literate and relatively low income population. In terms of 

infrastructure requirements, mobile money services need extensive mobile network 

coverage at affordable prices as well as affordable SIM cards and mobile phones, all 

of which exist in the Philippines. 

 

2.4.7 Mobile money transfer services in Paraguay 

Paraguay is leading the Latin Americanregion in its development of Mobile Money 

services. It is the only country in Latin America where the two largest operators, 

Tigo and Personal, both have live Mobile Money platforms.Mobile penetration in the 

country is close to 100% with an estimated 6.36 million connections out of the 6.35 

million inhabitants. Tigo, the market leader in Paraguay with 54.67% market share, 

first introduced mobile Money in 2008, with its product “Tigo Cash,” a 

multifunctional e-wallet which focused on retail payments. After a strategic shift in 

direction, Tigo re-launched Mobile Money services in 2010 under the product name 

“GirosTigo.” ThisGirosTigo product focuses on domestic remittances and is an over-
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the-counter model with the sender going to an agent point to send e-money to the 

recipient, who receives a notification via SMS and can then go to an agent point to 

cash out using his/her PIN.  

 

2.4.8 Mobile money market condition in Papua New Guinea 

MiCash is a mobile money service that was launched in March 2012 by 

NationWideMicrobank, a microfinance institution in Papua New Guinea. It was 

created with a clear mission to„bank the unbanked‟, and MiCash was launched as a 

tool for unbanked people to save money(Penicaud, 2012:23).In June 2012, 

conversion transactions represented 96.3% of the value of MiCash‟s product mixin 

value (compared to a global average of 58.8%). GSMA survey reviled that the 

average value of its cash-in transactions was also significantly higher than the global 

average: $125.1 compared to $37.1(Penicaud, 2012). These figures are particularly 

impressive given that Papua New Guinea has significant barriersto financial 

inclusion. About 40% of the population lives on less than $1 per day and, 

accordingto the Central Bank, up to 90% of Papua New Guineans do not have access 

to financial services. 

 

Interestingly, 70% of MiCash customers are not previous customers of 

NationWideMicrobank, a signal that thisnew savings product is gaining traction in 

Papua New Guinea.NationWideMicrobank, relied on a clear, two pronged strategy to 

achieve these results: create a major marketingcampaign around savings and training 

customers on financial literacy. The first one beingmarketing 

campaign:NationWideMicrobankdecided to market the MiCash mobile wallet as a 

bank accountand deliberately downplayed the benefits of using it for domestic 



 

 
31 

remittances. Marketingcampaigns emphasised that saving money with a MiCash 

mobile wallet was the same ashaving money in the bank.Financial education: The 

bank wanted to encourage people to save, and quickly realized that thiswould require 

significant effort in terms of marketing and customer education. They decidedto add 

financial literacy training to the registration and account opening process, 

focusingtheir efforts on educating new customers about savings rather than on the 

mass registrationof new accounts.  

 

2.4.9 Mobile money transfer services in Tanzania 

According toMuwanguzi and Msambira(2011:3), although launch of the mobile 

phone money transfer services in Tanzania occurred in mid 2008 as it was indicated 

by Bångens and Söderberg(2011:8), the groundwork for it can be traced back to 1999 

when Vodacom Tanzania Limited was granted its operating license by the 

government. The company was a joint venture between South African based 

Vodacom (with 65% shares) and Caspian Construction and Planetel communications 

which were two Tanzanian based companies (with the remaining 35% shares) and 

had  an estimated 15 million subscribers. Vodacom Tanzania dwarfed its six 

competitors in the mobile phone services market (Kamndaya, 2009: 21 and Taka, 

2001:20). 
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        Figure 2.3: Trend of number of mobile subscribers of Tanzania  

        Source: Data from TCRA website 

  

According to the report released by International Finance Corporation (IFC, 2011) 

Vodacom has improved its strategies in mobile phone money transfer; also their 

future plan of improving the services as by 2012. Vodacom M-Pesahad nine million 

subscribers and recently undertook a major upgrade of its system. Other mobile 

phone companies which offer this service were Tigo, as Tigo-Pesa, Airtel as Airtel-

money and Zantel as Easy-pesa. In 2010 Zantel, a mobile phone company owned by 

the Government of Zanzibar and run by Zanzibar Telecommunication Corporation 

started providing mobile phone money transfer under its trade name called Z-Pesa 

but later changed to Easy-Pesa.  

 

 

MillicomTigo is another mobile phone company which offer services of mobile 

phone money transfer under the trade name of Tigo-pesa. Within two years of 

operation of Tigo-pesa, many people have adopted it and even its agents were found 
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everywhere both in Urban and Rural Tanzania as even its tariffs were not as much 

bigger comparing with other companies which charged their customers high tariff.  

Anyone might want to adopt Tigo-pesa, as conditions for registration were not tough 

as compared to other companies.   

 

Data from the bank of Tanzania (BOT) shows trend in usage of mobile money 

services and growth in the number of customers since the services were deployed in 

2008 in Tanzania. Further information as presented byGaddis (2012)indicates that 

the total number of registered customers in Tanzania grew from 14,000 in mid 2008 

to 19.4 millions in end of 2011 and to 20.4 millions in November 2012. Money 

stored in the mobile phone accounts increased from Tshs. 3billions in mid 2009 

toTshs. 157.8 billions in November 2012 and the number of monthly transactions 

increased from 1.9millions to 48million in September 2012. 

 

   Table 2.1: Mobile money growth trend in Tanzania: 2008 to 2011 

Year 2008 2009 2010 2011 

Registered customers 112,000 4,192,683 10,663,623 21,184,808 

Number of Transactions 408,216 3,272,422 18,430,256 134,922,457 

Number of agents 2,757 14,469 29,095 83,795 

   Source: Bank of Tanzania payment systems (website) 2013 

 

Achieving financial success as a mobile money agent requires minimizing cost and 

keeping transactions high (Haas and Nagarajan, 2011) at the present market. As in 

other developing countries, in Tanzania, there is a challenge on population and 

location limit where the agent shops can operate successfully. Most agents operate in 

town centers where commercial banks are located hence making it easy for cash 

management. It therefore meant that the slower uptake of mobile money in Tanzania 
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is associated with the low density of population in remote rural areas where majority 

of Tanzanians are living. This is due to the fact that it is more difficult to run a 

mobile money agent shop that can be motivating the value chain in rural areas.  

 

According to Haas and Nagarajan(2011), when operating in rural areas or sub urban 

centers the low volume of transactions, high withdrawals, and liquidity management 

costs as associated to transportation cost mean high substantial initial investments 

with low potential to breaking even.   Hence, the sparse rural outreach of mobile 

money agents as a result of these challenges leaves many rural households with very 

limited access to mobile phone and mobile money transfers services inSingida and 

Tanzania as whole as it can be observed from a slow growing tele-density of 

Tanzania (users per 100 inhabitants).  

 

     Figure 2.4: Tele-density of Tanzania 2005-2013(March) 

     Data adapted from TCRA 2013 
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2.5 Research gap 

Studies have been undertaken in different aspectsof mobile money transfer services. 

They have shown thatteledensity increases are not matched by the mobile money 

services usage.  These studies are not directly concentrating on challenges facing 

mobile money services market penetration and expansion which are the cause to the 

low usage rate and expansion. For instance, Foster and Heeks(2012) , analyzed about 

policy for inclusive innovation for the mobile sector for base of pyramid population. 

Davidson and Leishman (2012) also showed the advantage in assessing the value that 

the interconnection of mobile money services would create for customers and 

operators. Domembynes and Thegeya (2012), discussed about revolution and 

promise of mobile servings.  

 

Little is known about the factors hindering mass market penetration and expansion in 

Tanzania based on usage and customer base growth. This study therefore intends to 

bridge the knowledge gap by exploring the challenges facing the mobile money 

transfer services. Three wards in Singida district, Utemini, Majengo and Ilongero 

have been selected to conduct the research associated to this study.  This research is 

important as it generated empirical evidence on challenges facing customers, 

providers and the market in general as the result of using mobile phone money 

transfer services in Tanzania. It investigated challenges on unreached area, non-

regular usage of mobile money in reached area and why value added services were 

not fully adopted. 
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2.6 Conceptual framework  

Understanding the research problem and addressing it required a conceptual 

framework. The conceptual framework elaborates, either graphically or in narrative 

form, various key variables which are involved in a particular a study. Based on 

literature reviewed, effectiveness and usage of mobile phone money transfer services 

depends on various variables that are grouped into independent variables, intervening 

variable and dependent variables.  

 

2.6.1 Independent variables 

Independent variables are the ones causing a change on other variables in an 

experiment. The variable thatcauses the dependent to be affectedis called an 

independent variable‟ (Kothari, 2004). In this study, availability of reliable network 

service and agents are independent variables, According to network externality 

theory (Jacob, 2010:26), total network size is the prevailing competitive advantage in 

the number of customers. From network externality theory it can be deduced that, 

network coverage is an important factor in early markets of mobile money transfer 

services. This means that dependable network coverage, implementation of mobile 

money platform and deploying agents networks are the ingredients of independent 

variable of this study. Therefore the study considers those as independent and 

important variables and factor affecting and challenging mobile money transfer 

services customer base and usage rate growth.    
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Figure 2.5: Conceptual framework(Source: Researcher’s construct 2013)  

 

2.6.2 Intervening variables 

An intervening variable is defined as a variable that acts as a dependent variable with 

respect to independent variable and acts as an independent variable toward the 

dependent variable (Mugenda and Mugenda, 2003:61). There are several 

intermediate variables determining on mobile money markets penetration and 

expansion, which are balanced by effective management and proper or fair 

transactions pricing and taxing. There is required minimum waiting time in any 

transaction event, reliable and accurate customer care centers, free fraud risks, low or 

zero cost of usage, service available anywhere at any time, customers and agents 

satisfaction and value added services.  
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2.6.3 Dependent variable 

According to Kothari (2004) dependent variable is the one that depends upon or is a 

consequence of the other variable. Since market penetration is defined a strategy that 

seeks to increase market share for present products or services through greater 

marketing efforts, dependent variable in this study will be market penetration and 

expansion in terms transaction volume, in terms of unreached population, and terms 

value added services. 

 

2.7 Chapter summary 

This chapter reviewed the literature related to this study and firstly defined the key 

terms used in this study. It further reviewed the models associated to the mobile 

phone money transfer business, citing several models and theories in connection with 

the study. Empirical review was made on studies about different countries and 

successful providers such as Kenya, Philippines and others. Conceptual framework 

was also included in this chapter to provide the road map for successful design and 

implementation of the mobile money provision that can achieve greater market 

expansion and growth.   
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CHAPTER THREE 

RESEARCH METHODOLOGY 

 

3.1   Overview 

This chapter focuses on the methods which were used for fulfilling the research 

objectives. It includes research design, study area profile, sampling design, 

observation design, data sources,tools, analytical design.It also describes the validity 

and reliability issues, data analysis and presentation, and finishes with ethical 

consideration of this study.  

3.2   Research design 

Research design is the arrangement of the conditions for collection and analysis of 

data in a manner that aim to reach the relevance to research purpose in an economical 

procedure (Kothari 1990:31). It constitutes the blueprint for the data collection, 

measurement and analysis. It is further defined as a program for evaluating 

empirically proposed casual relationshipsMeier and Brudney(1987:125).The design 

should specify the model of proof for testing validity of these relationships.  

This study used cross–sectional survey design, which is defined as a study which 

gathers information at only one point in time (Frey, Botan and Kreps, 

1991:188).Because of both time limit and financial constraints associated with this 

study the cross-sectional research design was employed.  The use of cross sectional 

study implied that data were collected in a particular point in time in the study area 

with expectation that variables were not likely to change. The field survey was 

undertakenin the first and second quarter of 2013.   
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Longitudinal research design was not employed in this study as it is used over a 

series of time for the same sample(Frey.et al, 1991:188). Due to time limit, scarce 

financial resources and sample may have tremendously varied due to changes 

associated with theecosystem. These were the reasons for not choosing the 

longitudinal research design.   

 

3.3   Study area profile  

3.3.1 Geographical location 

Singida district is in central zone of Tanzania bordered by Manyoni and Ikungi 

districts in the south. On the west it is bordered by Iramba district, while on northern 

side there areMbulu andIramba districts border. To the east there areHanang‟i and 

Kondoa districts. Singida Municipality is located in the central plateau of Tanzania 

between 4
0 
40‟ and 4

0 
53‟ south of Equator and longitude 34

0
 30‟ and 34

0 
53‟ East. 

 

Population of Singida district based on the 2002 National Population Census and 

subsequent projection made up to 2011 is 153,546 for urban area and 256,496 for 

rural district. Singida district council residents are engaged in agriculture and 

livestock keeping. Some of the remaining population is engaged in businesses. 

 

3.3.2 Justification of the study area selection 

Singida district is growing fast due to investment and development activities. This 

district has been growing rapidly due to different reasons. The government efforts to 

construct the central corridor roads are stimulating the expansion of the town and 

more people are investing in various economic activities. There have been many 

institutions   operating in the town and others in the rural areas.To mention a few 
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here,  Laboratory Assistant School,  Singida School of Accountancy, National 

Vocational Training centre, Singida Teachers Training Centre, Regional Hospital,  

Health Center and fourteen dispensaries. Others institutions are Tanzania Public 

Service college, and the upcoming of Singida referral hospital andWind electric 

project. Singida district is the business area which comprises large number of 

population that caters for residents from rural, sub-urban areas and Singida town 

being the focal point, people communicate for different business and remittance 

purposes that require transactions via mobile money transfer services provided by 

various mobile phone companies. This made the choice of the study location to be 

Singida district, both municipal and district council areas. 

 

3.4 Sampling design 

Sampling design is a set of procedures which deals with the method of selecting 

items to be observed for a given study (Kothari, 1990:31). In addition, when 

conducting research, it is almost always impossible to study the entire population of 

interest. Kothari means that sampling design is specifying the population or universe 

of the study, sampling unit, sample size, the source list or sampling frame, unit of 

analysis, parameter of the interest and sampling procedures. The following 

subsections focus on each of these elements of the sampling design. 

 

 

3.4.1 Study population 

Study population is all individuals of interest to the researcher. It is full set of cases 

from which the sample can be taken.The population of interest is defined by the 

purpose of the research and the research questions(Marczyk, DeMatteo and 
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Festinger, 2005). Study population is further defined as all people that possess the 

characteristics of interest to the research(Frey et al, 1991:131). In order to meet the 

objectives of this study the population the researcher targeted both mobile money 

registeredand non-registered subscribers. These subscribers were from three mobile 

network operators in Singidanamely, Tigo, Vodacom, Airtel.Population of Singida 

district according to the 2012 National Population Censusis 375,900people for both 

urban and rural areas. Therefore the study population is approximately 229,299 

derived from Tanzania communications Regulatory Authority Telecom Report of 

2012. Since theteledensity in Tanzania was 61 (61 out of 100 people having a mobile 

phone). 

      Table 3.1: Singida region population in 2012 

District/council Population 

Iramba 236,282 

Singida district  375,900 

Ikungi 272,959 

Mkarama 188,733 

Manyoni 296,763 

       Source: Tanzania population and housing census, 2012 

 

 

3.4.2   Sample size 

Sample size is defined as the size of the population included in the research study 

(Adam and Kamuzora, 2008). Here Adam and Kamuzora mean that sample size 

refers to the number of items to be selected from the population. Sample size is the 

number of respondents to be selected for this study. Kothari (2004) mentioned that 

the size should be optimal and it can neither be excessively large nor too small.  
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Due to the facts that only three wards of Singida district were involved in this 

research, there were also time and resources constraints and fewer mobile money 

users than the total number of mobile phone service subscribers, actual data were 

collected from 132 customers, nine agents, and three company officials. For ensuring 

validity and reliability, respondents were chosen among mobile money users from 

different ages, educational levels, residence of rural and urban areas and both female 

and males. 

The sample was chosen from proportionate split among cellular mobile operators 

trading on for mobile money transfer services in Singida district, namely Vodacom 

trading with M-Pesa, Airtel Trading as Airtel Money and Tigo for Tigo-Pesa.Latest 

information about this was obtained from Tanzania Regulatory Authority (TCRA) as 

of June 2012 where themarket share was 44%, for Vodacom,29%  forAirtel 23% and 

for Tigo. Zantel was not covered due to poor market share and few customers were 

found using Easypesa in Singida district. 

 

The field survey was carried out in three wards of Singida district named as Utemini 

ward, Majengo ward and Ilongero ward. The reason for choosing this location is that 

both Utemini and Majengo wards are locations around the urban environment. It was 

expected by the researcher that they represent the reality for challenges on market 

penetration for mobile money transfer services in the urban environment of 

Tanzania. Secondly, the Ilongero ward that is the rural area of the Singida district 

represented challenges for the low densely populated and more remote rural areas 

where majority of Tanzanians are living. Table 3.2 shows sampling proportion that 

was used in field survey for data collection. 
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Table 3.2: Sampling proportion of data collection for customers/agents/ 

territory managers 

M-money Service 

provider 

Tigopesa Vodacom 

M-Pesa 

Airtelmoney Subtotal/Total 

Customers 

in each 

Wards 

Utemini 13 20 14 45 

Majengo 14 21 15 55 

Ilongero 9 20 11 42 

Subtotal  31 61 40 132 

Agents 2 5 2 9 

Company territory 

Managers 

1 1 1 3 

Total 34 67 43 144 

     Source: Researcher’s sampling plan(2013) 

 

3.4.3   Sampling frame 

Sample frame also known as a source list, is the specific units from which the sample 

is actually drawn(Frey et al, 1991:186). It is an exhaustive list of population 

members the researcher can obtain. The sampling frame of this study included all 

those stakeholders of the mobile money transfer services in Majengo, Utemini and 

Ilongero wards from Singida district area because these areas were specifically 

chosen to give the characteristics prohibiting market penetration and expansion in 

both urban and rural areas. 

 

3.4.4 Sampling unit 

Sampling unit is the basic unit containing the population items to be sampled. 

Therefore, based on this, the sample unit for this study were town center/Jamatini 

area which representedMajengo ward and Uhasibu area to represent Utemini ward 
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Singida town, In addition the third area wasIlongeroMadukani area for the rural ward 

in the study. Further, the agents and mobile phone company representatives from 

Tigo, Vodacom, Airtel and contacted located in the area were contacted.  

 

3.4.5 Unit of analysis 

Unit of analysis is the major entity that is analyzed in the survey or the study 

(William, 2006, Frey et al 1991:188). It is the „what or whom‟ that is being studied. 

Units of analysis are essentially the things examined in order to create summary 

descriptions of them and explain differences among them. In this study,the unit of 

analysis werecustomers strata, grouped in terms of service providers which are three 

groups that are Tigo, Vodacomand Airtel stratum, The stratum for a given company 

comprised all respondents that are customers, agents and officials.   

 

3.4.6 Sampling procedures 

Sampling procedure refers to the techniques or procedures used to select the sample.  

For example, the study used both probability sampling and non probability sampling 

procedures, because the population contained subgroups and the individuals in group 

needed to be treated in a more homogenous way. These procedures are well 

elaborated in the following subsections. 

3.4.6.1 Probability sampling 

Probability sampling is based on the concept of random selection (Kothari, 2004). 

We can define probability sampling as way of selecting subjects in which every 

element in population has an equal chance of being selected. In addition, in 

probability sampling, each unit in the population has some chance of being in the 
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sample. There are several types of probability sampling but in this survey stratified 

random sampling was used. 

 

3.4.6.1.1 Stratified random sampling 

For this study, stratified random sampling procedure was employed. In stratified 

sampling the population was divided into sub groups that the individuals were of 

more homogenous than the total population (Kothari, 1990:62). This study had 

Tigocustomers strata, Vodacom strata, and Airtel strata. The individualswho 

werefrom each of three wards were in each strata.Thusevery individual in the strata 

had equal chance of being selected to constitute the sample. 

 

3.4.6.2 Non probability sampling 

Non-probability sampling is a sampling technique where the samples are gathered in 

a process that does not give all the individuals in the population equal chances of 

being selected (Crossman, 2011, Frey et al, 1991:134). There are many types of non 

probability sampling, but to this study employed purposive sampling as described 

below. Other non probability sampling procedures include quota sample, accidental 

sampling, volunteer sample and snowball sampling(Frey et al 1991:135).  

3.4.6.2.1 Purposive sampling  

The non probability sampling procedure that was employed in this study is purposive 

sampling. When subjects are selected non randomly because they possess certain 

characteristic is said to be purposive non probability sampling (Frey et al, 

1991:135).Purposive sample is one that is selected based on the knowledge of a 

population and the purpose of the study(Crossman, 2011). In this study, 
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representatives of the companies providing mobile money transfer services were 

intentionally selected to give an in-depth knowledge of the study issues. The 

representatives and agents selected came from Tigo, Vodacom, and Airtel. 

 

3.4.7 Parameters of interest 

Parameter is the relevant characteristic of population in which the study is interested 

(Frey et al 1991:130). Therefore, the parameters of interest from the population of 

this study were age, sex, and educational and income status of respondents. In 

addition, benefits obtained and difficulties faced from the use and provision of 

mobile money transfer services. According to market condition based on the four P‟s 

of marketing mix by customers, agents and company officials, volume of 

transactions in terms transfers, withdrawals, deposits, airtime purchases, bill 

payments and so on were the parameters of interest. 

 

3.5    Data collection design 

Under this section, the study applied various methods and tools/techniques for 

primary data collection. The different methods and approaches of gathering 

information included were: interview, survey and documentary review. Structured 

questionnaire was used as a tool for data collection from the customers and of mobile 

phone money transfer services and interview guide was used as tool when 

conducting an interview for agents (wakala) and representatives of Tigo, Vodacom 

and Airtel as companies operating mobile money transfer services in Singida. This 

combination of sources of data wasadopted due to their suitability and for ensuring 

accuracy of the results. 
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3.5.1 Primary data collection  

Primary data are data that are collected by the researcher, or team of researchers, for 

the specific purpose or analysis under consideration. Here, a research team conceives 

of and develops a research project; collects data designed to address specific 

questions, and performs their own analysis of the data they collected (Crossman, 

2011). For this study, primary data were collected from the respondents in the field 

by survey method. Data werecollected from mobile phone money transfer customers, 

agents and representatives from mobile phone operating companies using structured 

questionnaires and interview guides. 

 

3.5.1.1 Field survey 

As explained in the research design part, this study applied the cross-sectional 

research survey, in which data were collected at one point in time(Freyet al 

1991:188). To get both quantitative and qualitative data, the survey was made in 

three wards of Singida district during the first and second quarters of the year 2013 in 

which a questionnaire and semi structured interview guidewere used as tools. 

 

3.5.1.1.1 Questionnaire 

Questionnaire is a tool related to the survey method in the research that collects data 

over a large sample (Kombo, 2006). It gives the ability to the researcher to collect 

data from large sample and saves time and other expenses (Frey et al, 1991:193).  

Based on this, the questionnaire was structured, where closed ended questions and 

open ended questions were included. Through the open ended questions, the 

respondents were given free spaces to write their detailed opinions However, by 

using the closed ended questions, the respondents were limited to answer the 
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questions as they were instructed. A reason behind choosing this method was that it 

takes a short time to collect a lot of information and makes it simple in data analysis. 

 

The structured questionnaire used for data collection consisted of two sections. The 

first section aimed at gathering demographic information about respondents, 

including sex, age, education and information on income range. Section two aimed at 

gathering information relating to respondents‟ mobile phone money usage, market 

condition and penetration level and challenges associated with mobile money 

services. Since Kiswahili is the dominant language in Singida area, the most of the 

respondents were assisted when answering the questionnaires,  

 

3.5.1.2 Interview 

Interview is the method of collecting data which involves presentation of oral or 

verbal stimuli and reply in terms of oral or verbal responses.Kothari (2004:97) 

revealed that interviews are, one-to-one discussions, meaning the conversation 

between the interviewer and the person who is interviewed(Harrell and Bradley, 

2009:6). Interview is the method where a researcher uses a prepared interview guide 

or checklist to explore more information pertaining to the specific study. This study 

applied interview guide in collecting in depth information from company officials 

and agents. This is well defined in the following subsection. 

 

3.5.1.2.1 Interview guide 

An interview guide is an articulation of major questions to be posed to interviewee(s) 

(Frey et al 1991:200). It is particularly used if many respondents or interviewers are 

to be involved and the information from them all has to be compiled and 
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compared.This study employed interview guide as a tool to explore more information 

and verify claims and information from customer by interviewing mobile phone 

company agents,representatives/officials. A semi structured interview guide prepared 

in advance was used to collect information pertaining to the study.  

 

3.5.2 Secondary data sources 

Secondary data are data sets that are already in existence, such as census data(Harrell 

and Bradley, 2009:7). In this research, secondary data were gathered from the offices 

of marketing officers in Singida from each mobile phone company and also from 

records completed by agents and from various journals, articles, internet and TCRA 

website. 

 

3.6 Analytical design 

3.6.1 Data Analysis  

A crucial aspect of research studies is preparing the data for analysis, analyzing the 

data, and interpreting the data (Marczyk et al, 2005; Saunders, et al 2007). Collected 

data in this study were processed, analyzed and interpreted to make them useful i.e. 

to convey their meaning to the readers. The proper analysis of a study‟s data 

enhances the ability of researchers to draw valid inferences from the study (Marczyk 

et al, 2005). 

 

Data analysisis further defined as a process that implies editing, coding, classification 

and tabulation of collected data (Kothari 2004:122). Analysis of data is using both 

qualitative and quantitative techniques. Denscombe (1998) holds that qualitative data 
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can be seen as data described as a record of thoughts, opinions, feelings or words. 

Cohen, Manion and Morrion(2000) observed that, quantitative data information are 

presented in the form of numbers, frequencies, percentages or statistics. 

 

Therefore, before entering data into computer program for analysis, questionnaires 

were organized by coding so that they can be taken for further analysis. Responses 

for each question in each questionnaire were clearly screened to ensure clarity of 

responses on each questionnaire. With regarding to the quantitative data, after coding 

they were entered into computer program known as Statistical Package for Social 

Scientists (SPSS Version 16, 2007) for analysis.  Analysis was done by the use of 

descriptive statistics whereby frequencies and percentage were generated. Tables, 

charts and graph were then used to present data. 

 

3.6.2 Data presentation 

Data werepresented based on each specific objective, and each objective having its 

own section of data presentation and discussion. Quantitative datawere presented in 

the form of tables and figures or graphs. The qualitative data were justified by quotes 

from different literature review.  

 

3.7 Validity and reliability 

3.7.1 Validity 

Validity is a term in research study that refers to the conceptual and scientific 

soundness of research. It is a concern about whether the findings are what they really 

appear to be about(Saunders, et al, 2007).  In this study, to ensure that the survey 

conducted had to be valid the questionnaires were pre-tested. The pre-testing allowed 
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the researcher to clarify and refine all questions that were less understood (Saunders 

et al 2007).Contents or questions that could add value were included. 

 

Depending on the sample size and other factors, there are a sufficient number of 

people normally required for pre-testing before questionnaire is administered. 

According to Fink (2003), the minimum number for pilot testing is 10 and this was 

done to accomplish methodological requirements. Through feedback and inputs, all 

possible misunderstandings, misinterpretations and additions experienced during the 

pre-test were corrected before the survey was conducted. 

 

Construct validity, which raises the question of whether the theory supported by the 

findings provides the best available explanation of the results (Campbell and Stanley, 

1966) was addressed through the following items:  

 Clear definition of independent variable was provided in conceptual frame 

work for this study 

 Manipulation checks of the independent variable from both data (i.e. 

respondents‟ answers and secondary) wereconducted.  

 

3.7.2 Reliability 

Reliability refers to the extent to which data collection techniques or analysis 

procedures yield consistence of the score obtained from a measure or assessment 

over time and across settings or conditions (Anastasi andUrbina, 1997; Leary, 2004; 

and Saunders, et al., 2007). If the measurement is reliable, then there is less chance 

that the obtained score is due to random factors and measurement error (Marczyket 

al, 2005). To increase reliability and minimize measurement error in this study, the 

following steps were adhered to.  
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 Administration of measurement strategies was consistent across all 

participants who took part in the study.  

 The researcher made sure that the participants had understood the instructions 

and content of the instrument. This was achieved through pre-testing the 

questionnaire and then revising it.  

 Every effort was made to ensure that data were recorded, compiled, checked 

for errors and analyzed accurately.  

 

3.7.3 Pilot study 

Pilot study is an exploratory study. The pilot study is defined as small scale design 

used primarily for gaining insights and ideas about the research problems and 

variables and other issues associated with those problems(McNabb, 2002:85). Before 

data collection, a pilot test was conducted for the tools to used for the study. This 

was conducted by administering the questionnaire to the selected users of the mobile 

money services at the study area prior to collecting data from the respondents.  It was 

done so as to test the validity of instrument (questionnaire) before actual data 

collection from the study area. All missing necessary information in the 

questionnaire was observed and the relevant questions were corrected or 

modified/added to the questionnaire for increasing data validity and reliability. 

 

 

3.8 Ethical consideration  

Ethical decisions about research are those which conform to the values and behaviors 

considered proper (Frey, Botan and Kresps, 1991:140).This study exercised 

objectivity, and relevant suggestions that were given bythe supervisor on every step 
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of the research process were taken into account. Mobile phone company territory 

managers, their agents as well as the customers were clearly informed about the 

purpose of the study.  Consent of respondents was obtained prior to interviews and 

questionnaire administering. Confidentiality and anonymity on the part of 

respondents was strictly observed by use of codes for each instrument supplied and 

returned as it was required to protect the right to privacy.  

 

3.9 Chapter summary 

This chapter discussed the methods used such as research design, the study area 

profile, sampling procedures, methods and tools used in data collection.It also 

explained data analysis and processing and data presentation techniques used in this 

study.Also, validity, reliability and ethical consideration were also presented in this 

chapter. 
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CHAPTER FOUR 

FINDINGS AND DISCUSSION 

4.1 Overview  

This chapter presents the findings from this research and includes the discussion. It 

starts with demographic characteristics of respondents. It continues discussion on 

mobile phone money market, challenges and future measures to market growth by 

increased usage.  

 

4.2 Demographic profile of mobile money service customers 

This section presents the demographic characteristics of 132 customers of various 

mobile money services. The information on this was collected from them by 

administered questionnaires. This amounts to 97%of 135 questionnaires that were 

distributed. The remaining 3%were not completed and therefore were discarded.  

4.2.1Sex of respondents 

The sex of individuals has been used to determine the roles individual respondents 

must be subjected. This might be useful to observe how both gender group‟s men and 

women are dealing with similar socio-economic activities.The Table 4.1 shows that 

majority of respondents were males at 62.1% and the females constituted 37.9%.  

       Table 4.1: Sex of mobile money service customers 

Sex  Frequency  Percent  

Male 82 62.1 

Female 50 37.9 

Total 132 100.0 

      Source: Field data (2013) 
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4.2.2 Age of respondents 

The age of respondents of mobile money customers are presented in Table 4.2. They 

belonged to different age in years as 42.4% of them were in the range of 20-29 years, 

34.8%were aged 30-39 years and 16.7%  of respondents were between 40-49 years. 

Out of the remaining, 4.5% of them were in the age group of 50 years or above. And 

only 1.5 % of the respondents did not respond to the question. 

       Table 4.2: Age of customers in years 

Age in years Frequency Percentage  

20-29 56 42.4 

30-39 46 34.8 

40-49 22 16.7 

50 or above 6 4.5 

Total 130 98.5 

        Source: Field data 2013 

 

4.2.3 Respondents education category 

The results show that all the customers attended formal education starting from 

primary schools.It could be observed that many of the customers have attained 

ordinary level or above as in Table 4.3 as 25.8 %, 6.1% 21.2% and 21.2% completed 

ordinary level, advanced, diploma and degree levels respectively. Very few of them 

have just completed primary level.  
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         Table 4.3 Customers education level  

Education Frequency Percent(%) 

Primary 18 13.6 

Ordinal level 34 25.8 

Advanced level 8 6.1 

Diploma 28 21.2 

Degree 28 21.2 

Others(certificates) 16 12.1 

Total 132 100 

         Source: Field data 2013 

 

4.2.4 Location of respondents 

Those customers who lived in urban areas comprised 69.7 % of the customers 

covered for the study and the remaining 30.3% were rural residents. According to 

this research the people living in urban areas were more user of the value added 

services compared to their counterparts in rural areas that were more likely to 

perform transfer and withdrawals transactions in mobile money services 

 

4.2.5 Customers access to Banks  

This research needed to identify if knowledge and usage of mobile money services 

could be associated with respondents‟ status of being banked or unbanked. A 

substantial number of customers at 75.8%had access to banking institutions and only 

22.7% said that they did not have access to formal banking institutions. 
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4.3 Existing mobile money services market condition with respect to 4 Psof 

marketing mix 

This sub-section describes the product, place, price and promotion of mobile money 

services as observed in the study area. 

 

4.3.1. Product of mobile money services 

4.3.1.1Money withdrawals and transfers 

The core business of mobile money services is based on cash withdrawals and 

transferring electronic money.Receiving money remains the most common reason 

people begin to use mobile money. Sending money is the second most common 

reason.Other transactions performed by customers are purchase of airtime and 

payment of bills. The least likely use was purchase of goods.  Of all customers, 

89.4% mentioned that they have been making cash withdrawalsalsof  cashsent to 

them using mobile money services. On the other hand 77.3% of customers accepted 

to have been making transfers of money via mobile money transfer service. 

 
 

         Figure 4.1: Withdrawals and transfer using MM services among 

respondents 

         Source: Field data(2013) 
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4.3.1.2Airtime purchase 

Another service that is moderately used bythe customersis purchase of airtime. This 

seems to be a strategy introduced by the companies to make it easier for customers‟ 

retentionand reduce cost of airtime distribution.  Those who used theservice to buy 

airtime were about48.5% of all customers and remaining 51.1% did not use mobile 

money for this purpose. 

 

4.3.1.3 Payment of utility bills 

Payment of bills is among value added services which includes TanescoLuku 

purchase, payment for Higher education loan board and payment for Dish TVs. The 

result of field study shows that 36.4% of customers were using mobile money 

services for payment of their bills and the remaining 63.6% did not make payment 

for utility bills through it.  

4.3.1.4As wallet 

The mobile money services were introduced reach the unbanked population.This 

study had to measure utility of mobile money service as wallets. Data obtained from 

the fieldindicated that only 30.3% of the customers were keeping balance in their 

mobile money accounts for later use.The remaining 68.2% do not keep balances for 

later use and 1.5% of did not respond to that question as shown in Figure 4.2. 

 

Payment of goods and services by using mobile money services is an aspect included 

in this study. Very low usage was observedas 89.4%customers said to have not used 

mobile money services for payment of services or goods they purchasedas 

represented in the Figure 4.2. 
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      Figure 4.2: Usage of MM services varieties(Source: Data from the field) 

 

Other services available but not popular in the market, are as captured in for 

example, from Vodacom M-Pesa utilities, are  payment of taxes in TRA, 

disbursement of  pension services, insurance premium payment services, loans 

payments and even purchases of goods and services.Most of the customers were not 

aware of these.  They required more information and training about usage of them. 



 

 
61 

 

Figure 4.3: Other servicesprovided by M-Pesa, underutilized 

Source: Vodacom website 2013 

 

All these service or product features as described above requires customer 

knowledge and ability to perform transactions using their mobile phones, this study 

ought to know if customers understood the procedures and interfaces over those 

transactions. Though 84.8% of the customers claimed that it was not difficult for 

understanding procedures and interfaces for performing various transactions andonly 
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an insignificant number of customers who were using them (15.2%) found it 

otherwise.  

 

4.3.2 Placementof mobile money service 

The placement strategy according to this study for mobile money services is 

attributed to two aspects. One is availability of stable and reliable cellular network 

and the second is availability of strong and evenly distributed agents.Responding to 

network connectivity in terms of mobile money services, 78.8% of customers 

claimed that there were problems that affected transaction, while 21.2% said there 

were such no connectivity problems. 

 

In this regard,the extent to which connectivity influenced customers‟ choice was 

ascertained. Only 15.2% customers mentioned they made the choice without taking 

into account the network connectivity issues. A considerable number of respondents 

(39.4%) claimed that connectivity influenced them to a large extent and 45.5% 

customers were marginally influenced by it. The Intermedia(2012)study with 2000 

respondents on mobile money usagein different regions of Tanzania also confirmed 

the network connectivity being the largest factor in choosing a mobile money 

provider as in Table 4.4.  
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         Table 4.4: Top five factors when choosing mobile money service providers 

Top five factors when choosing service providers 

34% Network coverage and connectivity 

24% Lowest prices 

12% Wider agency network 

11% Network used by people I transact with 

9% Location of agency 

          Source: Adopted from Intermedia survey (2012)  
 

 

Among the customers participated in this study,22.9% rated Vodacomand it mobile 

money M-Pesa as valued provider in terms of itsnetwork and service 

reliability/availability, while 61.8% mentioned that it was good/very good 

provider.On the other hand, 31.8%, 40.9%, and 25% of the customers respectively 

mentioned Airtel and AirtelMoney as needed to improve, valued and good service 

provider respectively.Tigo and Tigo-Pesa products were valued, good and very good 

by 48.6%, 24.3% and 16.2% customers‟ suggestions respectively.  A significant 

numberof customers (76.7%) suggested that Easy-Pesa needed to improve. The 

results are as summarized in Figure 4.4. In bracket is total number of customers 

responded for the respective company. 
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Figure 4.4 Market performances of mobile money service providers  

Source: Field data (2013) 

 

 

Location isan aspect of marketing strength. Distance travelled by customers either 

from their work place or from home was also determined to measure expenses in 

terms time and cash. Out of 132 customers of this study,59.1% said they travel only 

0.1 to 1km to reach the nearest agent, 27.3% traveled 1.1 to 2kms, while those who 

traveled 2.1 to 5kmsconstituted12.1%. Only 1.5% traveled 5kms or above distance to 

reach the nearest wakala (agent).  With that respect of distance travelled to reach the 

nearest agent,62.1% of all respondents said that theydid not incur any cost such as 

travelling expenses to reach the nearest agent. 

4.3.3 Pricing of mobile money services 

Most customers seem to be price sensitive in the process of any transaction they 

make in mobile money services. The customers‟ opinions are as in Table 4.5 with the 
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number of respondents answered this question indicated below for each service 

provider  

Table 4.5: Customers’ opinion on pricing of mobile money services companies 

MM service 

Transaction  

Charging 

level 

Company 

M-Pesa(n=132) Tigo-Pesa(n=122) AirtelMoney(n=1

20) 

Withdraw

als% 

Transfer

% 

Withdrawa

ls% 

Transfer

% 

Withdra

wals% 

Trans

fer% 

Lowest 3 3.0 4.9 9.8 8.3 5 

Low 1.5 4.5 18.0 26.2 13.3 25 

Medium 13.6 19.7 44.3 44.3 30.0 20 

High 31.8 43.9 19.7 9.8 26.7 38 

Highest 50.0 28.8 13.1 9.8 21.7 11.7 

Total 100 100 100 100 100 100 

      Source: Field data(2013) 

 

 

According to this result,M-Pesa is heading the service provision, as all 132 

customers responded to its charges on all transactions, which shows that most of 

customers were aware of pricing for this company services. Out of 132 customers, 

81.8% suggested that the charges were high/highest for M-Pesawithdrawalsservices. 

Most of customers were concerned with high withdrawals cost and the double 

charging system used by all the companies. 

 

Tigo-pesa charging prices were considered 44.3% of 122 customers as medium for 

both withdrawals and transferring of mobile money services. On the other hand, 

customers suggested AirtelMoney medium/high at 56.7% and 58% for withdrawals 

and transferring respectively. 
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Figure 4.5: Comparative prices for M-Pesa, Airtel Money and Tigo-Pesa 

customer charges  

Source: Field data (companies transactions price tags) 

 

 

A comparative graph for the prices charged by all the three companies is as in Figure 

4.5, this shows the Vodacom M-Pesa charges were high compared to Tigo-Pesa and 

Airtel Money which are almost the same. This graphical comparison confirms the 

customers‟ views that M-Pesa is charging the highest prices to its customers for 

withdrawals per transaction.  

 

 

It was rated by the 72.7% of respondents that M-Pesa have high or the highest 

transfer cost in   sending money. It is observed for M-Pesathat at lower amount of 

transaction it have expensive charges than other providers. As shown in Figure 4.6, 

the transfer costs aresimilar at high value of sending transaction starting at 
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50,000Tshs. Therefore, the rating have affected M-Pesa more due to the reason that 

considerable poor population transact low values of money and those are the ones 

representing the mass market. 

 

Figure 4.6: Charges for sending for M-Pesa, Tigo-Pesa and AiterlMoney 

 

4.3.4 Promotion and publicity of mobile money 

Information collected from companies representatives show that promotion is being 

done by advertisement from the media and by billboards, The other methods are 

personal sales, short text messages and through sponsoring of public events. From 

customers response on how they got awareness of the service, 27.3% were through 

friends and family members, 7.6%by reading brochures and banners. The major 

methodof advertisements in the mediaswasmentioned by 36.4% of customers.  Those 

who got information from personal sales were 18.2% and only 10.6% customers got 

information through text messages sent by their companies. 
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     Table 4.6: Means of mobile money awareness 

Mobile money awareness Frequency Percent (%) 

Advertisement in the media 48 36.4 

From a friend or family member 36 27.3 

Personal sales and promotion 24 18.2 

SMS text messages 14 10.6 

Brochures/banners/billboards 10 7.6 

Total 132 100 

    Source:Field data 2013 

 

 

Through these marketing efforts, Vodacom M-pesa has been a leading and trusted 

brand and its publicity image.Rating by respondents as to which mobile money brand 

was leading, M-Pesa was mentioned by customers at 71.2%, Airtel Money (15.2%) 

and Tigo-Pesa(13.6%).  The achievement as explained by the M-Pesa representative 

was accelerated by proper placement of the product, allowing more visibility in terms 

of sign boards to every M-Pesa agent and advertisement over the media. Both Tigo-

Pesa and M-Pesa representatives reported that enhanced promotion has improved the 

knowledge of the product to the users, thereby increasing transactions per user. 

 

Figure 4.7: Mobile money service providers’ popularity among the customers 

Source: Field data 2013 

 



 

 
69 

4.3.5 Mobile money usage patterns among customers and companies 

All the customers participated in this study accepted that mobile money services 

brought advantages in their everyday life and benefited them in general. The 

advantages of these services as indicated by the respondents included elimination of 

manual paper works, reducing waiting queues, saves times as transactions could be 

made anywhere at any time. But a greater number of them were criticizing high 

transaction costscharged by those companies which they term it was not for bottom 

of pyramid population.On the other hand those who didn‟t accept the elimination of 

manual paper works said it was a requirement for registration to access those services 

since the ID card isinsisted as a mandatory to be able to register. This is illustrated in 

Table 4.7.  

Table 4.7: Benefits of mobile money services over formal banking institutions 

Benefit frequency Percent (%) 

Lowering transaction costs 52 39.4 

Eliminating manual  papers  82 62.1 

Reduce waiting queue 110 83.3 

Saves time 114 86.4 

      Source: Field data 2013 

 

 

Usage rate of different transactions was also ascertained to see which of them were 

more preferred and used at which rate; the result shows that cash withdrawals and 

transferring are more or highly used followed airtime purchase at. Other transactions 

used at lower rate werepurchase of goods and payment of utility bills. Table 

4.10shows number of transactions per month performed by customers for various 

purposes.  
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Table 4.8: Average number of times various transactions are made in a month 

by customers 

Average 

transactions/month 

Withdrawals Transfer As wallet Purchase 

airtime 

Purchas

e goods/ 

services 

1-5 24.2% 53% 57.6% 57.6% 39.% 

6-10 34.8% 25.8% 15.2% 10.6% 4.8% 

11-15 27.3% 6.1% 3% 6.1% 0.0 

16-20 7.6% 4.5% 0.0 7.6% 0.0 

21 or above  6.1% 6.1% 1.5% 10.6% 0.0 

Not used 0.0 4.5% 22.7% 7.6% 56.2% 

Source: Field data 2013 

 

4.4 Challenges facing mobile money market growth 

The key to this study was to find what are the challenges facing growth, penetration 

and usage of mobile money services in Tanzania especially in Singida 

region.Generally, in Tanzania mobilephone penetration is now at a teledensity of 61 

of adult population(TCRA, 2013). Usagein mobile money is further low due to 

different factors.One among them being usage of double/ triple SIMcards by the 

same subscribers.   

 

According to InterMedia (2013:9) study on mobile money use, opportunities and 

barriers in Tanzania, there was low usage among households in Singida (33% of 

respondents) and other regions around showing there are challenges facing mobile 

money services penetration. This shows that the regions have the potential to 

increase their mobile money services as shown in Table 4.9. 
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Figure 4.8: Growth of Teledensity of Tanzania:2005-March 2013 

(TRCA Telecom Stats Report 2013) 

 

Table 4.9: Mobile money penetration in central zone of Tanzania 2012 among 

households 

Region Total respondents Percent of users 

Shinyanga 180 15% 

Manyara 80 19% 

Singida 90 33% 

Tabora 130 33% 

Dodoma 160 24% 

     Source: Inter Media survey Report 2013 

 

Further, an interview with the M-Pesa official revealed low usage for Singida for 

three consecutivemonths of April, May and June 2013. The number of agents was 

700 and number of transactions was as shown in Table 4.10. That shows a low usage 

compared to the total population of Singida. The territory manager explained that 

there were agents not achieving 10 billable transactions per month therefore 

categorized as poor performer. From table 4.10 we observe that on an average each 

agent was performing less than 33 transactions per day, which implies that the 

service has not deeply penetrated and regularly used. 
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Table 4.10 Customers transaction counts for M-Pesain Singidafor April to June 

2013 

Transaction type Customers transaction counts(2013) 

April May June 

Deposit at agents till 110,576 131,252 128,306 

Pay utility 14,896 18,285 16,665 

Withdrawals 146,657 159,086 138,635 

Transfer/send money 117897 137008 127515 

Customer airtime purchase 320,043 334,438 289,174 

Grand Total 710,069 780,069 745,270 

  Source: field data 2013 

The customers have given their viewsas to why do not use regularly the mobile 

money services and their value added services. Some of the issues are specific to 

non-users, while othersapply to both non-users and users alike. Some of these 

barriers include a lack of understanding of mobilemoney services, issues related to 

agents, security concerns, security risks tied to PIN sharing, problemswith 

registration and poor network service, and difficulties in charging phones due to lack 

of electricity.  

Table 4.11: Challenges hindering MM services growth and penetration 

Extent of 

challenge 

No 

phone 

% 

Agents’ 

Capital 

problems 

(%) 

High 

transactio

n cost (%) 

Network 

connectivit

y 

Problems 

(%) 

Fraud 

Issues 

(%) 

PIN 

code/ 

ID 

request 

(%) 

Strongly agree 22.7 18.5 10.6 18.5 7.7 12.3 

Agree 33.8 51.5 21.2 30.8 30.8 43.1 

Not sure 15.4 16.5 28.8 21.5 17.7 21.5 

Disagree 21.5 9.1 28.8 24.6 21.5 9.2 

Strongly 

disagree 

6.2 3.0 10.6 4.6 12.3 13.8 

     Source: Field data 2013 
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4.4.1 Not owninga mobile phone 

The factor that since many people who does not own a mobile phone, the scope for 

them to use the mobile money services is very limited. They can only use friends‟ 

and relatives‟ phones to send or receive money. This makes them non-regular users 

and they also can‟t use any value added services such as purchase of utility bills and 

airtime. The customer response on this being a hindering factor was 56.5% 

agreed/strongly agreed, while only 27.7% disagreed/strongly disagreed that this was 

not a reason. And 15.4% were not sure about this factor‟s contribution to non usage 

as indicated in Table 4.13 and further displayed in Figure 4.9.   

 

Figure 4.9: Not using mobile money services due to lack of phone 

Source: Field data 2013  

 

The problem of phone ownership had further challenges. The mobile phone owners 

among rural residents and those below the poverty line reported that they must pay to 

charge their phones, as they have no access to electricity. Without a charged phone, 

actively using mobile money service is difficult. They were complaining of time 

wasted waiting for mobile phone to complete charging thus wasting time ranging 

from 6-8hours.Therefore, without a charged phone actively using mobile money is 

very challenging. 
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4.4.2 Agents unavailability and cash balancing problems 

The response was also strong that if agents were not closely located to users the 

usage was also limited and difficult. This also included lack of adequate capital in 

terms of float and/or cash money. In rural areas customers find it difficult to reach an 

agent who had enough money to enablewithdrawals or deposit money especially 

when the amount was above 100,000Tsh. 

 

Seventy percent of all respondents as customers of mobile money explained to have  

experienced agent-related problems in the past 12 months. The top three problems 

were thesame across all providers: the agent was absent, did not have any/did not 

have enough e-float, and did not have any/did not have enough cash. Some 

customers explained how it was frustrating going from one agent door or outlet to 

another with answer that they had inadequate float or cash to serve the customers, 

wasting time and causing delays and not able to achieve the timelinessof the 

transaction. 

 

Apart from those challenges mentioned, others in this category included the working 

schedule. Most of the agents were closing at 06.00 pm thus limiting the service from 

working 24/7.  Maximum amount of money that can be withdrawn or deposited once 

as customers claimed was fixed at 1,000,000/= Tshs. per day.   

4.4.3 Poor network connectivity and unreliable services 

The major factor that hindered large population of customers from using the service 

was network or service failures. Many times there was network connectivity 

problems causing customers to receive messages stating that„service is not available 

please keep trying, or try again later‟ or service hanging. 
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This is a more challenging aspect to customers and agents as they are posed to the 

risk of losing their cash, wasting time and other disturbances like loss of customer 

goodwill. The truth that customers were having no information about Easypesa was 

strongly linked to the poor Zantel network across all the rural areas of Singida.Hence 

its low market penetration. Even if this company network was available in the urban 

areas, it could not achieve market penetration in mobile money services. Therefore, 

the cross connection to rural customers was required.  

4.4.4 Expensive transaction charges  

Most of the customers were complaining about the operators seeking to earn more 

profits from providing mobile money services. Many questions were being posed on 

double charging i.e. in both transfers and withdrawals. This was raised as to when 

sender was charged and at the same time recipients were also charged for the same 

transaction. 
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   Table 4.12: Charges levied for M-Pesa transactions ‘sending and withdrawals’ 

Transaction 

type 

Value of transaction(Tshs) Charging 

value(Tshs) Minimum Maximum 

Deposit 1000 1,000,000 Free 

Sending money to customers 

Registered 

customers 

500 9,999 50 

10000 49,999 200 

50000 299,999 500 

300000 499,999 1000 

500000 1,000,000 1500 

Unregistered 

customers 

1,000 9,999 550 

10,000 19999 1,000 

20,000 49,999 1,200 

50,000 99,999 1,900 

100,000 199,999 2,300 

200,000 299,999 3,500 

300,000 399,999 5,000 

400,000 499,999 6,000 

500,000 1,000,000 7,000 

Cash withdrawals by customers 

Registered 

customers 

1000 9,999 500 

10000 19,999 1000 

20000 49,999 1300 

50000 99,999 1800 

100000 199,999 2200 

200000 299,999 3600 

300000 399,999 4800 

400000 499,999 6000 

500000 1,000,000 7200 

   Source: Data from Field 2013(M-Pesa customers pricing tag) 
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Complaints were also posed on the large amount charged per these transactions. 

Customers were thinking that mobile money was to serve the poor, contrarily the 

reverse was true. People who used formal banks to send or receive money are 

charged negligible or little charges comparatively for performing such services.  

 

The transaction charges are shown in Table 4.15 for Vodacom M-Pesa which most of 

the customers complained to be expensive; they had to use the service as there was 

no easy substitution. More customers rated M-Pesa withdrawals charges as the 

highest with 50.0% feeling so and 28.8 % rated the transfer charges of M-Pesa as the 

highest.   
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Table 4.13: Charges levied for Tigo-Pesa transactions ‘sending and 

withdrawals’ 

Transaction 

type 

Value of transaction Charging value 

Minimum Maximum 

Deposit 1000 1,000,000 Free 

Sending money to customers 

Registered 

customers 

200 999 10 

1000 1999 20 

2000 2999 30 

3000 4999 40 

4000 9999 50 

5,000 9,999 100 

10000 19999 200 

20,000 49,999 250 

50,000 299,999 500 

300000 499,999 1000 

500,000 1,000,000 1500 

Cash withdrawals by customers 

Registered 

customers 

sending money 

to Non-Tigo 

customers 

1000 4,999 500 

5000 9,999 1000 

10000 24,999 1000 

25000 49,999 1250 

50000 99,999 1500 

100000 199,999 2000 

200000 299,999 3000 

300000 399,999 4000 

400000 1000000 5000 

        Source: Data from field 2013(Tigo-Pesa customers pricing tag) 
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With regards to Tigo-Pesa, 44.3% of customers rated it as medium charge. This is 

due to two factors market share of Tigo-Pesa is lower in Singida than that of M-Pesa. 

Therefore more people are transacting with M-Pesa. Therefore they feel prices as 

expensive in M-Pesa compared to Tigo-Pesa. The Tigo-Pesa is able to have much 

smaller values of transactions at the lower end and the range of charges is also larger 

compared to the M-Pesa.  The Tigo-Pesa accepts transfers as low as Tshs 200 for 

which the transaction charges were only 10 Tshs.  In case of Vodacom M-Pesa, the 

lowest transfer was Tshs 500 and the lowest charge was Tsh 50. This implies that 

Tigo-Pesa serves low income population to send and withdraw as shown in Table 

4.14.   
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Table 4.14: Charges levied for Airtel Money transactions ‘sending and 

withdrawals’ 

Transaction 

type 

Value of transaction Charging value 

Minimum Maximum 

Deposit 1000 1,000,000 Free 

Sending money to customers 

Registered 

customers 

500 9,999 50 

10000 49,999 200 

50000 299,999 500 

300000 499,999 1000 

500000 1,000,000 1500 

Unregistered 

customers 

1,000 9,999 550 

10,000 19999 1,150 

20,000 49,999 1,200 

50,000 99,999 1,900 

100,000 199,999 2,300 

200,000 299,999 3,500 

300,000 399,999 5,000 

400,000 499,999 6,000 

500000 1,000,000 6500 

Cash withdrawals by customers 

Registered 

customers 

1000 9,999 500 

10000 19,999 950 

20000 49,999 1250 

50000 99,999 1800 

100000 199,999 2200 

200000 299,999 3600 

300000 399,999 4800 

400000 499,999 6000 

500000 1,000,000 7200 

     Source: Data from field 2013Airtemoney customers pricing tag 
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On the other hand, the pricing for Airtel Money is more or less lying between the 

other two competitors M-Pesa and Tigo-Pesa. About 30.0% of the customers rated it 

at medium pricing. The pricing of Airtel Money seems to be higher than Tigo-Pesa. 

However, the impression from slogan „send and receive money free‟ up to Tshs 

100,000/= strategy used by Airtel Money during its market entry time has made the 

continuous long time effect. Table 4.14 shows the pricing for Airtel Money services.   

4.4.5 Fraud/risks in mobile money 

As in Table 4.15, 38.5% customers agreedor strongly agreed that fraud/cheating was 

hindering growth and marketing penetration of mobile money services. Customers 

claimed that they were often the victims of fraud because in case they have not 

adequately protected their PIN. Further they lost access to the mobile money services 

when their mobile phones were got stolen or when they lost mobile equipments for a 

significant range of time. In case of mistakes in entering recipients‟ number the risk 

of loss was directly borne by the customer.   Fraud issues were a matter of concern 

for many agents, as different fraud event techniques and cheating methods were 

used. Swapping of SIM cards, unfaithful workers, and transfer of money from one 

account to another unknowingly due to PIN leakage, fake money and fake mobile 

money withdrawal text messages were commonly observed by both the agents and 

the customers. 
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Table 4.15: Level fraud/risks are challenges to mobile money penetration 

Level of agreement on fraud as a challenge Percent 

Strongly agree 7.7 

Agree 30.8 

Not sure 17.7 

Disagree 21.5 

Strongly disagree 12.3 

Source: Data from the Field 2013  

 

4.4.6 Limited mobile money service varieties  

Customers claimed that most of the transactions they were performing were money 

transfers and cash-outs. Although airtime toping was common through mobile money 

service,a greater percent of customers have not yet used purchasing airtime through 

mobile money services. This is because of little information about value added 

services.This was also due to the fact that customerswere not using mobile money 

services as a wallet. 

 

Customers claimed that there was still a scope providing more services through 

mobile money, this included disbursal  of salaries, payment of school fees, provision 

of micro insurances to cover accidents, crops and  livestock failures and other 

dangers, provision of small loans with a little or affordable interest to unbanked 

population.   

 

Better quality of service for those service varieties was required because customers 

claimed that some services were not reliable. Many delays were also experienced and 

uncompleted transactions were charged. For example, uncompleted and reversed 

transaction to or from bank were charged and this charged amount was not refunded. 
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So, all those challenges have to be solved to make the mobile money service easily 

adoptable. 

 

4.4.6 Lack of information and understanding among nonusers 

In many cases, nonusers were aware of mobile money services but had only a very 

basic understanding of the uses and benefits. When asked to rate their level of 

understanding, often most of them said that their knowledge of mobile money was 

limited to the names of the providers. Agents frequently reported that they do not 

believe that it is their responsibility to educate nonusers or advocate mobile money 

use. They are willing to explain mobile money to service to customers who 

specifically ask. But they do not explain or promote mobile money to other 

customers unprompted. Most agents considered educating customers to be the 

responsibility of the service providers. 

 

4.5 Efforts needed to increasing mobile money market penetration and regular 

usage 

Customers accepted that if efforts were put in increasing more service varieties will 

increase usage. They claimed that customers do not need or may not have money 

only to send or withdrawals. They may need to utilize that cash for personal issues. 

So more services that are like reliable bill payments, purchase of goods and services 

like paying for tickets will allow more usage as people will need to travel or buy 

goods. In this regard the timely response from the service machines was the key to 

success and unlike the current situation where there is a longertime to wait. For 

example, getting the LUKU coupon purchased through mobile money services might 

take longer time.  
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4.5.1 Improving network coverage 

Customers insisted that more efforts are to be put on covering rural unreached 

areas.This is because with no reliable network connection, customers were unable to 

make calls and to make any significant transactions. Absence of network was forcing 

people to travel longer distances to avail the service. They were even trying to wait 

for some time to get transaction response. 

 

Theopinion on the network improvement for both rural and urban areas is indicated 

in Table 4.18.In general customers indicated that more improvements were required 

in rural areas wheresubstantial population was unbanked. For urban areas also 

improvement was required due to several occasionsof service unavailability and 

frequent hanging transactions without prior information or notification to users. 

      Table 4.16: Efforts needed to improve network connectivity  

Degree of 

efforts for 

network 

connectivity 

Urban Rural 

Frequency Percent(%) Frequency Percent(%) 

Highest 30 23.4 54 42.9 

High 22 17.2 36 27.3 

Moderate 28 21.9 20 15.9 

Mow 30 22.7 6 4.8 

Lowest 18 13.6 10 7.9 

Total 128 100 126 100 

        Source: Field data 2013 

 

 

Thecustomers‟ suggestion to improve network connectivityin the rural unreached 

population is supported by the government budget of 2013/2014. As presented to the 

Parliament by the Minister of Communications, Science and Technology of Tanzania 
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the Universal Communications Access Fund(UCAF)  will sponsor network 

expansion in many rural areasof Tanzania including Singida region. Table 4.17shows 

some rural areas under the project funded by UCAF for expansion of mobile cellular 

network. 

Table 4.17: Singida villages included in Government (2013) plan for network 

expansion  

No Region District Ward No 

villages 

Fund(USD) Provider 

1 Dodoma Kondoa Kwadelo 3 78,850 Airtel 

2 Singida Singida rural Mugungira 3 166,600 Airtel 

3 Dodoma Kondoa Sanzawa 4 201,450 Airtel 

4 Singida Singida rural  Mwaru 5 245,100 Airtel 

5 Arusha karatu Baray 9 102,900 Vodacom 

6 Singida Singida rural Mhintiri 6 107,100 Tigo 

   Source: Government budget report 2013 (Ministry of Communications) 

 

4.5.2 Improving agents availability and financial capital availability 

Agents‟ availability is a requirement along with network availability and reliability in 

order for mobile money services to penetrate the market and grow. Customer views 

were that demandwas more on rural unreached areas where limited network 

connectivity is available.Therefore limited agents were available in rural areas.  

 

On the other hand, working capital for agents is a matter of concern for both urban 

and rural locations. Agents, customers and companies territory managers expressed 

their views that reflectproblems on capital. Most of agents had limited financial 

capital in terms of float and or cash or both. All groups these of respondents 

suggested improvement was required to support the mobile money services market 
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penetration and expansion. Most of the agentswere doing their mobile money agency 

as secondary or tertiary business. Therefore, they were likely to diversify the limited 

capital to other business portfolios as well, depending on the demand or other 

investment opportunities that were to arise. Those who gave their suggestions on 

how to improve mentioned that loans can be provided from mother companies or 

aggregators and attractive commissions would encourage agents and improve their 

capital.These canresult in improved transaction volume per day.  

 

        Table 4.18 Degree of efforts for increasing agents’financial capital 

Degree of 

capital 

improvement 

Urban Rural 

Frequency Percent  Frequency Percent 

Highest 54 40.9 38 29. 

High 32 24.2 36 28.1 

Moderate 22 16.7 30 23.4 

Low 14 10.6 16 12.5 

Lowest 6 4.5 8 6.2 

 132 100 128 100 

        Source: Field data 2013 

 

4.5.3 Branding and widespread publicity 

Customers were suggesting that branding and widespread publicity should go hand 

inhand with product availability. The ratings made by customers in this study 

showthat moderate efforts were required in both rural and urban areas. Customers 

provided suggestions that more publicity was required for value added services 

varieties, rather than concentrate only on cash withdrawals and transfers, since cash 

as a resource was scarce and no one can afford sending limitlessly.Customers in this 

regard highlighted that mobile money service users were not aware of many services. 
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Even if customers have heard of such services they were afraid of losing their money 

in an attempt of utilizing those services.Table 4.21shows the percentage of the 

opinion for that publicity demand where above 70% of customers mentioned that the 

efforts should be increased in both urban and rural areas. 

Table 4.19: Degree of efforts required for widespread publicity about valued 

added services 

Ranking efforts 

for publicity 

Urban Rural 

Frequency Percent  Frequency  Percent 

Highest 32 25.8 32 25.8 

High 22 17.7 32 25.8 

Moderate 42 33.9 34 27.4 

Low 18 14.5 16 12.9 

Lowest 10 8.1 10 8.1 

Total 124 100 124 100 

      Source: Field data 2013 

 

Brand recognition and trust are very important in any industry.  Branding is an initial 

stage. This is what made any outlet to be known as an agent. Therefore customers 

and agents suggested that availability of branding materials is necessary.Brandingis 

also required in terms information, such as pricing tags which keeps changing from 

time to time, thus causing complaints from customers and also in case of introduction 

of new service. As shown in Table 4.22, customers suggested that the efforts 

requirement ranged between moderate and highest efforts amounting to 69.8% and 

85.5% for urban and rural areas respectively. 
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      Table 4.20: Ranking for degree of efforts required for branding efforts 

Ranking 

branding efforts 

Urban Rural 

Frequency Percent Frequency Percent 

Highest 26 20.6 44 35.5 

High 24 19.0 28 22.6 

Moderate 38 30.2 34 27.4 

Low 20 15.9 14 11.3 

Lowest 18 14.3 4 3.2 

Total 126 100 124 100 

      Source: Field data 2013 
 

 

 

4.5.4 Increasing mobile money service varieties 

The current dominant use of mobile money services was for mostly money transfer 

and withdrawalsof cash sent. Customers suggested that more efforts were required to 

increase the usage beyond these remittances and airtime toping ups.    More service 

varieties were possible through inviting banks, micro finance institutions and third 

parties to make the service less reliant on transfer of e-money and convert to hard 

cash money on the recipient side.An example of low cost service variety is 

FarajaBima provided by VodacomM-Pesawhich is mobile micro insurance.  People 

who make a minimum of 10 transactions per month automatically get insured. Many 

customers were not aware of what it was and how it works. So this poses a challenge 

for education requirement to most of service varieties. The customers‟suggestions for 

efforts required in this regard are as in Table 4.21. 
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       Table 4.21: Degree of efforts required adding more service varieties 

Degree of efforts 

required 

Urban Rural 

Frequency Percent Frequency Percent 

Highest 28 22.2 40 31.7 

High 38 30.2 28 22.2 

Moderate 22 17.5 26 20.6 

Low 20 15.9 12 9.5 

Lowest 18 14.3 20 15.9 

Total 132 100 126 100 

       Source:  Field Data (2013) 

 

4.5.5 Improving security against frauds/risks and customer care facilities 

Some customers have lost their money in many instances by fraudulent practices 

faced in the process.These customers suggested that improvements were required in 

terms of security starting from agents or their workers who were likely to be shared 

information of the confidential PIN codes by some of the customers. This could be 

misused by some unfaithful agents or workers.A few customers mentioned that 

shared their PIN with agents or close family members in case of emergencies. This 

also posed a threat of security issues. 

 

It was also mentioned by few respondents that some company staff were misusing 

agents‟ and customers‟ trust on them to borrow money from the cash from 

them.Subsequently some staffwas completely disappearing without paying back the 

cash. Education to the end users and agents was essential to make them aware of all 

possible frauds, risks and the way to prevent them. Table 24shows 

customers‟opinions about the efforts required against frauds in mobile money 

services customer care as well.Companies‟ customer care centers had to provide the 
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immediate support when fraud cases were reported as suggested by a few customers. 

The ranking for degree of efforts required in both urban and rural were similar as per 

the views of the customers. 

Table 4.22: Degree of efforts to avoid frauds and improve customer care centres 

Degree efforts to 

avoid fraud 

Fraud/risk 

management 

Improve customer 

service 

Frequency Percent(%) Frequency Percent(%) 

Highest 48 38.7 38 30.2 

High 30 24.2 46 36.5 

Moderate 24 19.4 20 15.9 

Low 10 8.1 6 4.8 

Lowest 12 9.7 16 12.7 

Total 120 100 126 100 

     Source: Field data 2013 

 

 

4.5.6 Enhancing availability of electricity 

As mobile phones required charged batteries to be on air, respondents suggested that 

availability of reliable electric power in both rural and urban areas is a step needed to 

stable usage of mobile money services. This is because many transactions required 

prior voice communication before real transaction is made.Subsequently, 

confirmation or acknowledgement messages were to be sent. All these transactions 

required a charged phone. Hence electric power was required to sustain the mobile 

moneyservices.  Some of respondents suggested that power rationing has to be 

minimized; new projects were required in rural areas where people spent a lot of time 

travelling to charge their mobile phones at high expenses of time and money. All 

these expected developments would reduce the cost incurred and time spent in such 

of a kiosk to charge the phones. Table 4.25 shows the degree of efforts required to 
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enhance electric power availability. Considerable numbers of respondents were 

insisting that electricity to be supplied to rural locations with more support to the 

Rural Electric Agency for wind electric turbine project initiated in Singida. 

Table 4.23: Degree of efforts required for enhancement availability of electricity 

Electricity efforts Urban Rural 

Frequency Percent(%) Frequency Percent(%) 

Highest 26 38.7 62 50.0 

High 20 24.2 28 22.6 

Moderate 40 19.4 12 9.7 

Low 20 8.1 6 4.8 

Lowest 18 9.7 16 12.9 

Total 124 100 124 100 

       Source: Field data 2013 

 

 

4.5.7 Efforts for training and information to end users 

Training and providing information to agents and customers regularly should be 

instilled as part of marketing efforts by companies‟representatives. It will make 

agents and end user customers to be awareof most of the services available in mobile 

money services and utilize any new product in mobile money services. Though value 

added services were being advertised in the media but customers didn‟t even test 

them due to fear factors as there was doubt about those service varieties. The Table 

4.26shows customers‟ opinion on the degree of efforts required in future about 

training and information to end users. 
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Table 4.24: Degree of efforts required for training and information to end users 

Rate training and 

information 

Urban rural 

Frequency Percent(%) Frequency Percent(%) 

Highest 34 38.7 50 40.3 

High 44 24.2 44 33.3 

Moderate 30 19.4 10 8.1 

Low 8 8.1 8 6.5 

Lowest 10 9.7 12 12.9 

Total 126 100 124 100 

     Source: Field data 2013 

 

 

 

Thus, from results and findings, it is evident that, agents and customers face 

challenges when operating mobile phone money transfer services. These challenges 

included network failure in terms of network outage and frequency hanging 

transactions, technical questions from customers which were beyond their ability to 

explain, low financial capital and little or lack of technical support from mobile 

phone operating companies‟ representatives and aggregators. Presence of many 

agents in the same locality is a problem that needs to be handled in order to avoid the 

scramble for a few customersamong the agents. 

The study revealed that, poor knowledge on benefits of mobile money transfer, 

limited knowledge on the applications of mobile money transfer, technical barriers, 

and problem of cellular networks was among challenges faced by end user 

customers. A sizeable number of customers indicated that there was a possibility of 

facing risk of fraud in using mobile phone money transfer. Further the study 

recognizes that there are challenges due to high transactional charges, limited 

varieties and limited information on their applications.It is also found from this study 

that efforts were required in different business areas for future growth and expansion. 
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These range from product renovation, distribution channels that included agents, 

widespread publicity and pricing design to help mass market adoption.   

 

4.6 Chapter summary 

This chapter discussed the findings from this study. It started by discussing the 

demographic characteristics of the customers who participated in this study in terms 

of age, their education, locations and sex. It secondly discussed the market situation 

for mobile money services in the study area in terms of product, placement, 

promotions and pricing as the ingredients bringing challenges in the market growth. 

The chapter further provided the challenges facing mobile money services in 

penetrating and expanding the market. It was observed that the challenges are caused 

by lack of capital, remote locations, education and poor information to users, 

infrastructures etc.   Finally, the chapter discussed the possible measures to enhance 

the market growth, which included capital enhancement, infrastructure improvement, 

education and information to customers and agents.  
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CHAPTER FIVE 

CONCLUSION AND RECOMMENDATIONS 

5.1 Overview  

The general objective of this study was to identify challenges facing market 

penetration and expansion for mobile money services in Singida, Tanzania. This 

chapter summarizes and focuses on the key findings; it presents the conclusion of the 

study and provides recommendations. The chapter winds up with suggestions for 

further research.   

 

5.2 Summary of key findings 

This section summarizes the key findings with regard to the specific objectives of 

this study.  

 

5.2.1 Link between existing market condition and market penetration and 

expansion 

From this study it is evident that presence of favorable market condition is the key to 

market penetration, expansion and high rate of usage for mobile money. Perfect 

product, promotion and, fair pricing and best placement of the product or service in 

the market enhances greater market penetration and usage among the providers of the 

mobile money services. Therefore improved mobile/cellular network coverage and 

balanced network of agents as a composite and complete product that can be 

accompanied with promotions and proper pricing might invite more unbanked 

population to start availing the service and use it regularly.   
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5.2.2 Causes of low market penetration, expansion and usage rate 

The customers‟ views show that there are many for reasons to low market 

penetration of any company in this field. These reasons include poor network 

availability, which in turn causes people to be moving from one service provider to 

another, or dropping from theuse of service due to its unavailability.  If agents are not 

available or their availability is unreliable then there is a possibility that the mobile 

money market will not flourish.  

 

Secondly, limited presence of networkit goes hand in hand with other challenges 

hindering perfect usage.The potential risk of fraud, for example causes mass market 

to be worried of keeping theircash balances through the mobile phone as a wallet due 

to potential fraud threats. If no effective risk management is provided, thecompany 

reputation might decline and customers‟ goodwill is lost which in turn may reduce 

company revenue as market share starts shrinking.   

 

Thirdly, limited financial capital at the agents‟ level leads to inability to balancing 

between physical cash and e-money at agents‟ locations is another cause of slow 

market penetration and expansion. Agents are not able and others not willing to 

invest heavily in purchase of float at a low commission/return. Therefore, customers 

were frustrated in moving from agent to another to buy or sell their float.  Therefore, 

many of them were opting to use the other substitute methods of sending money. 

Agents in urban area are faced by stiff competition, while their counter parts in rural 

area are faced with scattered and limited customers requiring mobile money 

transactions. 
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Another factor is high pricing and the double charging structure for both transfer and 

withdrawals, causing people to go back to the informal ways of money transfer due 

to high costs they incur in transferring and withdrawing through mobile money 

services. The cost has been increasing from time to time.On the other hand 

smallervalue money transaction is becoming unviable to send by using mobile 

money as a greater percentage of the amount is charged as transaction cost at both 

sender and receivers‟ ends. 

If continuous training and information to agents and customers is not provided,they 

may not know in detail about any value added services. Therefore, market 

penetration becomes too limited. 

Lastly, limited availability of electricity especially in rural areas, is a bottleneck to 

mobile money users. This is causing users with uncharged phones to be similar to 

those with no phones. Thusit is limiting their mobile money transactions rate and 

also is causing causing delays in any planned transaction.  Those who have no 

mobile phones completely are also non-users. Therefore,thesefactors eliminated them 

from making the use of the service. 

 

5.2.3 Necessary measures in raising mobile money services usage  

There are diverse factors mentioned by the respondents as the measures needed to 

raisecustomers‟ base growth in usage of mobile money services and customer 

retention. Reduction of transaction cost has been pointed out as the main area. 

Availability and stability of network that continuously provide latest technology by 

network operators have been mentioned as an inevitable measure.  
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Interoperability among operators is also another area where strengthening of mobile 

money services can be made in terms of service expansion. Implementing platform, 

agent and customer levels interoperability will allow customers of one network to 

send money to customers of another network permitting the later to have that money 

access for any transaction in his or her mobile moneyaccount without limitation.  At 

the same time, agents of one network should be able to serve customers from another 

network without limit of choosing which services to serve. These three forms of 

interoperability entail mobile money services in one market inter working with each 

other. 

 

Further measures are also required in training, to drive high level agent performance. 

Trainings one of the more powerful tools unavailable due to limited staffs and 

monetary budget. Well trained agents are more likely to drivetransaction volumes for 

the operator, by educating the customers on how the present service and newlyadded 

services work and deliver error free transactions. At the same time they also can 

understand the fraud related risks and be prepared how to protect the customers by 

preventing them. 

 

5.3 Conclusion 

It can be concluded from this study that mobile phone money transfer operating 

companies are facing challenges like very high tax levied by the government and 

limited infrastructure. The agents also faced challenges when operating mobile phone 

money transfer services. These challenges included network failure, technical 

questions from customers which were beyond their capacity, risks of fraud, low 
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capital availability and limited technical support from mobile phone operating 

companies.  

 

The customers are alsofacing difficulties on using mobile phone money transfers. 

Most of them have faced these difficulties and they got support from various persons. 

Further, a substantial number of customers are reluctant to use services other than 

transfer and receive of money services. Therefore,there is need for  training and 

greater awareness  to make them understand the benefits of each and every added 

service in mobile money services. Thus, there is a scope to further penetrate, expand 

and enable regular usage of mobile money in the market.  

 

5.4 Recommendations 

This section elaborates about general recommendations initially. Further, 

recommendations to mobile money service operators and to the government are 

specifically mentioned. The section also discusses about limitations of the study and 

ends with potential areas for future research.  

 

5.4.1 General recommendation 

Strong and positive relationship has been realized between the network coverage 

accompanied by agents‟ availability to the customers for mobile money services 

usage. With regard to this, the study recommends a feasible and efficient network 

expansion in rural areas where most of the Tanzanian population is staying. Financial 

difficulties faced by operators, incumbent and potential customers are among the 

significant reasons for low or non usage of mobile money services. It is therefore 

recommended to all telecommunications stakeholders in Tanzania to identify 
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necessary measures and feasible approaches to be implemented as a strategy to 

strengthen agents‟ capital, network coverage, availability of phones at cheaper prices 

and reliable mobile money service platforms. 

 

5.4.2 Recommendation to the mobile money service providing companies 

Network coverage is scarce in rural areas.This is hindering rural population to benefit 

from telecom services compared to their counterparts in urban areas. The study 

proposes for mobile phone companies to adopt effective network infrastructures in 

rural areas so as to extend network coverage and hence increase rural connectivity. It 

is furtherrecommended that improvements are required for service reliability to 

increase customer trust, by avoiding service failures. 

 

Secondly, prices of services and other costs are currently prohibitive to consumers of 

mobile money services. It is hereby recommended that mobile phone network 

operators bring forward reasonable and affordable prices of services for transactions 

to both the existing and potential customers.  

 

Agents of any service provider should be motivated to work and invest in providing 

the services by receiving alternative benefits. Low interest loans could be provided 

for limited capital problems. Numbers of agents in any locality need to be balanced 

so that they are not too manyor very few in a locality to avoid customer scramble and 

low commission. More agents should be permitted to operate especially in rural areas 

where there is extremely limited banking access, and the customers should be trained 

to be more careful in handling their passwords and other loss risks.  
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5.4.3 Recommendations relevant to the government  

Sustainable electricity supply should be taken into consideration as this service needs 

uninterrupted electricity availability. Reducing solar plant equipment prices by 

lowering or providing exemption on taxes could help.  

 

The government is also advised to reduce or remove taxes on mobile money services 

because this is serving rural unbanked population. Some of respondentswereadvising 

TCRA to ensure mobile phone handsets prices are also reduced to make them 

accessible to every individual in the adult population. 

 

5.5 Limitations of the study 

This study was limited to one region of Tanzania i.e.Singida. Another limitation was 

that it included only three out of four licensed mobile money service providers. 

Findings of the study showed only 30.3% of respondents were from rural areas and 

also only 37.9% of respondents were females. This study acknowledges that, results 

could be more impressive if coverage was extended.  

 

5.6 Areas for the future research 

This study suggests that there is a need to look on how mobile phone operating 

companies can ensure interoperability among them to serve customers rather than 

scramble for few of them. Further interoperability is required to other financial 

institutions. This study can focus on users holding more than one SIM cards, a study 

in this case will help to understand why customers move from one provider to 

another and what can be done to retain them with one service provider.  
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Problem of limited capital in agents‟ outlets is another area that requires a focused 

study, to learn how it can be handled.Through this study, it will be possible to 

understand how agents in rural area can be supported when they need to renew their 

floats or cash money. This may help to satisfy customers and motivate them to use 

the services regularly.A study can be done to measure if the revolution of mobile 

money is a threat or complement to traditional banking. This will analyze what are 

they competing for and what is the interface between them. 
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APPENDICES 

Appendix 1: Questionnaire for mobile money customers 

RESEARCH  QUESTIONNAIRE FOR  MOBILE MONEY  SERVICE  USERS 

Dear  customer, 

I am  Nicholaus chacha, a student  of Master Degree in Business Administration at 

the University  of Dodoma . Currently l am undertaking  my  study  on Challenges  

facing  market  for mobile  money  transfer services penetration  and expansion in 

Singida. This  is a topic  of my dissertation  as requirement  to the completion  of my 

masters‟ degree. 

Dear  customer  of  mobile phone  money transfer service, I request you to kindly 

provide  me with cooperation  so that the purpose of the project can be fulfilled  for 

the common  good. 

The information provided will be used  for academic  purposes  only. Your personal 

information will be kept confidentially and your name will never e revealed  in any 

format  of the study .I request for you cooperation and favor  for completing  this 

study successfully 

PLEASE  ANSWER  ALL QUESTIONS  BY  TICKING  THE APPLICABLE  

ANSWER  OR  AS PER  QUESTION  DIRECTIVES: 

Section  A: Customer  profile  

1. Name 

2. Sex 

A. MALE 

B. FEMALE 

 

3. Please  indicate  you  age  in years: 

4. What is your highest  education  level? 

A. PRIMARY 

B. ORDINARY  LEVEL 

C. ADVANCED  LEVEL 

D. IPLOMA 
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E. DEGREE 

F. OTHERS (SPECIFY  PLEASE) 

5. Whwre  are you  living  ost  of the  time? 

1. URBAN AREAS 

2. RURAL  ARES 

6. Are  you having  access to banking  institutions?Please  elaborate 

 YES 

 NO 

 

SECTIONA  B: UNDERSTANDING MARKET CONDITION 

7. How did  you  first  get  aware  of the mobile  money  service? 

A. FROM  A FRIEND  OR FAMILY  MEMBER 

B. READING  BROCHURES  AND BANNERS 

C. ADVERTISEMENT  FROM  THE  MEDIA 

D. PERSONAL  SALES  AND PROMOTION 

E. SMS  YEEXT  MESSAGES 

F. OTHERS 

8. What mobile  money  service brands are you using  most? Rank  them  from  

1 to 5 according  to your  usage I being  the  highest to 5 the lowest (rank 

those  only that you are using) 

A. AIRTEL  MONEY                (       ) 

B. M-PESA                                  (       ) 

C. EZY-PESA                              (       ) 

D. TIGOPESA                              (       ) 

E. OTHERS                                  (       ) 
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9. What are thepurposes for which use  mobile  money  transfer  services? 

A. TRANSFERRING  MONEY 

B. FECEIVING  MONY 

C. AS  A WALLET 

D. TANESCO  LUKU PURCHASE 

E. PAYMENT FOR DISH  TV 

F. PAYMENT FOR HIGHER EDUCATION  LOAN  BOARD 

G. PAYING  FOR  SERVICES/PURCHASE  OF GOODS  IN SHOPS  

AND COMMERCIAL OUTLETS (PLEASE  SPECIFY ) 

H. PUIRCHASE  OF  AIRTIME 

I. BALANCE  REQUEST 

J. OTHERS 

10. When you  make  mobile  money  transaction, are the procedures simple? 

A. YES 

B. NO 

11. Are you finding it easy to understand the interface when you make mobile  

monay  service transaction? 

A. YES 

B. NO 

12. If your answer to the above question  is NO, please elaborate 

13. Is there any problem associated with network connectivity that  affects  

mobile  money service provision  in your locality? 

A. YES 

B. NO 
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14. To what extent  your  choice of the service provider for  the mobile money 

transfer services is influenced  by the problem of network  connectivity? 

C. LARGE EXTENT 

D. MARGINAL 

E. INSIGNIFICANT 

15. If your answer  is YES  In 13, please  rank the service  providers  whose 

mobile  money seevice  are  not preferred due to network connectivity  

problems  in your locality?(1=need  to improve 2=value, 3=good, 4very 

good, 5=outstanding ) 

A. AIRTEL  MONEY                (       ) 

B. M-PESA                                 (       ) 

C. EZY-PESA                             (       ) 

D. TIGOPESA                            (       ) 

E. OTHERS                                 (       ) 

16. In case  of problems  on mobile  money transfer, whom  do  you consult  for 

help? 

A. WAKALA 

B. FRIENDS 

C. COMPANY  CUSTOMER  CARE  CENTER 

D. POLICE 

E. OTHERS (PLEASE SPECIFY ) 

17. If you ever  called  customer  care  center, how  do your satisfaction  on call 

center  performance 

A. HIGHLY  SATISFIED 

B. SATISFIED 

C. NO OPINION 

D. DISSATISFIED 
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E. HIGHLY  DISSATISFIED 

18. If  you are dissatisfied/highly dissatisfied, please elaborate  the reasons 

 

19. Which  among  the  following  mobile  money  service  providers  have  

greater  number  of agents  that  allow  making  transactions for  cash  deposit  

or  withdrawing  at  point  in time  in your location? 

A. AIRTEL  MONEY 

B. M-PESA 

C. EZY –PESA 

D. TIGOPESA 

E. OTHERS 

 

20. What is the distance  you travel to reach  the nearest  wakala  from your home  

or  workplace? 

 

21. Do  you incur  any  expense such  as transport  as transport  cost  to reach  the 

wakala? 

A. YES 

B. NO 

22. Are  the agents  in your location  having  enough  capital  to satisfy majority 

of customer  in terms  of  cash  flow or float  as you  have experienced?   

A. YES 

B. NO 
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23. Rank the following  companies  from  1 to 5 in terms  of charges comparison  

for  the following services? I being  the lowest  charges  to 5 the highest  

charges (write  0 for free services ) 

Services TIGO 

PESA 

MPESA AIRTEL 

MONEY 

EZY 

PESA 

OTHERS 

Depositing 
     

Withdrawing      

Transferring      

Payment  of utility bills      

Balance request      

Airtime  purchase      

Luku payment      

Dish  TV      

Changing PIN code      

 

24. What  are  the  others  utilities  that  require  transactional  charges (please 

tick  all with charges ) 

A. TANESCO LUKU  PURCHASE 

B. PAYMENT  FOR  DISH  TV 

C. PAYMENT  FOR  HIGHER  EDUCATION  LOAN BOARD 

D. PAYING FOR  SERVICES/PURCHASE  OF  GOODS  IN SHOPS  

AND  COMMERCIAL  OUTLETS (PLEASE  SPECIFY ) 

E. PURCHASE  OF  AIRTIME 

F. BALANCE  REQUEST 

G. OTHERS (PLEASE  SPECIFY) 
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25. Has  the usage of  mobile  money service  benefited  you  in general? 

A. YES 

B. NO 

26. In terms of  publicity which  mobile money transfer brand do you consider 

more popular  than others? 

A. TIGO PESA 

B. AIRTEL  MONEY 

C. MPESA 

D. EZYPESA 

E. OTHERS (PLEASE MENTION) 

 

SECTION  C: BENEFITS EXLORED AND USAGE PATTERN 

27. Has the mobile money transfer brought advantages in you every life? 

A. YES 

B. NO 

 

28. Please indicate the advantages  of using mobile money transfer according to 

their importance as compared to formal  banking systems (make a tick mark 

if it is applicable ) 

A. ELIMINA  MANUAL  PAPER  WORKS                                  (     ) 

B. REDUCING  WAITING  QUEUES                                           (     ) 

C. INCREASED TRANSACTION SPEED                                     (     ) 

D. LOWERING TRANSACTION  COSTS                                     (     ) 

E. TRANSACTIONS  CAN  BE DONE  ANYWHERE                 (     ) 

F. POSSIBLE  TO  MAKE  TRANSACTIONS  ANYTIME        (      ) 

G. SAVES  TIME                                                                           (      ) 
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H. OMITS  BUREAAUCRATIC  METHODS                              (      ) 

 

29. How would you rate  each  of  below as a beneficial  transaction, that you 

prefer to make using mobile money transfer service ( please  rate ) 

No use =1:low use =2;moderate  usage =3 and highly used =4 

 Services  

A Withdrawals  

B Sending  money  for supporting  immediate  family  

C Sending for  supporting extended  family and friends  

D Store/save money for later use (as a wallet)  

E Airtime  purchase  

F Pay utility bills (please  specify)  

G Payment of goods  and service  

H other  

 

 

30. In case  you are  using  service  of multiple  service providers, please indicate  

which  of the companies are preferred for  the following  services 

 Services Name of the 

company 

A Withdrawals  

B Sending  money  for supporting  immediate  family  

C Sending for  supporting extended  family and friends  

D Store/save money for later use (as a wallet)  

E Airtime  purchase  

F Pay utility bills (please  specify)  

G Payment of goods  and service  

H other  
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31. What is your frequency of the following transactions  using  mobile money  

services  in a month? 

 Services Average  number  

of times  in a 

month 

A Withdrawals  

B Sending  money  for supporting  immediate  family  

C Sending for  supporting extended  family and friends  

D Store/save money for later use (as a wallet)  

E Airtime  purchase  

F Pay utility bills (please  specify)  

G Payment of goods  and service  

H other  

 

 

 

SECTION D: CHALLENGES FOR MOBILE  MONEY  MARKET  

PENETRATION  AND  

EXPANSION 

32. The  following  could  probably  be the reasons for some other people  not 

using mobile money service  regularly  or never use at all especially  when 

they want to make transaction. Please  use the following rating from 1 to 5 to 

indicate  your opinion 

Strongly Disagree = 1,Disagree =2, Not Sure =3, Agree =4,Strongly Agree 

=5. 

 Challenges  for mobile money  transfer services Opinion 

i Do not own mobile  phone  

ii No mobile money agents in the nearby locality  

iii The service providers network connectivity  is very poor  

iv The cost of using mobile money services is expensive  

v The services availability are not reliable  

vi Safety issue is a problem and worrying  due to fraud  

vii I find understanding the procedures  difficult  

viii Difficulty in under standing  the language  

ix There  are very few agents  in the locality  
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x Agents nearby  do not have enough capital to satisfy 

majority of customers demand 

 

xi Remembering my PIN code is very difficult  

xii Personal Identity request during  cash –withdrawal  is a 

disturbance 

 

xiii The agents  are not trustworthy  

 

33. Did you ever move  from  one service provide to anther  for mobile money  

services  transactions? 

A. YES 

B. NO 

34. If YES is the answer to the above questions, please elaborate  the reasons 

 

35. Are there  limitation/shortcomings you observed in mobile  money  services? 

A. YES 

B. NO 

 

36. If YES what  are the limitations  or shortcomings? 

 

SECTION  E: MARKET  EXAPANSION  AND  FUTURE GROWTH 

37. If efforts are put on to increase  the number  of value added services in 

mobile money operations, will it convince more people to use the service 

regularly  in future? 

A. YES 

B. NO 

38. Should more effort be put in future to enhance mobile money market growth  

in urban areas? 

A. YES  

B. NO 
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39. Is there  a scope to increase  the market penetration in unreached rural areas? 

A. YES 

B. NO 

40. Please  rate the degree  of effort that are required  in future  to increase  usage  

and attract  more new customer (1 as highest to for lowest ) 

              FEATURE RURAL URBAN 

A Improved  network  coverage   

B Increased agents availability   

C Improve  cash –in and out balance at the agent 

outlets 

  

D Branding efforts   

 Making  widespread publicity   

E Increase in the mobile money service varieties   

F Lowering transaction  charges   

G Enhancing availability of electric power   

H Increase security against fraud and cheating   

I Information to end user and training   

J Improving customer care service centers   

K Others (Please specify   

 

41. Do you think interconnection transaction  services between various  

companies providing mobile money services  should  be reviewed? 

A. YES   

B. NO 

42. Can lowering of transaction changes in future influence your mobile money 

usage behavior  by increasing transaction volume fo the mobile money 

services? 

A. YES 

B. NO 
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43. Would  like interconnection of mobile money services to commercial  bank 

accounts? 

A. YES 

B. NO 

C. No opinion 

44. Are the current mobile money transfer services fulfilling your requirement? If 

NO please elaborate  

A. YES 

B. NO 

45. What can be done to make people adapt and use mobile money services 

regularly? 

 

46. Do  you  wish to make any other comment  n the mobile money services? 

 

 

THANKS  FOR YOUR CORPARATION 
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Appendix 2: Interview guide for agents 

 

INTERVIEW  GUIDE FOR AGENTS 

I am  Nicholaus Chacha, A  student  of Master Degree in Business Administration at 

the University  of Dodoma . Currently l am undertaking  my  study  on Challenges  

facing  market  for mobile  money  transfer services penetration  and expansion in 

Singida. This  is a study topic  of my dissertation  as requirement  to the completion  

of my masters‟ degree. 

Dear Agent of mobile phone money transfer service, I request you to kindly provide  

me with cooperation  so that the purpose of the project can be fulfilled   

The information provided will be used for academic purposes only. Your personal 

information will be kept confidentially and your name will never e revealed in any 

format of the study .I request for you cooperation and favor  for completing  this 

study successfully 

Section A: Agent profile 

1. Mobile  money  service (s)you  work for 1……………….. 2…………… 

2. Your location (Urban/rural ………………………………………………. 

3. Business/store out name: 

4. Please indicate  your period of agency 

a) Less than  6 months 

b) Between  6 months and 1 year 

c) Between 1 year  and 2 years 

d) Greater  than 3 years 

e) Since the beginning of the mobile money service of this 

company ………… years ago 
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5. Please what is you regular commission category per month „000‟ Tsh. 

(tick one ) 

a) Less  50 

b) 50 to 100 

c) 100 to 200 

d) 200  to 500 

e) 500 to 1000 

f) Above 1000 

6. How do  you value you commission? 

A. DISAPPOINTING 

B. MODERATE 

C. PROMISING 

Section B:Market condition 

7. How do you characterize  your shop/store location (please tick one ) 

a) In a dispersed  population 

b) Deep densely populated center 

 

8. How do your locality affecting your transaction rate  

a) Dispersed population  then limited  to few transactions  per day 

b) Dispersed population the limited to mostly cash out transactions 

c) Deep densely but transaction volume affected by competition 

(many other agents) 

d) Good transactions  volume  rate as expected  from this  area 

 

9. What  is the range of customer transaction  per  day are you performing? 
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10. How do you consider your mobile service provider publicity 

a) None  popular 

b) Growing  in customer  awareness 

c) Moderate 

d) Very popular  and most referred  by customer 

 

11. Are you under an aggregator (master agent ) 

 Yes 

 No 

12.  .  If your answer in 11 above is yes how would you talk about their 

support and presence 

 

SECTION  C. AGENCY CHALLENGES 

Are you affected  by the following  problems 

13. Network  failuter  or congestion 

A. YES, MANY  TIMES 

B. YES BUT FEW TIMES 

C. NO. 

14. Which of the following crimes have affected  your business mostly (if any 

please list them starting from highly affecting): 

a) Fraud  (yes/no ………………………………………. 

b) Fake money (yes/no ) ……………………………… 

c) Store robbery (yes/no ) ……………………………. 

d) Any other  cheating (yes/no),if yes please mention …………………. 

 

15. Low profit earning. 

a). Yes low profit due  to few transactions 

    b). Yes low profit  due to little commission per transaction 

    c). Yes low profit as a result of both few transaction and little  

         commission paid per transaction 
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d) It is a reasonable  profit  as I make sufficient transactions 

 

16. Competition  in your locality. 

a. Yes, Too  many  agents scrambling  for  same customers 

b. No remarked competition from other  agents 

c. Moderate  number  of  other  agents 

 

17. Errors  in use  of services 

   a).Errors  in typing numbers therefore transactions going to wrong  

       recipient (many/few/none ………………) 

b)Errors due network therefore hanging transactions (none /low/severe) 

 

18. Difficulties  maintaining  liquidity management with cash/ float (Yes/No) 

a) Cash/ float balancing  problems ……………………………. 

b) Transport  cost to depositing cash  for float renew ……………… 

c) Time for travelling  to bank ……………………………………… 

d) Low capital problems ……………………………………………. 

 

19. Have you ever paid any kind of bribe to get help or any kind of service 

associated to your agency. Yes/No ………………………………………. 

 

20. If yes, any comment about it  

 

21. Do you  have any comment  would you like to make for the end user 

customers 

 

22. Any other comment (s) for the mobile money service provider (s) 
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Appendix 3: Interview Guide for providers representatives 

INTERVIEW GUIDE FOR COMPANY’S TERRITORY 

 REPRESENTATIVE / MANAGERS 

I am  Nicholaus chacha, A  student  of Master Degree in Business Administration at 

the University  of Dodoma . Currently l am undertaking  my  study  on Challenges  

facing  market  for mobile  money  transfer services penetration  and expansion in 

Singida. This  is a study topic  of my dissertation  as requirement  to the completion  

of my masters‟ degree. 

Dear area representative/Manager  of mobile service providing company, Irequest 

you to kindly provide me with cooperation in this short interview  so that  I can 

reveal more and detailed information about this  study. 

 

The information provided will be used for academic purposes only. 

Mobile Money service  name ……………………………………………………….. 

Name  and/or position of area Representative/Manager ……………………………… 

1. How have four P‟s ie Placement, pricing, promotion  and promotion and 

(Mobile money service) of marketing mix strategies  helped your company 

mobile money  business it extent  of grow 

 

2. What is the trend of growth of your companies‟ mobile money in terms of 

customer number, transaction volume and services varieties. 

 

3. What are the challenges your services growth and customer usage in general? 

 

4. How do your company prepared to ensure future growth in terms of reaching 

remote unreached population and reached none regular users, so that your 

company and the industry  success in maintained and maximized 

 

 


