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ABSTRACT 

The aim of the study was to investigate the challenges which face the adoption of 

Mobile Banking services (MBs) that cause customers of NMB Bank not interested to 

use this service as expected. The result of this study will assist NMB Bank in 

managing and improving the services which mobile banking provide and optimize 

the usage of service to customers and the society at large.  The study identifies the 

factors which could lead to improve the usability of services to customers. 

Quantitative and qualitative data were collected through questionnaire, interview and 

observation to analyze different conditions that customers face during the use of 

MBs.  

The study findings showed a number of factors which contributed to the challenges 

that caused customers not to use MBs. These included security, the ways in which 

the Bank uses to advertise the service, cost of the service, and awareness of 

customers to use the service. 

Fluctuation of network availability on some areas of towns and villages of Pemba 

Island are not desirable; especially when a customer has to get access to the service. 

Also, missing of Bank‟s branch in most Districts of Pemba made customers not to 

report the shortage in appropriate time. On the nature of any MBs usage, it was 

discovered that, about 79% of respondent customers of NMB Bank said it simplified 

their lives, saved time and cost, but 22% among those that were not using the MBs 

were planning to start using the service soon while 21% were not yet interested with 

the services. The study recommended that, in order to improve the use of MBs, NMB 

Bank should use ICT to increase security, advertise the service, solve network 

problem and make customers aware with new Bank‟s services that are established. 
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CHAPTER ONE 

BACKGROUND INFORMATION TO THE STUDY 

 

1.0 Introduction 

This chapter is about background information of the study, problem statement of the 

study together with general and specific objectives also the chapter includes research 

questions, significance of the research, scope of the study, and Organization of the 

study. 

 

1.1 Background to the Problem 

According to Okoegwale (2008) Mobile Banking refers to provision of banking and 

financial services with the help of mobile telecommunication devices. The scope of 

the services offered may include facilities to conduct bank and stock market 

transactions, to administer accounts and to access customized information. Petrova 

and Yu, (2010) argue that:  

“Mobile banking may be viewed as a subset of electronic 
banking with users connecting to their Bank via a mobile 

device such as a mobile phone. Mobile banking transactions 

may include operations such as account balance checking, 

fund transfer, paying for goods and other services 

predominantly by data transactions.”   
 

Mobile Banking provides customers the flexibility to conduct their financial 

transaction 24 hours a day through Short Messaging Service (SMS) or Wireless 

Access Protocol (WAP) (Crabbe, Standing and Standing, 2009). 

 

The banking sector has regularly undergone changes in technology, customer 

preferences, competition, regulatory requirements, changing demographics and 

social trends (Giannakoudi, 1999; Byers and Lederer, 2001). Banking services and 
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operations have undergone a paradigm shift especially in the past decade. The 

changes have been catalyzed by technology advancements, global commerce, and 

customer demands as important factors. As a result, banking services have developed 

faster to implement new delivery means which adapt to the changing commercial 

landscape. In order to meet customer expectations, Banks compete with each other to 

new and innovative services to ensure a competitive edge (Shi and Lee, 2008). The 

evolutionary changes have significantly impacted on the corresponding strategies 

that the Banks have adopted as a consequence. Mobile banking (MB) is one of the 

new evolutions and should face different problems such as security, operation cost 

and sometimes customers may not accept the new technology. 

 

In Tanzania, different Banks had established several services in order to fulfill the 

need of their customers. These services will simplify the customer‟s life and 

minimize wastage of time for getting money from their accounts.  

 

1.1.1 Evolution and Adoption of Technology in Banking 

The use of technology in the banking sector is by no means avoidable today. Use of 

Information Technology and computerization in Banks since the end of 1960s and 

early of 70s has enhanced efficiency and reduced staffing needs (Humphrey et al, 

2000). The functions were mostly restricted to withdrawals, deposits, balancing and 

other internal operations. This resulted in a very obvious positive impact on the case 

of customer banking while lowering operating costs. These were described by 

Humphrey, et al. (2000) as the internal technological wave. This has led to an 

external technological wave in the subsequent decades. It involves the reduction in 

the face-to-face interactions and exploits the use of the rapidly proliferating 

electronic delivery means. The use of ATMs, Internet banking, wire transfers and 
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credit cards have shrunk the conventional wallet. According to Gerdes and Walton 

(2002) the value of paper checks transacted in USA fell from $49 billion in 1995 to 

$42 billion in 2002. These rapid changes brought with the predictable security issues 

manifesting in the form of scams and resulting in consumer concerns. The major 

challenge today which accompanies the embracement of technology by financial 

institutions is the need for matching security and regulatory processes.  

 

1.1.2 SMS Based Mobile Banking  

SMS based mobile banking is performed by the user (customer) when dialing certain 

numbers depending on what Bank and what telecom companies is using. For 

example in Postal Bank the user should dial *150*21# then, the number of options 

will appear where the user can select an appropriate application. In completing any 

transaction the user must provide a PIN that will be identified by the Bank server. 

After transaction the customer will receive a message about the activities that has 

been done in the account. 

 

SMS based mobile banking is a convenient and easy way for accessing Bank but 

there are end-to-end security problems. These problems exist in SMS, GPRS 

protocols and security issues for transaction of money. Today, most Banks in the 

world offer SMS based MB. If we take any MBs, we can realize that customers also 

interact with databases, files and important records through mobile phone.  

 

Currently, South Africa, Bangladesh and some other countries are also doing SMS 

based mobile banking (MB). In South Africa the Standard Bank uses WIG (Wireless 

Internet Gateway) and Financial National Bank (FNB) uses SMS based approach for 

MB. In this scenario, the user sends PIN number to the Bank‟s server and then the 
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server is ready for accepting the requests. This approach is not fully secure because 

the data is transmitted and the network operator has full access to the data.  

 

In Sri Lanka, MB through SMS is gaining more popularity and the reason is that the 

cost of SMS is very low (2 Sri Lankan Rupees per SMS which is equal to 0.02 USD). 

Research is ongoing to secure the SMS banking process.  

 

In developing countries like Bangladesh SMS banking is gaining popularity because 

of low cost and low bandwidth requirement. The main advantages of SMS are the 

simplicity and easiness to use. Due to plain text property, SMS is not suitable for 

authentication. So lacking of privacy, integrity and security are the main issues 

involved in SMS banking.  

 

SMS banking is useful for small consumers and for small merchants. SMS banking is 

also useful for travelers because customers can buy ticket for buses and trains easily 

and in urgent situations without going to respective stations. 

 

SMS is the only main medium through which Banks in Tanzania prefer to do MBs. 

Saving time and convenience are two most frequent reasons given for using SMS 

mobile banking (Venkatesh at el., 2003).  

 

Verising (2009) conducted a survey whereby 52% of participants responded with text 

messaging.  Although many leading Banks in other countries like New Zealand have 

come up with iPhone apps (e.g. ANZ Go Money) that support MB, these applications 

are restricted to users who have a high-end phone. In New Zealand, 16% users have 
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smart
1
 phones while 6% have high-end phones

2
 like Android and iPhone (Verisign 

mobile banking survey, 2009).  

 

The survey shows a higher percentage of smart phone owner‟s use MB as compared 

to basic cell phone users. Smart phones are characterized by sophisticated data 

applications and internet usability, making it more popular device for mobile banking 

adoption. This also point towards the reliance of data rather than voice in MB usage. 

 

1.1.3 Electronic Banking in Tanzania 

Electronic banking in Tanzania was started around 1999 when CRDB Bank installed 

the first Automatic Teller Machine (ATM) in Tanzania. Later on the service was also 

adapted by other banks like NMB, TPB, NBC, Barclays and others. 

 

Due to the gradual improvement and increase in Internet connectivity, online 

networks and protocols, important infrastructure and different platforms of online 

data communication have been strengthened. In 2009 NMB Bank was the first Bank 

in Tanzania to introduce Mobile Banking service (MBs). Where by customers use 

mobile phones to access their bank account through their SIM card registered to 

Vodacom and later on Tigo, Airtel and Zantel which have been connected to 

customers‟ accounts.  Other Banks that have introduced MB in Tanzania include 

CRDB Bank, Exim Bank, Postal Bank, Diamond Trust Bank etc, and the telecom 

companies that deal with most of these Banks are Vodacom, Airtel and Tigo. 

 

                                                           
1
 Smart phone (blackberry- does voice, text, internet enabled and additional apps) 

2
 High-end phone (Apple iPhone, Google GPhone- internet enabled, multiple browsers) 
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1.1.4 NMB Bank and Adoption of Mobile Banking in Tanzania  

National Microfinance Bank PCL (NMB) is one of the largest commercial Banks in 

Tanzania, providing banking services to individuals, small to medium sized 

corporate clients, as well as large businesses. It was established under the National 

Microfinance Bank Limited Incorporation Act of 1997, following the break-up of the 

old National Bank of Commerce, by an Act of Parliament. Three new entities were 

created at that time, namely: (a) NBC Holdings Limited (b) National Bank of 

Commerce (1997) Limited and (c) National Microfinance Bank Limited. Initially 

NMB could only provide payment services as well as offer savings accounts, with 

limited lending capabilities, before becoming a fully-fledged universal retail Bank. 

 

According to NMB annual report (2011) the Bank continued building its alternative 

channels of MB, cards and ATM's. The number of active users of its MB channel 

increased in 2011 to 552,000, which is 38% compared with the previous year, but 

still short of a much higher potential. This potential is being targeted through product 

extensions such as providing a wider menu of bill payment and "prepaid" 

beneficiaries, including the likes of DAWASCO (water utility), DSTV (satellite TV) 

and Tanzania Revenue Authority which were added in the course of 2011. NMB also 

launched its "Pesa Fasta" solution, allowing Bank customers to remit funds to non-

account holders, by giving them access to any NMB ATM without the need for an 

ATM card. The Bank's remittance business is seeing increased competition from 

mobile network operators, whose business model is not subject to the same 

constraints (such as Know Your Customer-KYC requirements, or physical 

infrastructure for cash-over-the-counter requirements applicable to commercial 

banks). NMB network of ATM's grew to 450 machines, installed both on-site (at 
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branch locations) and offsite (remote locations). It is estimated that some 40% of all 

ATM's in Tanzania belong to NMB, while its card base is at 1.3 million, estimated to 

be the biggest card base in the country. 

 

1.2 Problem Statement 

The number of people using internet through mobile phones is 219 million across the 

world while 1.5 billion users use mobile phones, which is three times more than the 

number of people using personal computers (PCs) (Forrester, 2005). Saving time and 

convenience are the two most frequent reasons given for using MB (Venkatesh et al, 

2003).  Banks around the world are heavily using internet banking and MBs. In most 

developed countries to use internet Banking or MBs you need to have Smart phone 

or High-end phone but in developing countries, they are using SMS based MB.   

Although, the services offer significant opportunities such as buying travelling 

tickets, paying bills and insurances etc, but most customers are not using these 

services. 

 

In Tanzania, more than 59.2% of Tanzanians at least own a mobile phone (census 

2012). This number is big and is ever-increasing day after day. Also, the number of 

customers in Tanzania that have mobile phone and are Bank customers has 

increased. Surprising enough according to NMB in its annual report (2011) the 

number of customers that use MB is small. Different Banks in Tanzania had 

established several services in order to fulfill the need of their customers. These 

services will simplify the customer‟s life and minimize wastage of time for getting 

money from their accounts. The services that have been established are ATMs for 

each Bank branch, Mobile Banking and even Umoja ATMs in which different Banks 

are united to have common ATMs. Upon all these efforts of the Banks, it seems that 
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customers are not using properly the MBs. There might be some challenges which 

prevent customers not to use MBs. This study therefore is aimed at investigating 

challenges that hinder or slow down MBs by considering the financial institution 

perspective to their customers in terms of the service‟s offered as well as the 

problems that are facing this service.  

 

1.3 Objective of the Study  

Generally the objective of this study is to determine the challenges facing adoption of 

Mobile Banking (MB) in Tanzania from customer‟s perspective. In order to meet this 

objective, the study aims at fulfilling the following specific objectives: 

i. To identify the challenges that NMB Bank face in the system and to 

the customers when adopting mobile banking from customer‟s 

perspective.  

ii. To determine the reasons those make customers not interested to use 

NMB MBs.   

 

1.4 Research Questions 

The study intended to seek answers to the following research questions: 

i. What are the challenges that NMB Bank face in the system and to the 

customers when adopting mobile banking from customer‟s perspective? 

ii. Why are some NMB customers not interested in MBs?  

 

1.5 Significance of the Research  

This study will be of special interest and value to the banking sector and other 

commercial sectors linked to banking. The findings and recommendations to Banks 

will help them to analyze and restructure their strategies to attract customers. The 
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banking   industry can attract potential customers towards MB by taking into account 

the factors influencing user preferences.  The business owners can use the study to 

educate themselves on many avenues and platforms that MB affords them. The 

mobile phone companies can use to improve or expand their services in a way that is 

geared to economic empowerment. Researchers and allied industries may use the 

results by analyzing the behavior and resistance patterns of customers leading to 

innovations of appropriate design (good design of phones and systems). 

 

1.6 Scope of the Study 

This study was confined to only one Bank branch at Pemba, namely NMB Bank 

Chake-Chake Pemba, the reason for choosing this branch is that, it is the only Bank 

that has implemented MB in Pemba and has many customers.  

 

1.7 Organizations of the Dissertation 

Chapter one outlines introduction, background to the problem, statement of the 

problem, objectives of the study and research questions. It has presented the 

significance and its scope in the Tanzania context as a whole.   

 

Chapter two discusses the general overviews of the adoption of Mobile Banking 

services. This was done through literature review by acknowledging the views of 

other scholars‟. Chapter three explores the methodology; different tools were used to 

collect data. Chapter four presents and analyses the results obtained from the study. 

Chapter five concludes the dissertation and gives some suggestions and 

recommendations for the future related work. 
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CHAPTER TWO 

LITERATURE REVIEW 

 

2.0 Introduction 

This chapter consists of overview about adoption of Mobile Banking and factors that 

can affect the establishment of MBs in different countries.  Also, this chapter 

describes the terms used, concepts, meaning as well as justifying the objectives of the 

study through assessment of different ideas from various authors and the gap behind 

is what forced the researcher to conduct this study. 

 

2.1 Fundamentals of Mobile Banking 

Internet banking has been one of the most successful electronic commerce 

applications in the past decade. It is almost inconceivable for any contemporary Bank 

to ignore the essence of e-banking and survive commercially. In the US, MB usage 

has increased from 14.9% in 2001 to 40.5% in 2005. 30-40% European households 

were using Internet banking actively (through mobile device) by 2007 (Graumann 

and Koehne, 2008). 

 

The potential of MB use is even more than what has been achieved by Internet 

banking. It allows anytime, anywhere (within the network coverage) banking with all 

the inherent advantages (Kreyer et al, 2002; Pousttchi and Schurig, 2004). The high 

penetration of mobile phones across the strata of society makes it as a natural tool for 

taking e-commerce to its next level. It is more than likely that Internet banking and 

MB would exist as allies rather than competitors for each other. The earliest MBs 

were offered via SMS with the introduction of the first primitive smart phones with 

Wireless Access Protocol (WAP) support enabling the use of the mobile web. In 
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1999, European Banks started to offer MB on this platform to their customers. MB 

until 2010 often been performed via SMS or the Mobile Web.  

 

The MBs operates in such a way that a specific sequence of SMS messages will 

enable the system to verify if the client has sufficient funds in the wallet and 

authorize a deposit or withdrawal transaction at the agent. Also, when depositing 

money, the merchant receives cash and the system credits the client's bank account or 

mobile wallet. In the same way the client can also withdraw money at the merchant, 

through exchanging SMS to provide authorization, the merchant hands the client 

cash and debits the merchant's account. 

 

2.2 The Use of ICT as a Technology and an Opportunity to Mobile Banking 

According to Gatautis (2008) the role of information and communication 

technologies (ICT) has been growing in the social and economic spheres of life. The 

use of ICT by organizations and enterprises in improving work processes is one of 

the most important opportunities for the application of ICT (Ibid, 2008). So, this 

presents an option for the growth of MBs in a defined area. Mobile phone is a form 

of telecommunication that has penetrated into the country (Zainudeen, 2006). 

According to Porteous (2006), the rapid spread of mobile phones means that the 

number of users may already exceed the number of banked people in many low 

income countries. 

If this is the scenario in Tanzania, then the opportunities for the expansion of MBs 

are great. The adoption theories assume that use of internet banking precedes the 

adoption of the mobile phone in banking. However Suoranta (2003) finds that some 

MB customers omit internet adoption when adopting the mobile phone for banking 

actions. 



12 

 

 2.3 Understanding Mobile Banking and Related Terms 

Karjaluoto et al. (2003) define four primary banking channels that exist today; 

counter services, telebanking, online banking, and mobile banking and counter 

services. There are various definitions and meanings associated with the term mobile 

banking (MB), online banking, telebanking, mobile payments and m-commerce. 

These terms are at times related and often overlap in context. MB provides customers 

the flexibility to conduct their financial transaction 24 hours a day through Short 

Messaging Service (SMS) or Wireless Access Protocol (WAP) (Crabbe et al, 2009). 

However, the definition of MB has been changing dramatically with the introduction 

of technology. Till recent times, MB was performed mostly using SMS. This has 

changed and today the term encompasses the use of a regular Internet browser and 

also specially designed mobile applications to perform the banking functionalities. 

MB is distinct from online banking because of features such as the availability of 

alert features through SMS, convenience to use almost anywhere and anytime and 

unique wireless security implications (Van Rensburg, 2007). The MB format is 

designed a bit different to online banking, being simple and easy to use on a mobile 

device (Macarthur credit union, 2010). About ninety percent of the world‟s 

population today lives in areas of mobile phone coverage (Kenny and keremane, 

2007). A big advantage of MB is its accessibility to a large segment of the world 

population which would have wireless connectivity but on Internet access.  

 

Faia-Correia et al, (1999) define Telebanking as conduct of specified banking 

operations in which computer-utilizing agents receive inbound or make outbound 

telephone calls. Telebanking depends mostly on personal voice interaction for the 

conduct of banking operations. In strict terms MB is distinct from telebanking. MB 
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can be categorized as a data „push or pull‟ service. For example, a payment alert can 

be pushed into a mobile device or a transaction report can be pulled out from a Bank 

server (Dasgupta, 2011). Mobile payment is another term which confusing with MB. 

Mobile payment is a payment conducted using a securely generated token to a Point 

of Sale (POS) terminal (Dewan and Chen, 2005). Mobile payments are linked to an 

individual‟s bank account and function similar to a credit card. M-commerce 

involves the use of mobile devices to conduct financial or promotional commercial 

transactions. MB can be considered as an extension to m-commerce. Other examples 

of m-commerce include commercial purchases, mobile stock trading and mobile 

ticketing (Nah et al., 2005). However, the rapidly changing technical landscape is 

blurring the boundaries between the terms related to MB, which could lead to 

redefinitions in the future. 

 

2.4 Mobile Banking Environment 

SMS is one of the main medium through which people in New Zealand prefer to do 

mobile banking (Petrova and Yu, 2010). Saving time and conveniences are the two 

most frequent reasons given for using SMS mobile banking (Venkatesh et al, 2003). 

VeriSign conducted a survey whereby they asked participants the most important 

feature of their cell phone, 52% of participants responded with text messaging 

(VeriSign mobile banking survey, 2009). A significant number of mobile phone 

users have already adopted MB. Nearly 21 percent of mobile phone users in the 

survey report that they used MB in the past 12 months. Moreover, among those 

consumers who do not currently use MB, 11 percent report that they will “definitely” 

or “probably” use it in the next 12 months. An additional 17 percent of those who 

report that they are unlikely to use MB in the next 12 months report that they will 
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“definitely” or “probably” adopt MB at some point. Adding all these respondents 

together would imply peak adoption of 42 percent of all mobile phone owners. As 

Smartphone users are more likely to adopt MB than non-Smartphone users, 

increasing Smartphone adoption should further fuel MB adoption.  

 

NMB and other Banks in Tanzania also use SMS as the way to communicate in MB.  

 

2.5 Factors Affecting the Adoption of MB 

The characteristics of mobile technology force some requirements needed to support 

MB propagation. However, there are some difficulties that prevent mobile phone 

users to use the technology to its optimal level. These include, but not limited to; 

 

2.5.1 Technology Issues 

The various devices available need to support MB applications effectively and 

faultlessly. The hardware architecture and operating systems on the mobile devices 

should be able to support the applications. The current systems have their failings 

while supporting different applications and interfacing on different communication 

networks (Luarn, 2005). So, data transmission needs to be compressed in order to 

minimize costs. 

 

2.5.2 User-Interface Issues 

There ought to be an ability to personalize the display, appeal to the likes of different 

users. Drill down facility should be in place for details requirement in case the user 

wishes to obtain more information for a transaction, the design should allow them to 

drill into the details (Pedersen et al., 2002). Mobile phone devices lend themselves 

well to allow the user to get timely alerts and this feature needs to be sensibly used to 

add value for the customers. The users have got used to widespread features in 
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electronic banking (Dholakia and Dholakia, 2002). They must not be handicapped to 

get similar features through MB; any design constraint which inhibits the features 

will obstruct widespread usage. 

 

2.5.3 Security Issues  

One of the most important factors that a user considers before opting for a 

technology is security (Wang et al., 2006). Banking is the most important aspect of 

anyone‟s life and probable loss of money could hamper experience with the 

institution. 

 

Mobile technology is potentially more vulnerable to interception as it is propagated 

through wireless mode. However, some studies show that using mobile phone in 

banking is trustworthy (Mattila, 2002). Some researchers saw that risk is a perception 

of consumer, not characteristic of a product (Fain and Roberts, 1997). As we know 

that risk or security can change mind of a consumer either to use technology or not to 

use it, if more risk identified in the system. Due to the research conducted by Wang 

et al, (2006) it was identified that a major concern in adoption of MB is that the 

individuals may worry about security issues such as data transmitted and resultant 

output. Other things are loss of connecting risk (Kuisma et al, 2007) and the mistakes 

made due to the performance of the system (Laukkanen and Lauronen, 2005). There 

is a need to have strong encryption techniques used to ensure security of sensitive 

data and functionalities of MB. Security controls need to be built into the application 

functions to disallow illegal and fraudulent usage. Security should be foolproof but 

efficient. It should not break on the time taken for authorizations as it would make 

usage more costly and prohibitive (Laukkanen and lauronen, 2005). 
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Researchers argue that security is not the only major concern that restricts customers 

from accessing their MBs (Soroor, 2005). Other barriers include mobility, 

personalization, localization and reachability (Souronta, 2003).  

 

2.5.4 Usability Issues 

Ellen et al, (1991) and Compeau, and Huff (1999) have examined the aspect of 

resistance of users to accept innovations and changes as an important issue to be 

considered by the innovators. Ram and Sheth (1989) have identified the factors 

impeding the acceptance of mobile technology as consumer resistance to innovation 

which depends on function barriers and psychological barriers. Function barriers 

depends on usage barriers and value barriers, and psychological barriers depends on 

traditional barriers and image barriers.  

 

A major limitation to usability of mobile devices has been the inconvenience in 

inputting data. The latest generations of devices have been able to work around these 

limitations by the introduction of touch screen technology. Banking applications 

would need to address this issue to provide the consumers ease of use. Applications 

would need to have the facility of continuing usage even after disruption of 

communications without compromising on security (Srite and Karahanna, 2006). 

Potential to use applications offline would enhance their usability. The applications 

must lend them to ease of usability by providing shortcuts to frequently used 

transactions. The users must not have to resort to lengthy inputting to access data.  

 

2.5.5 Cost Issues  

A major barrier to widespread MB usage is its cost (Tarasewic et al, 2002). For 

carrying out banking through a mobile phone there are costs associated with buying a 



17 

 

handset and getting connected through a service provider (Nah et al, 2005), and the 

cost for operating the service. Ram and Sheth (1989) concluded that performance and 

price act as an advantage for users to adopt a technology. 

  

2.6 Conceptual Framework  

This study is guided by the following conceptual framework. 

 

Knowledge

Life-style Compatibility

Behavioural Control

Image

Personal Innovativeness

Perceived Enjoyment 

Interpersonal Influence

External Influence

Promotion

Perceived Security

Perceived Privacy

User Predisposition

Perceived Usefulness

Perceived Ease of Use

Social Influence 

Facilitating Conditions

Attitude

Behavioural 

Intention

Gender 

and Age

 

Figure 1: Conceptual Model for accepting MBs 

 

2.6.1 Description of the Conceptual Framework 

Researcher believes that both attitude and behavioural intention are driven by user 

predisposition (knowledge, life-style compatibility, behavioural control, image, 

personal innovativeness and perceived enjoyment), social influence (interpersonal 

influence and external influence), facilitating conditions (promotion, perceived 

security and perceived privacy), perceived usefulness and perceived ease of use. 

Gender and age stand as moderating variables; in which men and young people 

between (20 – 50) years are more interested in accepting new technology or 

innovations. 
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Referring to the conceptual framework, it can be said that, moderating variables 

(gender and age) and independent variables (user predisposition, social influence, 

facilitating conditions, perceived usefulness and perceived ease of use) can positively 

proposed as good indications of attitude and behavioural intention for the customer 

to use MBs. It is here assumed that; presence of all or some of the independent 

variables leads to the customer‟s attitude. Another assumption is that attitude 

depends on independent variables and moderating factors for its existence. 

Moderating factors will have influence to customer‟s attitude as long as independent 

variables exist. The Conceptual framework also illustrates that behavioural intention 

will only be measured when there are a number of customers that joined to the 

service; without user of the MBs, behavioural intention will not exist. The last 

assumption is that, the relationship between independent variables and customer‟s 

attitude can be linear.  

 

2.7 Summary 

This chapter outlines how the research was conducted including literature review of 

other scholars contributing on the same area of study undertaken by this research. 

According to the literature reviewed above, themes have been identified for the most 

important factors affecting the usage of MBs. These are: cost, security, quality of 

service and attitude toward MB. From the different literature reviewed by the 

researcher, it shows that several studies have been conducted on the growth and 

development of MBs to facilitate the services related to financial transactions both 

urban and rural, yet there is a lot to be done.  
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One reason for this is that, those investigations were carried out at different times, 

environment, and situations by other scholars. At the best level of my knowledge, 

they have never been conducted in Pemba. Hence the current study seeks to fill this 

gap by identifying the challenges that mobile banking customers and NMB Bank are 

facing when adopting MBs. The next chapter elaborates more about how the research 

was conducted. 
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CHAPTER THREE 

RESEARCH METHODOLOGY 

 

3.0 Introduction 

Different methods were used in undertaking the study. The aspects covered in these 

subsections include; research design, study area, data collection techniques and how 

data were collected and analyzed.  

 

3.1 Research Design 

Research design is the plan and structure of investigation so conceived as to obtain 

answer to research question. It includes an outline of what the researcher did from 

writing research question and their operational implication to the final analysis of the 

data (Fred, 1989). The design of this research mainly was a descriptive survey of 

collecting information by interviewing or administering questionnaires to a sample of 

individual. It used to collect information about people‟s attitudes, opinions, habits or 

any of the variety of education or social issues.  

  

According to Orodho (2003), when using descriptive survey, the researcher should 

ensure the construction of questions that will seek the desired information. 

Researcher should identify the individual that will be surveyed, identify the means by 

which the survey will be conducted and summarize the data in a way that provides 

the designed descriptive information. So the researcher has considered all of these 

steps. 
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3.2 The Study Area 

The study was conducted in Chake-Chake district (southern region of Pemba). 

Chake-Chake district has been selected due to the fact that it is a fast growing city, is 

the central city and is most populated region in Pemba. Also the other reason for 

selecting Chake-Chake is where the NMB branch can be found and is the easiest way 

of getting and accessing data and finally facilitates a good representation of data. 

But, due to the availability of customers of NMB Bank, other respondents were 

obtained in Wete District. 

 

3.3 Target Population and Sampling Procedures 

This study employed non probabilistic sampling technique whereby customers and 

workers of NMB Bank were involved in the study. 

 

3.3.1 Sample Size 

Total number of 130 respondents was obtained to provide information pertaining to 

this study. The researcher managed to collect data from some of the consumers and 

workers of NMB Bank. However, this number of respondents were selected by the 

researcher due to resource constraints especially, time limit to conduct this study and 

human resource to carry the research.  Table 1 shows the distribution of the 

respondents. 

Table 1: Distribution of the Respondents 

Name of respondents Number of respondents 

Customers of NMB Bank 120 

Workers of NMB Bank 10 

Total 130 

Source: Field Data August, 2013 
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3.3.2 Sampling Method 

Non probabilistic sampling method was employed to obtain the respondents of this 

research. For the case of customers, the researcher used street corner polls 

(accidental sampling) in which the researcher moved in the offices, shops, school and 

in the street looking for the customers of NMB Bank. The sampling technique was 

chosen because the customers of the Bank are moving from one place to another. So, 

even the Bank manager is not sure with the number of customers at a specific area 

but can be sure of the total customers in that Bank. For the case of workers of NMB 

Bank Chake-Chake the researcher used quota sampling to select respondents in 

which all workers that are important for this research were involved. This is because 

the workers of NMB Bank at that branch are few and some of them are not familiar 

with the required information. 

 

3.4 Data Collection Instruments 

To gain a clear understanding of what is happening in the chosen field, methods of 

data collection must be designed to help the researcher to collect the data needed to 

answer the research questions, and link the collected data to the research 

propositions. Yin (2004) identifies six sources of evidence in case studies: 

documents review, archival records, interviews, direct observation, participant 

observation and questionnaire. All these were taken into consideration to get 

information validity. In this study, the researcher decided to use interviews, direct 

observation, participant observation and questionnaire.  

 

3.4.1 The Questionnaire Administration 

In this research face to face questionnaire survey was administered to sampled 

clients. The reason for adopting this technique was to obtain much more information 
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and facilitate respondents to make clarification where the respondent does not 

understand the question well. The researcher used both open and closed ended 

questionnaire, this is because using both types of questionnaires generate detailed 

information needed in the study. 

 

3.4.2 The Interview 

In interview method the researcher used structured interviews, whereby 10 users of 

MBs were interviewed and 8 were able to answer all questions. Structured interviews 

were suitable in this research because this method helps the researcher to gather valid 

and reliable data that were relevant to the research questions and objectives, and the 

respondents were able to express their idea freely.  

 

3.4.3 Observation 

Direct and participant observations were used in accessing the quality of network 

coverage, customers   complain about the services and advertisement done by the 

Bank. 

 

3.5 Data Analysis 

In order to analyze data obtained, during data collection the researcher has employed 

primary sources of data analysis so as to get the clear information about the study. 

The process of data analysis was preceded by data coding. Coding prepares data for 

easy entry and analysis. Each question was coded to obtain variable(s) with the 

corresponding values. After coding, data were entered into SPSS 16 software for 

analysis.  Frequencies and percentages were used to determine the effect of informal 

operation. The Statistics were interpreted and inferences were drawn. Counting of 

frequencies and computations of percentages were performed to enable analysis and 
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interpretation of the findings. Interview questions were presented in themes. 

Therefore, the computation of percentage enabled the researcher to speculate about 

the challenges of adopting MBs. 

 

3.6 Chapter Conclusion   

This chapter presents the methodological procedures for this study. The chapter 

described how the study was designed and how it was conducted. The study 

employed a cross – sectional survey with both quantitative and qualitative 

approaches. The data were gathered through questionnaires, structured interview and 

observations. In the conduct of the study, the researcher observed all the ethical 

dimensions of research and ensured data validity and reliability. Data gathering, 

analysis, and interpretation were free from the researcher‟s influences in order to 

maintain ethical dimensions, data validity and reliability. 
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CHAPTER FOUR 

FINDINGS AND DISCUSSIONS 

 

4.0 Introduction  

This chapter examines the data collected to help and assist in drawing relevant 

conclusions. The principal guiding factors in this section is study objectives 

highlighted earlier in chapter one. The data was interpreted according to research 

objectives and research questions. Appropriate data analysis and presentation 

techniques are used. The primary objective of the study was to find out the 

challenges facing adoption of mobile banking in Tanzania from customer‟s 

perspective. 

 

4.1 Response Rate 

Total targeted respondents were 130 comprising customers and workers of NMB 

Bank Chake-Chake Pemba Branch, in which 89.23% answered the research 

questions and returned to the researcher for analysis. This is shown in table 2 below. 

It can be concluded that the data obtained from those who responded was sufficient 

to answer the research questions.  

 

Table 2: Response Rate 

Category Number of respondents(n) Percentage % 

Responded  116  89.23 

Not Responded   14 10.77 

Total 130 100 

Source: Field Data August, 2013 
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4. 2 Sex of Respondents  

Figure 2 shows the sex of the respondents, majority of the respondents who 

participated in this survey were male 62% while 38% were female. The aim of 

researcher to include male and female was to ignore gender bias in this study.  

 

 
 

Figure 2: Sex of Respondents 

Source: Field Data August, 2013 

 

4. 3 Age of Respondents   

Figure 3 shows age of respondents, it was noted that the respondents aged between 

19-30 years were 11%, between 31-40 years were 34%, between 41-50 years were 

42% and above 50 years were 13%. This shows that different age groups participated 

in this survey. 
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Figure 3: Age of Respondents 

Source: Field Data August, 2013 

 

4. 4 Level of Education of Respondents 

Figure 4 shows that all respondents had at least attained some level of formal 

education with 8% having attended primary school education, 37% having attended 

secondary education, and 37% attended a college education and 18% attended 

university education. 

 

 
 

Figure 4: Level of Education of Respondents 

Source: Field Data August, 2013 
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4. 5 The Districts Where the Study was Conducted 

The study was conducted in two districts of Pemba, which are Chake-Chake and 

Wete districts due to the availability of respondents, whereby the number of 

respondents in Chake-Chake district was 60% and in Wete was 40%.  

 

4.6 Occupation of Respondents 

The data collected for this study indicated that most of NMB customers, who were 

sampled for interview in this study, were government employees 53%, businessmen 

and women 19%, NGO 17% and farmers 11%. The income was the main reason for 

residents to have Bank accounts; basically the researcher found that another reason 

of having small numbers of customers are few numbers of Bank branches and the 

Bank does not emphasize new customers to join the Bank. Table 3 and Figure 5 

show these relations. 

Table 3: Occupation of Respondents 

Categories Frequency Percent Valid 

Percent 

Cumulative 

Percent 

Valid Farmers 11 11.0 11.0 11.0 

Gov. 

employee 

53 53.0 53.0 64.0 

Bus.men/

women 

19 19.0 19.0 83.0 

NGO 17 17.0 17.0 100.0 

Total 100 100.0 100.0  

Source: Field Data August, 2013 
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Figure 5: Occupation of Respondents 

Source: Field Data August, 2013 

 

4.7 Duration of Respondents as Customers 

The study revealed that NMB Bank customers joined more than three years which is 

45%, 2-3 years is 28%, 1-2 years is 15%, 6 month-1 year is 10% and Less than six 

months is only 2%. Therefore, the research shows that the old customers are many 

compared with the new one. Table 4 and Figure 6 show the duration of customers 

found by the researcher during the study. 
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Table 4: Duration of Respondents as Customers 

Categories Frequency Percent Valid 

Percent 

Cumulative 

Percent 

Valid Less than six 

month 

2 2.0 2.0 2.0 

6 month-1 year 10 10.0 10.0 12.0 

1-2 years 15 15.0 15.0 27.0 

2-3 years 28 28.0 28.0 55.0 

Above 3 years 45 45.0 45.0 100.0 

Total 100 100.0 100.0  

Source: Field Data August, 2013 

 

 

Figure 6: Duration of Respondents as Customers 

Source: Field Data August, 2013 
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customers that use MBs. It is concluded that those who use the service use it for 

convenience. 

 

Table 5: Rate of MBs users  

Response Frequency Percent Valid 

Percent 

Cumulative 

Percent 

Valid Yes 57 57.0 57.0 57.0 

No 43 43.0 43.0 100.0 

Total 100 100.0 100.0  

Source: Field Data August, 2013 

 

 

Figure 7: Rate of MBs users 

Source: Field Data August, 2013 

 

4.8.2 Users of MB who Appreciate the Services 

It was found that almost all customers of NMB Bank registered in MBs, appreciated 

to use this service most of the time in order to simplify their life and save time. 

Therefore, this service seems to be important to daily life. Table 6 and Figure 8 show 

this importance. 

 

 

0

10

20

30

40

50

60

70

80

90

100

Frequency Percent Valid
Percent

Cumulative
Percent

Valid Yes

Valid No

Valid Total



32 

 

Table 6: Users of MB who Appreciate the Services 

Response Frequency Percent Valid 

Percent 

Cumulative 

Percent 

Valid Yes 55 55.0 96.5 96.5 

No 2 2.0 3.5 100.0 

Total 57 57.0 100.0  

Missing System 43 43.0   

Total 100 100.0   

Source: Field Data August, 2013 

 
 

Figure 8: Users of MB who Appreciate the Services 

Source: Field Data August, 2013 
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service 3.70% and to solve problems that appear 1.85%. Table 7 indicates different 

opinions from users of this service. 

 

Table 7: Opinion from Users of MBs 

Categories Frequency Percent Valid 

Percent 

Cumulative 

Percent 

Valid Improve/Increase 

service 

26 26.0 48.1 48.1 

Availability 3 3.0 5.6 53.7 

Educate 

customers 

3 3.0 5.6 59.3 

Accessibility 5 5.0 9.3 68.5 

Minimize cost 9 9.0 16.7 85.2 

Security 5 5.0 9.3 94.4 

Solve problems 1 1.0 1.9 96.3 

Satisfied 2 2.0 3.7 100.0 

Total 54 54.0 100.0  

Missing System 46 46.0   

Total 100 100.0   

Source: Field Data August, 2013 

 

4.8.4 Needs from Users of MBs 

From the research conducted it was found that the requirements for customers to use 

MBs are security 31.6%,  interoperability 26.3%, data access speed 21.1% and more 

services 19.3%. Basically the researcher found that most of the customers who are 

interested with this service are aged between 31-50 years. For this service to be 

delivered security is very important to be considered. Therefore, the Bank should 

provide more security in the system and put under consideration all requirements 
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needed to their customers so as to increase number of users and income. Table 8 and 

Figure 9 show the needs for user of MBs.  

 

Table 8: Needs from Users of MBs 

Categories Frequency Percent Valid 

Percent 

Cumulativ

e Percent 

Valid Security 18 18.0 31.6 31.6 

More services 11 11.0 19.3 50.9 

Speed to access 

data 

12 12.0 21.1 71.9 

Accessibility 1 1.0 1.8 73.7 

Interoperability 15 15.0 26.3 100.0 

Total 57 57.0 100.0  

Missing System 43 43.0   

Source: Field Data August, 2013 

 

 

Figure 9: Needs from Users of MBs 

Source: Field Data August, 2013 
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4.8.5 Reason why Customers do not Use MBs 

Most respondents stated that they were customers of NMB Bank many years ago but 

they do not use MBs. The reasons are; they do not know how to use it, have no idea 

about it,   do not like it, do not believe it and it is not secure. Table 9 and Figure 10 

indicate that the knowledge of not knowing how to use and not like had higher 

frequencies than other reasons. 

 

Table 9: Reasons why Customers do not Use MBs 

Categories Frequency Percent Valid 

Percent 

Cumulative 

Percent 

Valid I don‟t know how to 

use 

12 12.0 27.9 27.9 

I don‟t have idea 

about it 

9 9.0 20.9 48.8 

I don‟t like it 12 12.0 27.9 76.7 

It is not secure 5 5.0 11.6 88.4 

I don‟t believe it 5 5.0 11.6 100.0 

Total 43 43.0 100.0  

Missing System 57 57.0   

Source: Field Data August, 2013 
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Figure 10: Reasons why Customers do not Use MBs 

Source: Field Data August, 2013 

 

4.9 Customers that are going to Use MBs 

4.9.1 Rate of Customers that are going to Use MBs 

From the research conducted it was found that at least more than half of the 

respondents that were not using MBs are going to use this service. The researcher 

thought that NMB Bank should increase the effort to attract their customers so as to 

use this service, for the benefit of the customers as well as the Bank itself. Table 10 

and Figure 11 show the rate of customers that are going to use MBs. 
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Table 10: Rate of Customers that are going to Use MBs 

Categories Frequency Percent Valid 

Percent 

Cumulative 

Percent 

Valid Yes 22 22.0 51.2 51.2 

No 21 21.0 48.8 100.0 

Total 43 43.0 100.0  

Missing System 57 57.0   

Total 100 100.0   

Source: Field Data August, 2013 

 

 
 

Figure 11: Rate of Customers that are going to Use MBs 

Source: Field Data August, 2013 
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knowledge about this service. Table 11 identifies different opinions from 

respondents.  

 

Table 11: Opinion of Customers that are going to Use MBs 

Categories Frequency Percent Valid 

Percent 

Cumulative 

Percent 

Valid It is good 2 2.0 9.1 9.1 

It is helpful 7 7.0 31.8 40.9 

It simplifies life 8 8.0 36.4 77.3 

It saves money and 

time 

4 4.0 18.2 95.5 

It has all important 

services 

1 1.0 4.5 100.0 

Total 22 22.0 100.0  

Missing System 78 78.0   

Total 100 100.0   

Source: Field Data August, 2013 

 

4.9.3 Opinion of Customers that are not going to Use MBs 

Table 12 and Figure 12 reveal that more than half of the customers that are not going 

to use MBs do not believe this service, nearly a third do not like and very few think 

that it is not important to them and fear the security. Also, Gu et al, (2009) got nearly 

the same result from research on “Determinants of behavioral intentions to mobile 

banking.” And the Results show that behavioural intention is a strong indicator for 

the use of MB. So, self-efficiency and perceived ease of use had an effect on 

behavioural intention.  
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Table 12: Opinion of Customers that are not going to Use MBs 

Categories Frequency Percent Valid 

Percent 

Cumulative 

Percent 

Valid  I don‟t like it 6 6.0 28.6 28.6 

I don‟t think that it 

is important to me 

3 3.0 14.3 42.9 

I don‟t believe it 11 11.0 52.4 95.2 

It is not secure 1 1.0 4.8 100.0 

Total 21 21.0 100.0  

Missing System 79 79.0   

Total 100 100.0   

Source: Field Data August, 2013 

 

 

Figure 12: Opinion of Customers that are not going to Use MBs 

Source: Field Data August, 2013 
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4.10 Customers of NMB Bank who Know the MBs 

4.10.1 Customers of NMB Bank who Know Well the MBs  

Table 13 and Figure 13 show that about a third of the customers of NMB Bank know 

well how to use MBs, three quarters of these customers do not know most of the 

applications provided by MBs. Basically the researcher found reasons why the users 

of MBs are not increasing and this service is not used most of the time, because users 

might be among stakeholders to advertise any new service to other customers. 

 

 Table 13: Customers of NMB Bank who Know Well the MBs 

Categories Frequency Percent Valid 

Percent 

Cumulative 

Percent 

Valid Yes 30 30.0 30.0 30.0 

No 70 70.0 70.0 100.0 

Total 100 100.0 100.0  

Source: Field Data August, 2013 

 

 

Figure 13: Customers of NMB Bank who know well the MBs 

Source: Field Data August, 2013 
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4.10.2 Rate of Customers who are Familiar with MBs 

Using Table 14 and Figure 14 the research revealed that most respondents that know 

well the MBs are familiar with this service and could be the users of it. But for the 

general percentage of the respondents, you can see that about three quarter was not 

familiar with the service. This is why till now the users of MBs are few.   

 

Table 14: Rate of Customers who are Familiar with MBs 

Categories Frequency Percent Valid 

Percent 

Cumulative 

Percent 

Valid Familiar 

with 

29 29.0 96.7 96.7 

Not 

familiar 

1 1.0 3.3 100.0 

Total 30 30.0 100.0  

Missing System 70 70.0   

Total 100 100.0   

Source: Field Data August, 2013 

 

 

Figure 14: Rate of Customers who are Familiar with MBs 

Source: Field Data August, 2013 
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4.11 Customers who were interested with more MBs 

From the survey conducted by the researcher, it was found that a large majority of 

respondents interested with more services of MBs, basically in the real situation 

when any institution provide more application in its service, it will attract many 

customers. Table 15 and Figure 15 show the extent to which the respondents are 

interested with more services. 

 

Table 15: Customers who were interested with more MBs 

Categories Frequency Percent Valid 

Percent 

Cumulative 

Percent 

Valid Yes 79 79.0 79.0 79.0 

No 21 21.0 21.0 100.0 

Total 100 100.0 100.0  

Source: Field Data August, 2013 

 

Figure 15: Customers who were interested with more MBs 

Source: Field Data August, 2013 
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4.12 Shortage during the Use of MBs 

4.12.1 Shortage Experienced during the Use of MBs 

Shortage toward customers was among a significant drawback towards the growth of 

banking business. The study revealed that nearly a third of the respondents 

experienced shortage during the use of this service and about three quarter did not 

experience any shortage. This is a little bit good but the Bank should put more effort 

to minimize the shortage in order to attract more customers. This is illustrated in 

Table 16 and Figure 16. 

 

Table 16: Shortage Experienced during the Use of MBs 

 Frequency Percent Valid 

Percent 

Cumulative 

Percent 

Valid Yes 17 17.0 28.8 28.8 

No 42 42.0 71.2 100.0 

Total 59 59.0 100.0  

Missing System 41 41.0   

Total 100 100.0   

Source: Field Data August, 2013 

 

Figure 16: Shortage Experienced during the Use of MBs 

Source: Field Data August, 2013 
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4.12.2 Success to Solve or Minimize Shortages 

From the research conducted it was found that about two in five percent of the 

shortage appear within the respondents, the Bank managed to solve and nearly two 

thirds the Bank did not manage to solve. As researcher had emphasized earlier that 

solving or minimizing shortage is one way to attract customers to the service 

provided. So, the Bank should be aware of this. The result is illustrated in Table 17 

and Figure 17. 

 

Table 17: Success to Solve or Minimize Shortages 

Categories Frequency Percent Valid 

Percent 

Cumulative 

Percent 

Valid Yes 6 6.0 37.5 37.5 

No 10 10.0 62.5 100.0 

Total 16 16.0 100.0  

Missing System 84 84.0   

Total 100 100.0   

Source: Field Data August, 2013 
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Figure 17: Success to Solve or Minimize Shortages 

Source: Field Data August, 2013 
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Table 18: Reasons for Failure to Minimize Shortage 

Categories Frequency Percent Valid 

Percent 

Cumulative 

Percent 

Valid Knowledge of 

their technician 

1 1.0 10.0 10.0 

I don‟t know the 

reason 

3 3.0 30.0 40.0 

I think is due to 

the new system 

1 1.0 10.0 50.0 

Away from the 

Bank 

5 5.0 50.0 100.0 

Total 10 10.0 100.0  

Missing System 90 90.0   

Total 100 100.0   

Source: Field Data August, 2013 

 

 

Figure 18: Reasons for Failure to Minimize Shortage 

Source: Field Data August, 2013 
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4.13 Comments from Customers 

From the survey conducted by the researcher, it was found that respondents had 

different comments on MBs. About a third need the service to be improved, nearly 

one fifth commented on accessibility and a small percentage need the Bank to 

minimize the operation cost, increase security, increase availability of the service, 

educate customers about the service, make users of MB be satisfied with this service 

and the Bank should try its best to Solve any problem when appears. Table 19 and 

Figure 19 show the extent to which customers have been commented to MBs. 

 

Table 19: Comments from Customers 

Categories Frequency Percent Valid 

Percent 

Cumulative 

Percent 

Valid Improve/Increase 

service 

27 27.0 30.0 30.0 

Availability 9 9.0 10.0 40.0 

Accessibility 16 16.0 17.8 57.8 

Educate customer 8 8.0 8.9 66.7 

Min cost 12 12.0 13.3 80.0 

Security 11 11.0 12.2 92.2 

Solve problems 1 1.0 1.1 93.3 

Satisfied 6 6.0 6.7 100.0 

Total 90 90.0 100.0  

Missing System 10 10.0   

Source: Field Data August, 2013 
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Figure 19: Comments from Customers 

Source: Field Data August, 2013 

 

In this survey some questionnaires were distributed to 10 workers of NMB Bank, in 

which only 8 were able to answer these questions. The results are discussed here. 

 

4.14 The Problems that Appear to System during Implementation of MB 
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problem that appear during the implementation of MBs. Nearly two third of the 

respondents said there were problems, about a third said they did not know and few 

said there was no problem. 

 

Among the respondents who accepted that there were problems, almost all gave the 

reason that it was new technology which had been introduced to them. The 

researcher recommended that any new thing or system can cause problems in its 

beginning. So, more knowledge is required to overcome problems that would appear 
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4.15 Rate of Workers in Advertising NMB MBs 

The study found that, about two third of workers had participated in the process of 

advertising MBs and the rest did not participate.   

 

A majority of respondents who participated in the advertising process had done so 

three times and beyond and others had done two times.   

 

The workers who never advised other customers to join MBs gave the reasons that it 

was not their duty, which was nearly two third and the other said were busy with 

other activities. The researcher claims that in any organization people had different 

ideas of participation, but to say “I am busy” or “It is not my duty” is not good for 

the development of the business. So, the worker should organize together and work 

like a single person.     

  

4.16 Advertisement of the Bank  

All respondents accepted that NMB Bank advertise existing customers and other 

people to join MBs.   About two in five know that the Bank advertise using flyers, 

half saw it use TV and internet,  and the rest said that the Bank use all ways of 

advertisement (i.e. Radio, TV, Web site/ internet,  Poster, Flyers and Sending SMS 

through phones). The researcher emphasize that NMB Bank should find out a 

method of advertisement which will reach all customers in the simplest way.   

 

4.17 The Problems Caused by the Mobile Phone Companies 

From the research, it was found that half of the respondents accepted network 

coverage to be the main problem caused by mobile phone companies. Over a third 

agreed that few customers were another problem and very few saw higher service 

cost is a problem. In reality through observation, mobile companies such as 
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Vodacom, Tigo and Airtel have little number of customers in Pemba and Zanzibar at 

large. Also, problem of network is very common in most parts of Pemba especially 

in rural area.  

 

4.18 The Reasons for NMB Bank not Providing many MBs in Pemba 

This study found that, over a third of the respondents stated that some companies do 

not accept the technology, more than one fifth claimed on few customers and very 

few observed a problem of awareness of people, the service will cost the Bank a lot 

and that their customers are not ready to use MBs in Pemba. 

 

4.19 The Shortage that Appeared to the Customer due to Network Problem 

From respondents, it was found that three quarters of them reported to experience the 

shortage to the customers due to the problem of network and the rest did not know 

that there was any shortage that had appeared.  

 

But almost all respondents that experienced the shortage to the customers concluded 

that, all problems managed to be solved by the Bank unless the problems that did not 

report to the Bank. In fact to manage to solve all problems or shortage that had 

occurred to your customers is one way to attract other customers to join the service.  

 

4.20. The Problems Faced by Workers from Customers when Introducing MBs 

The study found that when workers of NMB Bank introduced the MBs to customers, 

they faced different problems due to the response of customers.  Three quarters of the 

customers afraid with the operation cost, how to use and security of their money and 

the rest of the customers do not like the service and do not believe that this service is 

helpful. Basically, when introducing new things or service to the society or 

customers, organization should be ready to face problems and different challenges.  
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4.21 Problems to the Bank during Advertising MBs 

The study found that about two third of the respondents did not know that the Bank 

got problems during advertisement of MBs. And over a third of workers know that 

the Bank had problems when advertising this service.  

 

Among those respondents that accepted to notice problems to the Bank during 

advertisement process, almost all note the problem of few users, Network coverage 

and loss of customer‟s money. The study concluded that the Bank should find ways 

to illuminate all problems.   

 

4.22 Comments from Workers of NMB Bank 

From the research, it was found that the respondents commented to different 

stakeholders of MBs. Over a third said that the Bank provides safe MBs so they 

advise customers to join this service, more than one fifth had advised NMB Bank to 

provide good MBs and other services with low cost, also for mobile phone 

companies and other service providers to minimize running cost for the benefit of 

attracting more customers and very few advise existing customers to use MBs for 

better life. The researcher mentioned that the service is good for better and simple 

life, but the problem of network and security should be managed.  

 

4.23. Interview Results 

In this interview about 11 questions were distributed to 10 respondents, in which 

only 8 were able to answer these questions. The results are discussed below. 

  

According to the research conducted a large majority of respondents had using this 

service between 2-3 years and they had many information and contribution within 

the service. 
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4.23.1 Satisfaction on Accessing MBs   

From the study, the researcher found that most of the respondents were satisfied with 

MBs due to the following: 

 Easiness of accessing data or any account information. 

 They are satisfied with services about 80 percent. 

 The service is good enough that they can have access at any time and 

anywhere where the network is available. 

  It minimizes the difficult and problems of salary payment to customers in 

such a way that SMS will be sent directly to user of MB.  

 It saves time and simplifies life. 

 

Also users said that it is better to upgrade the services by sending SMS every time 

when user‟s account is debited or credited by any means to minimize misuse of the 

customer‟s account. 

 

4.23.2 Rate of Accuracy of Instructions Offered by MBs  

This research observed that most of the respondents concluded the accuracy of 

instructions to be better but the problem is network coverage. The instructions are 

understandable but some customers are complaining about blocking of account of 

existing customers.           

 

4.23.3 Ways to be done to Improve the Quality of MBs 

According to respondents, the researcher proposed the ways to improve the quality of 

services. These include;  

 The Bank should record mobile phone numbers of all customers.  
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 The Bank should use ICT application developers to make access in the 

system so that when a problem or shortage appears, the user of MBs can 

report directly in the system.    

 Reduce operating or service cost to users. 

 Educate existing customers using SMS and all people about this service using 

Posters, Flyers, Radio, TV and Web site/ internet. 

 Use Bank‟s ICT developers to increase services such as paying water bills 

(ZAWA), electricity bills (ZECO), insurance (ZICO), buying ship and flight 

tickets. 

 Improve security.  

 

4.23.4 The Main Problems that Affect the Quality of Service (QoS) 

The study found the following as main problems that affect the QoS;  

 Loss of mobile phones or SIM. 

 Network coverage or availability of network. 

 Security. 

 Sometimes it takes time to complete the service. 

 Mistake of transfer of money to unwanted account, but this problem is 

caused by users to minimize this problem users should be very careful 

during money transfer.  

 

4.23.5 Fear of Loss or Misuse of Personal Information during Use of MBs  

The study revealed that, some customers feared to lose the secrete information by 

accessing MBs or else were afraid that such information would be used illegally 

against their will by other people. However, in the course of this research, it was 
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identified that such a problem would be caused by customers themselves and not the 

system. 

 

4.23.6 Password is the only Thing that Make MB Secure 

The study found that a majority of respondents accepted that password is the good 

way to make MBs secure. But, they proposed that it should be changed after a month 

so as to increase security. The researcher accepted changing of password after a 

certain period and argued that in the menu of the MBs there is an option to change 

the password. So, it is just the decision of the user.  

          

4.23.7 Use other Method Rather than SMS to get Bank Services  

According to research, it was found that almost all respondents accept that SMS is a 

good method for the customer to get information from the Bank. Also they proposed 

to use operator call in order to favor customers that cannot read SMS form their 

phones. Researcher recommends that it‟s better to consider customers who cannot 

read, since the Bank always provides service to all kind of customers.     

 

4.23.8 Recommendation to the Society on Using MBs  

From the interview conducted, it was found that many respondents recommended the 

following: 

 They advise all customers of the Bank to join MBs for better life. 

 Using MBs makes society to live in standard life and make life to be simple 

in the sense that it will reduce the cost and save time. 

 Also they suggest that, users of MBs should retain their secrete number in 

order to make their account in safe. 
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 They emphasize that the cost of using MBs is lower compared to the cost of 

accessing at ATMs or Teller service. 

 

So this study concludes that using MBs is better and simplifies life compared with 

other means of getting access to the Bank.  

 

4.23.9 Expectation to User of MBs  

Researcher identified expectation from interview conducted in which almost all 

respondents propose the following: 

 Easiness of getting MBs. 

 Improvement of business services connected to different stakeholders that 

deal with social businesses. 

 Simplify life in the sense that customers can access Bank‟s services 

anywhere and at anytime. 

 Increase more services.      

 

4.23.10 Services to be Increased in Order to Attract new Customers 

In order to attract new customers to use MBs the following should be considered: 

 Addition of the services such as paying water bills at ZAWA, electricity bills 

at ZECO, insurance at ZICO, and buying ships and flights tickets. 

 Reduce operation costs to customers during use of MBs. 

 Increase Bank branches at least in every District of Pemba Island, in such a 

way that when a problem occurs concerned with MBs. It will be simple for 

the user to report and be solved. 
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  Educate customers and society about the use of MBs. Using different media 

such as Zanzibar radios, posters at least in every town and where population 

is higher. 

 

4.24 Observation Results 

Due to the observation done by the researcher, it was found that there are about three 

aspects or factors which hinder improvement or development of the use of MBs. 

These factors are as follows: 

 The NMB Bank Pemba branch is not advertising using posters in different 

parts of Pemba towns. 

 There is network coverage problem in different places of towns and villages 

in Pemba Island. 

 Some customers of NMB Bank are not interested to use MBs. 

 

So, in order to eliminate these problems, the NMB Bank should improve the ways to 

advertise MBs to customers and society at large. Mobile phone companies should 

solve the problem of network in different places of Pemba towns and villages. The 

researcher concludes that, when the Bank and Mobile phone companies take action 

on solving these problems. It will emphasize customers and society to be interested 

with MBs and other services that will be introduced later on.         
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4.25 Chapter Conclusion 

The chapter has explored the findings about the challenges that NMB face and 

factors caused by those challenges to adoption of MBs. The findings show the fact 

that, there is no enough advertisement done by the Bank in Pemba towns and villages 

to attract customers to join MBs. Also, there is a problem of network coverage in 

different areas of towns and villages of Pemba. Therefore the last chapter is about 

conclusions, recommendations to this study and suggestion for further research. 
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CHAPTER FIVE 

CHALLENGES, CONCLUSIONS AND RECOMMENDATIONS 

 

5.0   Introduction 

This chapter contains the challenges of the study, conclusion and recommendations 

of the research findings, and research gaps are identified for future studies as the 

study aimed at investigating the challenges facing adoption of MB in Pemba regions 

(Chake-Chake and Wete districts). 

 

5.1 Challenges of the Study 

In conducting the study, the researcher encountered various problems including the 

following:  

The first one was the reluctance of some respondents to provide the required 

information. Their reluctance was due to their suspicion to the researcher. Some 

construed the researcher as a journalist. So, they expected that after a few hours or 

days they would watch their participation of their interview on television programs 

or listen to a certain radio. Upon realization that the researcher was not a journalist, 

some did not agree to participate in the study. To solve the problem, the researcher 

opted for those who could participate without condition. Anxiety was another 

challenge, questioning some customers who are businessmen doubted that the 

researcher was either a spy or an illegal bank worker. 

   

5.2 Conclusions   

General objective of the study was to investigate the challenges facing adoption of 

MB in Tanzania. The results from this study will assist NMB Bank to increase the 

number of existing customers to use MBs and attract the society to join the Bank in 
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order to become users of this service. This was to be achieved by the following; find 

out the factors which emphasize customers to use MBs while accessing their Bank 

accounts, determine the challenges which the Bank face in establishing MBs and 

identify the problems that customers experienced during the use of MBs and find 

ways to solve or minimize those challenges and shortages which appear during usage 

of services.   

 

In general, most users of MBs and customers of NMB Bank agreed that, MB is 

important to their everyday life. Only about one fifth are disagree and not interested 

to use MBs. Result show that MBs is more preferable compared to traditional 

banking.     

 

It is concluded that, there are number of factors which contribute to challenges on the 

use of MBs these include; security, problem of network coverage during the use of 

the services and network availability in some parts of villages and towns, few service 

offered and delay in solving the shortage when occurs.  

 

Since no body is interested with the loss of money on the hand (Bank account). The 

researcher suggests that users of MBs will increase if NMB Bank in Pemba will use 

ICT to improve security of the system, solve the problem of network coverage during 

the use of the services and communicate with Mobile Phone Companies to solve the 

problem of network availability in some parts of villages and towns. Also the Bank 

should use ICT developers introduce more services in MBs and resolve the reported 

shortages toward customers as soon as possible.   
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5.3 Recommendations 

Based on the study findings, researcher came out with the following 

recommendations which might be useful to NMB Bank Chake-Chake Branch, NMB 

Bank in Tanzania and other Banks at large. Finding and minimizing the challenges of 

adopting MBs and finding ways for attracting customers to use new services that are 

going to be established.   

 

5.3.1 Recommendations for the Bank  

This research comes out with the following recommendations to NMB Bank. The 

Bank should use ICT application developers that are able to solve all or most of the 

problems facing the Bank in using MBs. ICT developers should secure the system so 

as to prevent it from any attacker. The developers can use knowledge to increase 

more services in MBs. During registration, the Bank should record all customers‟ 

mobile phone numbers so that after developing any new application program in the 

system, it can send SMS to them through their phones. ICT developers can use their 

knowledge to send more advertisement to all customers through mobile phones, so 

that all customers will be aware with any new service which has been established by 

the Bank. Through mobile phones ICT developers should make accessibility in the 

system, in which users of MBs can report any problem or shortage that will appear 

during the use of the service. Bank should make at least short research on what their 

customers need to the new services which it wants to introduce. And to minimize 

access cost so as to attract many customers to use the service.  

 

5.3.2 Recommendations for Mobile Phone Companies 

As known that MBs make connection between Bank, Mobile phone companies and 

other stakeholders. So, Mobile phone companies should use their ICT developers to 
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introduce the ways which will increase more Bank applications in their SIM cards. 

They should use ICT developers to minimize or solve the problem of network 

availability in different parts of Pemba Island (rural and urban). The companies 

should develop or buy system which will integrate more business stakeholders such 

that the Bank can provide many services through mobile phones. Minimize the 

operation cost, so that services established by financial institutions or any other 

institutions will be affordable to users. 

 

5.3.3 Recommendations for Bank Customers 

Most customers accepted that MBs simplify their life and save time. So, they should 

be ready to accept new technologies by joining with MBs and report any shortage or 

problem that will appear during the usage of services. Customers should use new 

services established by the Bank in order to observe its advantages and 

disadvantages, and then give the Bank any appropriate suggestion they need from it. 

 

5.4 Suggestions for Further Studies 

There are many previous studies conducted by different researchers in different areas 

and came out with the findings some related to this study. 

 

So, there is a need for further studies in the same or related topics to be conducted 

using different methodologies and location on other factors that are likely to affect 

the establishment of MBs. Moreover, the study to find out the reasons which cause 

problem of network availability might be important.   
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APPENDICES 

Appendix 1: Questionnaire 

Investigation on the Challenges Facing Adoption of Mobile Banking In Tanzania: 

Case Study of NMB Chake-Chake Pemba. 

Utafiti juu ya changamoto zinazoukabili uanzishwaji wa hudma za kibenki kwa 

kutumia simu za mkononi katika Tanzania: Maalum kwa banki ya NMB Chake-

Chake Pemba. 

Below is a self-administered questionnaire, please tick {          } the appropriate 

answer or give suitable response in the space provided. 

Yafuatayo ni maswali yanayohusu changamoto zinazoukabili uanzishwaji wa hudma 

za kibenki kwa kutumia simu za mkononi tafadhari weka alama ya vema katika jibu 

sahihi kwenye nafasi zilizotolewa. 

 

SECTION A: PERSONAL DETAILS 

SEHEMU A. TAARIFA BINAFSI 

1) Sex (Jinsia),         Male (Mume) {          },     Female (M/Mke) {          }. 

2) Age (Umri). 

i. 19-30 years (miaka 19-30) {          }. 

ii. 31-40 years (miaka 31-40) {          }. 

iii. 41-50 years (miaka 41-50) {          }. 

iv. Above 50 years (Zaidi ya miaka 50) {          }. 

3) Level of education.   (Kiwango cha elimu). 
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i. Primary school (shule ya msingi) {          }. 

ii. Secondary school (sekondari)    {          }. 

iii. College (Chuo cha elimu) {          }. 

iv. University (Chuo Kikuu) {          }. 

4) Occupation(Kazi). 

………………………………………………………………………………… 

 

SECTION B. Customer of NMB Bank 

SEHEMU B. Mteja wa Benki ya NMB 

5) For how long are you the customer of NMB Bank? (Kwa muda gani wewe ni 

mteja Benki ya NMB?) 

i. Less than six months (Chini ya miezi sita)  {          }. 

ii. 6 months-1 year (Miezi 6- Mwaka 1)         {          }. 

iii. 1 year-2 years (Mwaka 1-Miaka 2)            {          }. 

iv. 2 years- 3years (Miaka2- Miaka3)             {          }. 

v. Above 3 years (Zaidi ya miaka 3)              {          }.  

6) Are you using NMB mobile banking service? (Je unatumia huduma ya Benki 

ya NMB kwa kutumia simu ya mkononi?)  Yes (Ndiyo)  {          }.     No   

(Hapana)  

{        }.      

7)   If yes, do you think it is good? (Kama Ndiyo unafikiri hii ni nzuri?) 

Yes (Ndiyo) {          },          No (Hapana) {          }.      

8) If number 6 answer is no, why do not you use it? (Kama jawabu la nambari 6 

ni hapana, kwa nini hujawahi kuitumia?) 

i. I don‟t know how to use. (Sijui kuitumia) {          }. 
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ii. I don‟t have idea about it. (Sina taarifa nayo) {          }. 

iii. I don‟t like it. (Siipendi) {          }. 

iv. It is not secure. (Sio salama) {          }. 

v. I don‟t believe it. (Si iamini) {          }. 

9) If you are a user of the service, what is your opinion about it? (Ikiwa wewe ni 

mtumiaji wa huduma hii unaushauri gani?) 

…………………………………………………………………………………

…………………………………………………………………………………

…………………………………………………………………………………

………………………………………………………………………………… 

10)  If you are user of the NMB mobile banking, what do you think should be 

added to it? (Ikiwa wewe ni mtumiaji wa benki ya NMB kwa kutumia simu ya 

mkononi, kitu  gani unafikiri kiongezwe?) 

i. Security (usalama) {          }. 

ii. More services (huduma zaidi) {          }. 

iii. Speed to access data (uharaka wa kupatikana kwa huduma) {          }. 

iv. Accessibility (kupatikana wa huduma ) {         }. 

v. Interoperability (urahisi wa kuingiliana na watoa huduma wengine) 

{}. 

11)  If you are not user of the NMB mobile banking, are you going to use it? 

(Ikiwa wewe si mtumiaji wa huduma ya Benki ya NMB kwa kutumia simu ya 

mkononi, je sasa utatumia?) Yes (Ndiyo)  {         },     No (Hapana) {          }. 

12) If yes, why? (Kama ndiyo, kwa nini?) 

i. It is good (ni mzuri) {          }. 

ii. It is helpful (inasaidia) {          }. 
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iii. It simplify life (inarahisisha maisha){          }.  

iv. It save money and time (inapunguza matumizi ya muda na pesa){   }. 

13) If no, why? (Kama hapana, kwa nini?) 

i. I don‟t like it (si ipendi) {          }. 

ii. I don‟t think that it is important to me (si muhimu kwangu) {          }. 

iii. I don‟t believe it  (si iamini) {          }.  

iv. It is not secure (si salama) {          }. 

14) Do you know all the services that are provided by the NMB mobile banking? 

 (Je unazijua huduma zote zinazotolewa na Benki ya NMB kwa kutumia simu 

ya mkononi?)  

Yes (Ndiyo)        {          },              No (Hapana)    {          }. 

15) If yes, mention them. (Kama ndiyo zitaje huduma hizo.) 

…………………………………………………………………………………

…………………………………………………………………………………

………………………………………………………………………………… 

16) If no, mention that you know. (Kama hapana taja unazozijua). 

…………………………………………………………………………………

…………………………………………………………………………………

………………………………………………………………………………… 

17) Are you going to use NMB mobile banking, if the Bank will increase the 

service such as paying water bill at Zanzibar Water Authority (ZAWA), 

electricity bill at Zanzibar Electricity Company (ZECO), buying different 

goods and paying revenue in Zanzibar Revenue Board (ZRB)?  
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Je, kama Benki itaongeza huduma zake kama vile kulipia bili za maji ZAWA, 

bili za umeme wa kampuni ZECO, kununulia vitu mbali mbali and kulipia 

bodi ya mapato ya Zanzibar (ZRB) wewe uko tayari kuzitumia? 

Yes (Ndiyo)        {          },             No (Hapana)    {          }. 

18) Is there any shortage you got during the use of this service?  

(Je kuna hasara yoyote aliyowahi kuipata kwa sababu ya tatizo la mtandao 

wa Banki wakati wa kutumia huduma hii?)   

Yes (Ndiyo)  {          },          No (Hapana)  {          }. 

19) If yes, did the Bank manage to solve it? (Kama ndiyo, je Banki iliweza 

kulitatua) 

Yes (Ndiyo) {          },          No (Hapana) {          }.  

20) If no, why the Bank did not manage to solve that problem?  

(Kama hapana, kwa nini Benki ilishindwa kulitatua tatizo hilo?) 

i. Knowledge of their technician (Ni tatizo la ujuzi /weledi wa mafundi 

wao) {          }. 

ii. I don‟t know the reason (Sijui ni sababu ipi)    {          }. 

iii. I think is due to the new system (Nafikiri ni kwa sababu ya upya wa 

mfumo huu)   {          }. 

iv. Corrupted of the system (Kuathirika kwa mfumo wenyewe)  {          }. 

v. Security of the system (Usalama wa mfumo wenyewe)          {          }. 

vi. Away from the Bank (Mbali na tawi la Benki)                        {          }. 

21) Comments (Maoni).  

.…………………………………………………………………………………

…………………………………………………………………………………

………………………………………………………………………………… 
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SECTION C. Bank workers of NMB Bank 

SEHEMU C: Wafanyakazi wa Benki ya NMB 

22) Is there any problem that caused by the system during implementation of this 

service? (Je kuna tatizo lolote lililojitokeza wakati wa kuanza matumizi ya 

huduma hii?) Yes (Ndiyo)  {          },          No (Hapana) {          },    I don‟t 

know {          }. 

23) If yes, why?  (Ikiwa ndiyo, kwa nini?) 

i. The technology is new  (upya wa teknolojia){          }. 

ii. I don‟t get any training (sijapata mafunzo yoyote) {          }. 

iii. We do not have trainers (hatuna wakufunzi/wafundishaji){          }. 

iv. Poor Bank management (uongozi mbaya wa Benki){          }. 

v. Our equipment do not accept the service (vifaa vyetu havikubaliani na 

huduma hii) {          }. 

24) If no, why the Bank did not manage to solve that problem? (Kama hapana, 

kwa nini Benki ilishindwa kulitatua tatizo hilo?) 

i. Knowledge of our  technician (Ni tatizo la ujuzi /weledi wa mafundi 

wetu) {          }. 

ii. I think is due to the new system (Nafikiri ni kwa sababu ya upya wa 

mfumo huu)   {          }. 

iii. Corrupted of the system (Kuathirika kwa mfumo wenyewe)   {          }. 

iv. Security of the system (Usalama wa mfumo wenyewe)     {          }. 

v. Inability of the system to recover (kutoweza kujirekebisha  kwa 

mfumo wenyewe)  {          }. 
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25) Have you ever participated in the process of advertising the NMB mobile 

banking?  (Je wewe umeshawahi kushiriki katika kuitangaza huduma hii ya 

kibenki ya NMB inayotumia simu za mkonni?) Yes (Ndiyo)  {          },         

No (Hapana) {          }.  

26) If yes, how many times? (Kama ndiyo ni mara ngapi?) 

i. Once (Mara moja) {          }. 

ii. Twice  (Mara mbili) {         }. 

iii. 3 times (Mara tatu) {          }. 

iv. Many times (Mara nyingi) {          }. 

27) If no, why? (Kama hapana ni kwa nini?) 

i. I am busy (nimetingwa na majukumu) {          }.  

ii. It is not my duty  (si kazi yangu) {          }. 

iii. It does not help (haisaidii) {          }. 

iv. I will not be payed  (Sitolipwa){          }. 

28) Is the Bank making any advertisement? (Je benki ina utaratibu wowote wa 

kutangaza huduma hii?)  Yes (Ndiyo)  {          },          No (Hapana) {          }.  

29) If yes, what type of advertisement it use? (Kama ndiyo, inatumia nja gani?) 

i. Radio (Redio) {          }. 

ii. TV  (luninga){          }. 

iii. Web site/ internet (tovuti/Mtandao wa mawasiliano ya komputa){   }. 

iv. Poster  (Mabango ya matangazo) {          }. 

v. Flyers  (Vipeperushi){          }. 

vi. Sending SMS through phones  (Kutuma ujumbe mfupi kwa kutumia 

simu za mkononi) {          }. 

vii. All of the above (Aina zote) {           }. 
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30) If no, why? (Ikiwa hapana ni kwa nini?) 

i. The customers are familiar with the service (Wateja wanaijua huduma 

hii) 

{          }. 

ii. It does not has any impact  (Haina athari yoyote){          }. 

iii. It cost the Bank a lot (Inagarimu Benki pesa nyingi) {          }. 

iv. It is the wastage of time (Ni kupoteza muda tu) {          } 

31) What are the problems caused by the mobile phone companies? (Ni matatizo 

yepi yanayo sababishwa na makampuni ya simu za mkononi?) 

i. Cost  (Gharama kubwa){          }. 

ii. They do not want to provide our services  (Makampuni hayataki 

kishiriki katika kutoa huduma zetu) {          }. 

iii. They do not have enough customers (Makampuni  hayana wateja 

wakutosha) {         }. 

iv. They do not want to cooperate with us (Makampuni hayataki 

kushirikiana na sisi)  {          }. 

v. There is a problem with network coverage  (Kuna tatizo la upatikanaji 

wa mtandao) {          }. 

32) Why the Bank is providing some services and not many services such as 

paying water bill, electricity bill of ZECO, purchasing goods and paying 

Zanzibar Revenue Board (ZRB)? 

(Kwa nini Benki inatoa huduma chache na sio nyingi kama vile kulipia bili za 

maji, bili za umeme wa kampuni ZECO, kununulia vitu mbali mbali and 

kulipia bodi ya mapato ya Zanzibar (ZRB)?) 
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i. Poor companies corporation (ushirikiano mbaya wa makumpuni 

mengine) 

 {          }. 

ii. Some companies do not accept the technology  (Baidhi ya makampuni 

hawaikubali teknolojia hii) {          }. 

iii. Awareness of people (Watu hawaelewi) {          }. 

iv. It cost a lot  (Inagharimu sana) {          }. 

v. Few customer  (Wateje ni wachache) {          }. 

vi. Our customer are not ready to use  (Wateja wetu hawakotayari 

kutumia)   {       }. 

33)  Is there any shortage to the customer that has appeared due to the problem of 

network of the Bank?  (Je kuna hasara yoyote aliyowahi kuipata mteja wenu 

kwa sababu ya tatizo la mtandao wa Benki?)  Yes (Ndiyo)  {          },          

No (Hapana) {          },    I don‟t know (Sijui) {          }. 

34) If yes, did the Bank manage to solve that problem? (Kama ndiyo, je Benki 

iliweza kulitatua?) Yes (Ndiyo)  {          },          No (Hapana) {          }. 

35) If no, why the Bank falls to solve that problem? 

 (Kama hapana, kwa nini Benki ilishindwa kulitatua tatizo hilo?) 

i. The problem of knowledge to our technicians  (Ni tatizo la ujuzi /weledi wa 

mafundi wetu) {          }. 

ii. The system does not recover (Kutoweza kujirekebisha kwa mfumo 

wenyewe)    {            }. 

iii. The system is new to our technicians (Upya wa mfumo kwa mafundi 

wetu){}. 

iv. The system corrupted (Kuathirika kwa mfumo wenyewe) {          }. 
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36) What problems you are facing from customers when giving information 

about NMB mobile banking services? (Kuna matatizo gani munayoyapata 

kutoka kwa wateja wakati munapowapa habari kuhusu huduma za kibenki za 

NMB zinazotumia simu ya mkononi?) 

37) Is there any problem that the Bank experience during advertising this service? 

(Kuna tatizo lolote ambalo Benki imelipata wakati wa kuitangaza huduma 

hii?) 

Yes (Ndiyo) {        },      No (Hapana) {        },  I don‟t know (Sijui) {          }. 

38)   If yes mention that problem(s) (Kama ndiyo litaje tatizo hilo au yataje 

matatizo hayo). 

39) Comments(Maoni). 

…………………………………………………………………………………

…………………………………………………………………………………

…………………………………………………………………………………

…………………………………………………………………………………

…………………………………………………………………………………

………………………………………………………………………………… 
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Appendix 2: Interview  

1) For how long have you been using this service?  

Kwa  muda gani umekuwa ukitumia huduma hii? 

2) How do you satisfied with the access of other mobile banking services?  

 Kwa kiasi gani unaridhika na kiwango cha kutumia huduma nyingine za 

kibenki kwa kutumia simu ya mkononi? 

3) How do you evaluate the accuracy of instructions offered by the Bank 

through mobile banking service?  unatathimini vipi ufasaha wa maelekezo 

yanayotolewa na benki kupita huduma ya simu za mkononi? 

4) What do you think should be done in order to improve the quality of this 

service?  

Unadhani ni kitu gani kifanyike ili kuboresha huduma hii? 

5) In your own view, what are the main hurdles/ problems that affect the quality 

of this service provision?  

Kwa mtazamo wako binafsi, ni yapi matatizo makuu yanayo athiri ubora wa 

utoaji wa huduma hii? 

6) Do you fear the loss or misuse of personal information while using mobile 

banking? Je unahofu ya kupotea au kutumika vibaya kwa taarifa za mtu 

binafsi wakati wa kutumia huduma za kibenki kwa kutumia simu ya mkononi? 

7) Do you think that the password is the only way to make the mobile banking 

safe/secured? Je unadhani namba ya siri inatosha kuifanya huduma hii kuwa 

salama?  

8) Do you think that the Bank should use other method rather than text message 

to give your bank services infomatoins such as account balance, transfer 

money to another account etc? Je unadhani kuwa benki inapaswa kutumia 
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njia nyengine ya mawasiliano mbali na ujumbe mfupi kwa ajili kupata taarifa 

za kibenki kama vile kuangalia salio, kumtumia mtu pesa kwenye akaonti 

nyengine n.k?  

9) What is your recommendation to the society on the use of mobile banking?  

Je una maoni gani kwa jamii kuhusu utumiaji wa huduma za kibenki kwa 

kutumia simu ya mkononi?   

10) What is your expectation on the use of this service? Je, una matarajio gani 

kutokana na utumiaji wa huduma hii? 

11) What services should be increased on mobile banking in order to make these 

services more attractive to the customers? Ili kuwavutia wateja wa benki 

unadhani huduma zipi ziongezwe katika utumiaji wa Benki kwa kutumia simu 

za mkononi? 
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Appendix 3: A Permit from Zanzibar Government for Conducting the Research 

in Challenges Facing Adoption of Mobile Banking in Tanzania:  

Case of NMB Chake-Chake Pemba 
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Appendix 4: A Permission Letter  

From Zanzibar Government to District Officers for Conducting the Research in 

Challenges Facing Adoption of Mobile Banking in Tanzania:  Case of 

NMB Chake-Chake Pemba 
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Appendix 5: A Permission Letter from the University of Dodoma  

for Conducting the Research in Challenges Facing Adoption of Mobile Banking 

in Tanzania:  Case of NMB Chake-Chake Pemba 

 


