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Abstract 
Title – Promoting Mobile Financial Transactions: A Case study of Zain Sierra Leone 

Author – Kesiena Atuyota-Ejughemre 

Supervisor - Anders Hederstierna 

Department: School of Management, Blekinge Institute of Technology 

Course: Master’s thesis in business administration, 15 credits (ECTS). 

Background and Problem Discussion: There are challenges associated with overly cash based 
societies. The use of mobile financial systems could address some of these challenges. 
Understanding the factors that influence people’s willingness to use mobile systems for financial 
transactions could be significant in developing strategies to transition from traditional payment 
systems to mobile financial transaction systems. 

Purpose – The purpose of this is to assess contribution of customer trust and perception of 
customer focus to the willingness of GSM subscribers to use the mobile system for financial 
transactions and how the understanding derived from these factors can be used to develop 
strategies to promote a transition from cashed based society to mobile financial transactions.  

Method- Quantitative and deductive approach was used. 300 GSM respondents who were 
selected with a multistage sampling method in three locations were surveyed.  Interviewers were 
used to get data on perceived customer focus level, customer trust and willingness to engage in 
mobile financial transactions.  

Theory – Theory section looks at the concepts relating to customer trust and customer 
perception of customer focus and pertinent subconstructs applicable to the engagement in mobile 
financial transactions. 

Analysis – I have used correlational analysis to verify the level of association between customer 
trust, customer focus perception, socio demographic factors and the willingness to engage in 
mobile financial transactions. In order to verify the influence of income, a non parametric test 
was done.   

Conclusions – The analysis of the data results showed that there is a strong positive association 
between the willingness to use mobile for financial transactions. Also, the analysis revealed a 
positive correlation between the perception of customer focus by subscribers and the willingness 
to engage in mobile financial transactions. There was no significant influence by demographic 
factors such as age and gender on the willingness to engage in mobile financial transactions. A 3 
phased implementation strategy was proposed for the deployment of a mobile financial 
transaction system.  
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1. Introduction 
 

This thesis is focused on strategies to promote the transition from an overly cash based society to 

one where more financial transactions are done through mobile means by adopting strategies to 

promote mobile transactions instead.  

1.1. Research Problems 

1.1.1. Background Information 
 

 It has been estimated that in emerging markets, over 75-80% of transactions are cash based. A 

large fraction of these are done without accountability. The challenges Thus from casual 

observation it would appear that carrying out business and other financial transactions bring on 

additional burdens as against the ease of cashless transactions.  

According to the GSMA website , conservative estimates in 2004 showed that over 800 million 

people were recipients of remittances from over 175 million migrants. Human beings for a long 

time now have been moving from less developed to more developed ones in search of better 

economic prospects and working conditions. Brain drain aside, there are economic impacts on 

both origin and destination countries of these migrant workers.  One of such benefits includes 

access to funds for carrying out small businesses and other economically beneficial activities. 

According to Western union, it is projected that the total value of worldwide remittances will 

grow to $700 billion within the next 5 years. 

Zain Sierra Leone is the market leader in the Sierra Leone. According to MTC annual reports of 

2006, the mobile penetration was about 9% and the coverage of Zain’s network was 74% of the 

estimated population of 6 million. However, the operating environment is quite competitive as 
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the government has granted about 3 other GSM licenses. In order to tackle this competitive 

challenge, it therefore behooves the firm to utilize differentiated services to retain its customers, 

by meeting a genuine need, create niches within its market and possibly eat into the 

competition’s share.   

In recent times, GSM firms that came after Zain embarked on major price wars by slashing 

prices for voice calls and SMS. Zain also took the bait and climbed down on its prices for voice 

calls and SMS to its subscribers. However, it must be put in perspective that in the long run no 

one wins the price war as pressures are put on operational costs. According to Michael Porter in 

his paper (What is Strategy?), he stated that “broadly targeted strategy emphasizing low price 

result in lost sales to customers sensitive to features or service.  

It is expected that if the cost of carrying out business transactions would be reduced if mobile 

business transaction is implemented. This could consequently boost trade and other sectors of 

the economy. 

1.1.2. Motivation 

 

Moving through third world countries in West Africa, reveals the extant challenges involved in 

easily accessing dispensable cash, as compared to other places in say Europe and developed 

countries. Considering that there is a limit to the amount of physical monies you can move 

around, the veritable need for easy access to cash or mobile liquidity exists. Various vendors 

and telecommunications operators have been carrying out different projects and many frontiers 

are being expanded with the effective utilization of technologies. Therefore in the context of 

Sierra Leone which falls into the category of countries highlighted above, this research would 

attempt to see how the operators can estimate the need (demand) for mobile financial 

transactions. This is against the backdrop that if such a demand exists then harnessing it could 
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be a veritable source of boosting its profitability derived from its subscribers (customers of its 

goods and services). Evaluating methods to assess the demand would be of benefit to the 

operator’s management that is looking to increase its uptake by promoting mobile financial 

transactions. 

 

1.1.3. Research Objectives 

 

In broad terms, using Zain Sierra Leone as the case firm, we investigate how strategies to 

promote or increase the use of mobile financial transaction can be estimated. The potential 

relationship between willingness of subscribers to use mobile financial systems for transactions 

instead of cash and different customer (subscriber) related variables will be studied and 

explanations will be given for these based on data collected and attendant analysis. The specific 

objectives of this thesis work are as follows:  

1. Evaluate methods that can be used to estimate the demand for mobile financial 

transactions. 

2. Assess the contribution of GSM subscriber trust to utilisation of mobile financial 

transactions rather than traditional options. 

3. Determine the potential role demographic factors such as age, educational level, gender 

on demand for carrying out mobile financial transactions and the extent if any of such 

factors. 

4. Assess how subscriber perception of firm’s customer focus impact willingness of 

subscribers to adopt to new mobile financial products 
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1.1.4 Research Hypothesis 

 

The following are the hypotheses listed below are those that will guide the research process in this 

thesis work. 

1. Customer trust is essential and will determine if consumers will use mobile financial 

transactions. In other words there is a positive association between consumer trust of 

mobile firms and the willingness to use mobile system for financial transactions.  

2. The perception by consumers that companies are customer focused, increases 

willingness to adopt new products rolled out by firms. In other words there is a positive 

association between perception of customer focus and the willingness to adopt new 

mobile financial products. 

3. Socio-demographic factors such as educational level, age etc influence the willingness of 

subscribers to carry out mobile financial transactions.  

 

1.2 Outline of Thesis  
 

This thesis is made up of six chapters and is outlined as follows: 

• Chapter one - This is an introductory chapter which presents an overview of the case in 

study. It also presents the aims and objectives of the research.  

• Chapter two – This is a critical review of the literature which is relevant to the concepts 

and subject matter pertaining to this thesis work.   

• Chapter three – This describes the procedures used in carrying out the investigations  

• Chapter four - Presents the results of the measured variable collated and analyzed. It also 

discusses the results in relation to the relevant body of available literature 
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• Chapter five- Contains the conclusions and recommendations and proposed strategy from 

the study. 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

  6



2. Literature Review 
 

   

2.1. Customer Trust: Importance of the Concept in Mobile Financial Transactions  
 

The traditional means of financial transactions are well established. Someone carrying out 

transactions with cash may be more assured as he/she can see what he gives or gets. Other 

electronic means of payments like VISA, MasterCard are also well established. However for a 

more novel method like mobile systems for transactions, the novelty may arouse a sense of 

uncertainty. It is on this premise that this section takes a look at customer trust which may be 

necessary to overcome the aforementioned uncertainty and may be an important determinant of 

the willingness of subscribers to engage in mobile financial transactions. 

2.1.1 Definitions and Overview of Customer Trust 
 

What does the construct “trust” denote? The word is very commonly place and is loosely used in 

everyday parlance. However, a clear conceptual understanding of what the customer trust 

concept and its relation to mobile financial transactions would give a useful foundation to this 

research. It is imperative to understand how the construct applies to the relationship between a 

giving party and a receiving party, which is the case in mobile financial transactions. The party 

involved may be paying for a service, making a transfer of funds from one persons account to 

another or at the receiving end of such a transaction. According to Grabner-Krauter (2002), trust 

is a factor which plays a role in social interactions when there is dependency or uncertainty. It 

must be stated that the context of his research was e-commerce, but the concepts will be 

transposed as much as they relate to mobile financial transactions in general. He stated that there 

are many conflicting conceptualizations of the concept of trust.   
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McKnight and Chevany (2002) argued that trust is a construct that has been defined in various 

ways by researchers across many fields. In their opinion, there has to be a clear definition of the 

trust construct on the conceptual level as well as the operational levels in order to compare 

effectively across different scenarios or settings. Siau and Shen (2003) seem to concur with 

Grabner-Krauter (2002) that the concept of trust has been defined in various disciplines, pointing 

out that there are differing perspectives on it. However they loosely defined trust as “a state 

involving confident positive expectations about other’s motives with respect to oneself in 

situations entailing risk”. In a general proposition on “trust”, Sheppard and Sherman (1999) 

conceptualized trust as four discrete forms of dependencies between parties whose risk 

assumption depends on the inter-relationship between these parties. Looking at these definitions 

of the trust construct, the terms risk and uncertainty are recurring terms within these definitions. 

Looking at these interchangeable terms, it could be inferred that customer trust therefore would 

denote that a perception of risk or uncertainty on the part of the customer. According to 

Golembiewski and McConkie (1975), trust is crucial to commercial and interpersonal 

relationships. In line with the above definitions, there are expectations by a party at least and 

there is the perceived risk potential also. In the context of this study, we believe that mobile 

financial transactions to be carried out by customer (subscribers) on platforms provided by the 

GSM company constitutes an interaction between the parties where the subscriber would expect 

to carry out their dealings efficiently and without fraud. However unlike traditional transactions 

where you “see” the person whom you are dealing with, the risk factor is then the act of using a 

platform that relies on security given by the provider of the service. This scenario lines up with 

Grabner-Krauter’s definition that one party relies on the other and there is dependency on the 

other to meet expectations.  The concept of customer trust has three distinct components 
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according to Ratnasitigham and Kumar (2000). The model proposed by the aforementioned is 

shown below in figure 1 

                                           

Competence  
Trust Predictability 

Trust
Goodwill trust 

Consumer 

Trust

Customer 

                       

Figure 1 Distinct components of customer Trust: Adapted from Ratnasitigham and Kumar (2000)  

 

Competence trust is founded on belief in the technology, skills and expertise of the provider. 

Predictability trust is founded on consistency of a provider’s behaviour, while goodwill trust 

emanates from the belief in the provider’s benevolence and sincerity. In the light of these we can 

see that a key constituent of these components of customer trust in the context of mobile 

commerce is the expectation of the customers According to Morgan and Hunt (1994), trust 

indicates a willingness to believe partners in a business contract and belief in a business partner’s 

honesty and credibility. It is also explained as favour and credibility offered in order to believe 

partners Ganesan (1994) and Kumar (1996) and likened to the continuous relationship between 

business partners. While Ratnasitigham and Kumar (2000) modelled trust as consisting of three 

components, Lee and Chung (2009) argue that trust has two dimensions. They opine that these 

dimensions are credibility and benevolence. Ganesan (1994) is of the opinion that credibility is 

the belief that business partners will fulfil their roles effectively and reliably, and that 

benevolence is the belief that business partners have the intent and motivation to provide benefits 
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in specific new situations. The benevolence component of trust is very applicable to the context 

of this research as the application of mobile financial transaction is a new specific situation to the 

customer and they would need to assume that the provider would provide expected benefits. Also 

as seen from Ganesan (1994) and Kumar (1996), the construct of trust is explained as being a 

continuous relationship. This concept aligns with the proposition by Siau and Shen (2003) that 

customer trust is a continuum; “that building customer trust in mobile commerce is a continuous 

process, which extends from initial trust formation to continuous trust development”. Thus we 

see that customer trust in the operator is not a fixed factor. It must be cultivated and nurtured. 

The process of trust development involves setting expectations (by trustor) of another’s 

(trustee’s) behaviour and evaluating to see if these expectations are met or not Gabarino and 

Johnson (1999). 

 

In summary, we have seen the different definitions of trust by various authors. Each one has 

utilised sub constructs like credibility, benevolence, risk or uncertainty in their definitions of 

customer trust. We have therefore construed from these that mobile financial transactions do fall 

into the category of commercial relationships described as there is a giving and another receiving 

party in which there is a dependence by one on the other for a service. However the dependence 

is accompanied with some element of risk or uncertainty. With these understanding in mind, we 

would seek in the following subsection how these sub constructs can be used to classify 

customer trust definitions and based on these derive variables to measure customer trust. The 

understanding of the role of customer trust in the willingness to adopt mobile financial 

transactions will also help in developing a strategy to advance mobile financial transactions. 
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2.1.2 Customer Trust Typology 
 

This section looks at how the definitions of the concept of trust classifications of its related sub 

constructs. An understanding of these would give a clear idea of what variables add up to make 

up customer trust. It must be pointed out that different literature read on the customer trust 

construct had varying perspectives on the definitions of trust even as it relates to the customer. 

There were perspectives from different disciplines including sociology, behavioural sciences, 

mobile banking etc. Various perspectives have been studied and using relevant literature a fitting 

model to this research would be distilled. This section critically examines the concept of trust in 

relation to the customer and what subcontructs and relevant variables will be useful to gain 

proper theoretical understanding the in the light of proposed hypotheses and how a proper 

conceptual foundation can be built. 

 

Lee and Chung (2009) pointed out that trust on the part of customers is an important factor in the 

success of mobile banking. This can be extrapolated to extend to various other subsets of mobile 

financial transactions. Utilisation of the mobile network for carrying out mobile financial 

transactions where it was previously unused before would behove the customers a degree of 

willingness to believe in the credibility of the provider to engage such services. The concept of 

trust has been defined in so many ways such that that the possibility of conceptual confusion is 

high. There are so many definitions put forward that some researchers have found these 

contradictory and confusing Lewis and Weigert (1985). It is therefore necessary to clarify the 

conceptual roots of trust and then how these can be obtain to get variables to be used in this 
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thesis work. After a review of different journals, books and other literary materials on customer 

trust and various conceptual presentations, it was deemed fit to use the conceptual classifications 

of trust constructs proposed by McKnight and Chervany (2002). Firstly, before they created their 

model, they studied over 65 definitions of trust with various subconstructs conceptual leanings. 

The model was able to capture relevant depth on customer trust and streamline the subconstructs 

into a congruent definition. They showed from their analysis that the definitions fell into two 

broad categories. A set fell into the category of conceptual types such as belief, attitudes, 

behaviors’ and dispositions. The second set could be classified as referential; for example trust in 

someone, something or specific characteristics of an entity. The first category refers to what trust 

is in essence, while the second category refers to the object of trust. Based on the referential 

category, the following five constructs, categories of the trust construct were formed. These 

elements would guide in the creation of trust scales and derivation of measurable variables in 

order to test the hypothesis on customer trust in this thesis work. They are shown in table 2.1.     
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Table 2.1 – Trust Typology Based on Referential Forms Adapted from McKnight 

 
Trust-related  
characteristic  

Second-order  
conceptual category 

 Definition count Percentage 
of total 

1. Competent  
  

14 
 

2. Expert    3  
3. Dynamic    3  
 Competence  20  20.4 

4. Predictable  Predictability   6 6.1 

5. Good, moral    6  
6. Good will    10  
7. Benevolent, 
caring  

  18  
8. Responsive    4  
 Benevolence  38  38.8 

9. Honest   11  
10. Credible   1  
11. Reliable   8  
12. Dependable   6  
 Integrity  26  26.5 

13. Open   3  
14. Careful, safe   3  
15. Shared 
understanding  

 1  
16. Personally 
attractive  

 1  
 Other  8  8.2 

 Total  98  100.0 
Column 1 of table 2.1 above shows 16 different characteristics found in different definitions of 

trust. The trust related characteristics are further consolidated into five dominant trust related 

characteristics as shown in column 2. The last columns show the number of counts for each 

characteristic and the percentage of times the second order characteristics appear overall. The 

table above is based on McKnight and Chervany (2002), who were able to produce a model for 

trust types which would be useful for this thesis work. The model is a consolidated 

representation of the concepts shown in table 2.1 above. In essence, the model specified 3 

categories which are interrelated namely: Dispositional Trust, Institutional Trust and 

Interpersonal Trust. Dispositional trust is denotes the level to which a given party in a 
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relationship shows a willingness on a consistent basis to depend on others in different situations 

and to a variety of people. According to Mayer et al (1995), it means that a person has the 

inclination to be willing to depend on others. Institutional trust on the other hand has to do with 

the belief that there are proper and favourable structures in place to ensure success in a given 

situation or activity. Interpersonal trust means belief in specific others. The relationships 

between these concepts are shown in figure and are an adapted form for mobile GSM 

transactions. The novelty of a situation, product service etc, to a person, dispositional trust will 

affect the interpersonal trust of that vendor or service provider. Thus we can theorize from this 

that dispositional trust of customers will affect their willingness utilize mobile platform for 

financial transaction given its novelty. Interpersonal trust in the context of this study refers to 

the belief that the structures (governmental, legal and GSM) are adequate to ensure that 

financial transactions can be successfully done using the mobile platform. Interpersonal trust in 

the context of this research refers to belief in the GSM firm’s ability to provide   
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 Figure 2 Mobile Customer Trust Constructs Adapted from McKnight, D. H and Chervany, N. L (2002)     
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2.1.3 Customer Trust Constructs in Mobile Financial Transaction Context 
 

This subsection reviews the concepts in the preceding ones as they relate theoretically to mobile 

financial transactions. Mobile financial transactions generally refer to transactions carried out 

using the mobile telecommunications platform such as GSM and other wireless networks. These 

transactions include mobile remittances, mobile banking, mobile payments etc. Many of the 

literature reviewed leaned towards e-commerce rather than mobile financial transactions. Thus 

the model shown in Figure has been adapted for m-transactions. Under disposition to trust, there 

are two subsconstructs namely: faith in humanity and trusting stance. In the m-transaction 

context, faith in humanity would mean that the customers would generally believe that the m-

transaction service providers would be ethical and competent. This agrees with Rosenberg 

(1957) propositions on values that promote and trigger trust. The trusting stance stems from the 

subjective position that there is a good probability that benefits would be derived from engaging 

the other party. For example, a GSM subscriber may decide to use mobile remittance service to 

send funds as against traditional funds transfer means on the basis of perceived potential benefit.  

 

Institution-based trust has two subconstructs namely: structural assurance of the mobile 

platforms and situational normality of mobile platform. The former of these constructs 

represents the belief that the m-transaction provider would work within existing laws and that 

subscribers would be protected from risks like fraud while using their platform. Situational 

normality in the context of m-transactions means that the customers believe that the providers are 

organized and will provide services in an orderly way. The adopted model has the trusting beliefs 

construct with the subconstructs of competence belief, integrity belief, predictability belief and 
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benevolence belief. In the case of m-transactions, trusting belief competence would imply that 

customers believe that the provider is capable enough to deliver on its service delivery 

obligations. A point of note and reflection on the competence belief is whether the customers’ 

competence belief is in the technology being used by the provider or in the provider themselves. 

Siau and Shen (2003) are of the opinion that as mobile technology evolves, the focus would shift 

from engendering customer trust in the vendors themselves rather than in the technology used. 

Trusting belief / benevolence on the part of the customer means that s/he believes that the 

provider would not unfair take advantage of him/her.  The trusting integrity belief means that the 

mobile subscriber in this context believes that the other party would act in good faith, fulfill their 

promises and act ethically. Trusting belief predictability means that the provider’s behavior 

(good or bad) are consistent enough for the customer to be able to forecast the actions of the 

provider. The predictability subconstruct in the model may seem neither good nor bad as it is 

focused on the consistency of behavior of the provider. It may then be theorized that 

competence, benevolence and integrity beliefs are more important for customer trust relations 

than predictability.  

 

The construct trusting intentions has two subconstructs namely willingness to depend and 

subjective probability of depending. As seen from the model, the trusting intentions are 

triggered off from trusting belief and are linked to customers’ institution based trust. Thus 

mobile subscribers who have trusting beliefs in the competence, integrity, predictability and 

intent of the mobile firm are more likely to show willingness to depend on the firm. Willingness 

to depend as defined by Dobing (1993) means that one is able to of his or her own independent 

accord is ready to be vulnerable to the other party in a situation by depending on that party. 
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Stewart (2003) links the construct of trusting intentions and the subconsruct of willingness to 

depend by stating that trusting intention is intention to buy and that intending to buy represents a 

willingness to be vulnerable in many ways. This agrees with Dobing’s definition of trust. The 

second subconstruct, subjective probability of depending, is the extent to which one anticipates 

one would depend on another party. This is a verifiable intent to depend on the vendor to 

provide a service or good. In the case of m-transactions it would mean that subscribers are intent 

on using the mobile network to carry out financial transactions. The understanding of these 

subconstructs and their meanings has been incorporated into the creation of the questionnaire on 

customer trust.   

2.2. Customer Perception of Firm’s Customer Focus Level 
 

Customer focus is defined by Nwokah and Maclayton (2006) and Nwokah (2008), as a set of 

beliefs that puts the customers interest first while it does not exclude those of other stakeholders 

such as owners, managers etc. in order to develop long term profitability. This definition seems 

to capture a mindset more than action. It could be said to be the mental disposition of giving 

premier place to the customer with a view of maintaining or increasing profitability. Perception 

of customer focus can therefore be said to be the opinion that customers have about an 

organizations’ interest in putting them first while meeting their needs for goods or services. Best 

(2005) defined customer focus as “the degree to which business seeks to understand customer 

needs and use situation, and tracks customer satisfaction”. The concept of customer focus is also 

linked with an organizational mindset or culture. Deshpande et al (1993) view customer focus as 

an integral part of an overall corporate culture whose values reinforce and perpetuate this focus. 

In the light of Best’s definition, we could say an operator’s customer focus would reflect the 
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organization’s depth of gaining insight on its subscriber needs and how it’s services are used and 

in turn translating these actions to gauge customer satisfaction.  

 

The focus however of this portion of this of the literature review is to see how various literature 

and other studies have looked at the concept of customer focus in general and to see how the 

customer’s perception of the organization’s customer focus affects the uptake of services and in 

this case m-transactions. Many of studies reviewed have focused on manufacturing industries 

and services industries and have an internal focus i.e., how developing the company’s 

organizational customer focus would translate to profitability and customer satisfaction. This 

study however seeks to find out within the context of Sierra Leone, the existing perception by the 

customers of the firm’s level of customer focus, what the perception drivers are and how they 

impact the probability of using a new service, in this case mobile financial transaction. This 

follows from hypothesis 2 and is shown pictorially in figure 3 below.     

 

Customer  

Perceived level Of Customer Focus 

 
Probability of 

Using new 
service

Figure 3 Hypothetical Model of Customer Focus on Utilization of Service 
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Many of the existing literature on customer focus/orientation according to Cai (2008) have been 

focused on customer relationship practices and some others on the organizational customer 

orientation. That being the case, since this part of this thesis work is concerned with the 

association between customers’ perception of firm’s level of customer focus and propensity to 

adopt mobile financial transaction services, an empirical survey and descriptive approach will be 

adopted to verify if an association does exist. 

2.3. Effects of Demographic Factors on Adoption of Mobile Financial Transaction 
Service 

 2.3.1 Socioeconomic Factors 
 

The key socioeconomic factor which affects the adoption of technology based financial 

transaction is income. According to Rogers (1995), within the income brackets there are a 

number of characteristics that can be observed. These include those who adopt early and are 

interested in technology itself and are not too risk averse; those who are pragmatic and process 

oriented; the skeptical ones with negative technology attitudes; laggards with extremely negative 

attitudes, who never will adopt. Morh (2001) also described the laggards as being those with 

negative attitude towards the adoption of mobile technology for financial transaction hence low 

probability of adoption.  

According to Sarker and Wells (2003), there is not very clear understanding guiding the use and 

adoption of mobile devices and thus potential m-commerce users. The role of income also may 

be linked to possible price sensitivity, as studies have indicated that relatively high prices are a 

reason militating against the adoption of mobile services (http://www.mobiforum.org). However, 

the key variables used in assessing the influence of socioeconomic factors would be relative 

advantage and compatibility and complexity following from work carried out by Suoranta and 
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Matilla (2004). We would in the course of carrying out the study verify statistically if income 

does play a role in influencing the willingness to engage in mobile financial transactions   

  2.3.2 Age 
 

Noakes (2002), in his study carried out in the United States of America posited that mobile 

technology seems to be more appealing to the young generations and thus the adoption of mobile 

service. Although the term “young” is quite general as encompasses various age brackets. This 

study would look at the disposition of different age brackets to adopting mobile financial 

services using the case firm. Kleijnen et al (2004) showed through their study that though even 

though younger consumers are believed to be more positive about mobile services in general, 

they require the same ease of use and mobile technology readiness as older consumers in the case 

of mobile financial transaction adoption. Oumlil and Williams (2000), state that the elderly have 

been considered traditionally resistant to change and have negative attitudes to technology. 

However, Suoranta and Mattila (2004) show in an empirical study done, that future users of 

mobile financial services are likely to be older than research or public opinion expected.  

2.3.3 Gender 
 

Studies carried out by Li et al (2008), showed that the rate of adoption and use of mobile 

commerce were similar for both men and women. However, the study was carried out in the 

United States. This study was considered relevant as mobile commerce as used therein also 

included mobile financial transaction services. Can the inferences from the aforementioned 

empirical studies be generalized to less developed countries or those with different cultures?  In 

this study the key constructs applied to determine the influence of gender were perceptions of 

wireless trust; perceived ease of use; perceived usefulness; and price.     
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The socio economic and demographic factors would be examined to see if they indeed are 

related to the willingness to engage in mobile financial transactions.  

 

  21



 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

  22



3. Research Methodology  

3.1 Study Design 
 

This research work applied a multi method approach in order to answer the research questions 

and to test the hypotheses put forward. A series of surveys and interviews of GSM subscribers 

and key stakeholders and decision makers were carried in order to extract relevant information 

that would be useful in testing the hypotheses. The questionnaires used were all piloted in order 

to test the questions, refine them and eliminate ambiguity and increase clarity of meaning and 

responses required. These questionnaires were sent out to some peers and experts on ground to 

help review them. The structure of the questions in the questionnaires was readjusted based on 

feedback received. This was done to the end that information obtained during the data collection 

phase would prove reliable enough for analysis. 

 

 

 

 

 

Figure 4 Methodology Model 

3.2 Overview of Financial Transactions versus Mobile Telephony in Case Firm 
 

As at 2009 there are 3 major GSM providers in Sierra Leone namely Zain, Africell and 

Commium networks. The major thrust of these has been voice services and then short messaging 

services following after these. The market share is split roughly with Zain, Africell and 

Commium controlling 45%, 30% and 20% respectively. The GSM landscape is such that 
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operators have sought to retain their market share by reducing intra-network call rates and 

general price slashing. However as Michael Porter (1996) puts it, everyone is a loser in the long 

run if the strategy of price wars is employed.   

Most financial transactions in Sierra Leone are done either using the traditional bank instruments 

or in a cash based fashion.  Financial transactions include payment for goods and services, 

transfer of payments from bank to bank or from person to person. It also includes remittance of 

cash from one person to another. However, these traditional means do have additional cost 

implications and inconvenience attached to it. In other countries however, riding on the back of 

wireless technologies (GSM, 3G etc.) many mobile financial transactions are being done. These 

types of mobile financial transactions include mobile money transfer or mobile remittance, 

mobile banking, mobile payments just to name a few. 

Sierra Leone is a country where there is lot of inflow of remittances from migrants. Most of these 

remittances are sent either through an established channel like Western Union or through 

travelers. However, the problem associated with the conventional methods of carrying out 

remittances transactions include, high costs, longer delays and greater risks in final delivery. 

However, these drawbacks are considerably reduced by the use of the mobile transfer used by the 

GSM operators as seen in other countries like Kenya. Different sources also have it that many 

mobile phone users including those in Sierra Leone are unbanked. Mobile network operators can 

thus strategically fill this gap in reaching unbanked people in the short term as well as 

positioning themselves for long term financial returns. 

 

 

  24



3.3 Sampling and Data Analysis 

The case firm for this study is Zain Sierra Leone. Thus the global population is the set of Zain 

subscribers that meet our requirements for the study. This would therefore include subscribers 

who are active and are who do carry out financial transactions. There are over 500,000 

subscribers who are considered as active and include prepaid and post paid users. Active as 

defined by Zain means that subscribers have made billable calls within the last 90 days. 

However, the technique adopted here was to randomly select mobile users who are representative 

of the required subset due to the size of the global population. Therefore subscribers were chosen 

such that the met the following criteria: 

a. Engage regularly in one form of financial transaction of the other 

b. Must be active on the mobile network as defined by the company  

In the context of this research, the problem questions’ area has to do with customer trust, 

customer perception of firm’s customer focus, socio-demographic factors and potential impact to 

the willingness to use mobile financial transactions or not. With that in mind and considering the 

highly heterogeneous (high variety in income, age, trust disposition, willingness to adopt mobile 

technology innovations) nature of GSM subscribers, a multistage sampling procedure was 

adopted. This was done by picking the respondents from three different locations. After that 

respondents were picked randomly from different localities within the province to cater for the 

heterogeneity, differences in demographic and social settings. 
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3.3.1 Questionnaire Design 

The initial data collection from respondents was achieved through the use of questionnaires for 

the first three hypotheses. This was to gather information on customer trust, perception of 

customer focus and socio-demographic factors. The construction of the questionnaire was done 

and reviewed to achieve the following: 

1. Getting a fine balance between maximum information extraction from participants and 

brevity/number of questions asked. 

2. Utilization of multiple response types to minimize biased responses and avoidance of 

double barreled questions. 

3. Effective utilization of the responses to get reliable and valid conclusions regarding the 

veracity of the initial hypothesis and the conclusions regarding the stated problems. 

4. Proper gradation of responses to check correlation of variables that were being tested. To 

this end, some questions had responses that reflect the Likert scale, thus showing level of 

agreement or disagreement with a statement.      

The questionnaires were designed as self administered questionnaires, but in order to minimize 

the loss of time, three interviewers were used to administer them and collect the information. 

They also serve the purpose of explaining concepts which may not be clear.  The interviewers 

were trained so that they understood the concepts and the information they needed to gather from 

the respondents. 

 

  26



3.3.2 Data Collection 

The data was collected by the use of the questionnaires. These were administered by the trained 

interviewers. The interviewers were locals who could speak the major local language (Creole). 

This was done to cater for those who were not literate of could not speak English well as the 

questionnaire was written in English. The essence of particularity of local speakers was to 

overcome the hurdle of the literacy rate which is put at 41% by the statistics Sierra Leone.   

3.3.3 Data analysis 

The collated data will be analyzed using primarily statistical methods for the first three research 

problems, while the information gathered for the last one will be done in a largely qualitative 

way. The gradation of responses of was such that ticked Strongly Agree (SA) or Agree (A) 

would be classified as “trustful” as per the measured trust subconstructs. Those that tick Disagree 

(D) or Strongly Disagree (SD) would be classified as not “trustful” as per measured trust 

subconstructs. In the same vein there were gradients for the favorability of customer perception 

of Mobile operators’ customer focus level.  

All tabular data will be analyzed by computer using a statistical package (SPSS 16). Frequency 

distribution and other descriptive statistics will be presented in tables, graphs and histograms. 

Significant associations between variables and customer trust as well as perception of customer 

focus, and socio-demographic and willingness to adopt mobile financial transaction will be 

tested using co relational analysis. 
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4. Discussion of Research Variables and Findings 
 

4.1 Research Variables 
 

This sub section is a presentation of the the data (measured variables) collected and analyzed. 

The tabular representations of the results can be further referenced from the appendix. There are 

also explanations of the tables in the appendix as well. A total of 300 respondents were surveyed 

to get their feedback in order to test our hypotheses regarding mobile financial transactions. 

 

4.1.1 Demographic and Socioeconomic characteristics 
 

The data was collected from 3 different locations in Sierra Leone to minimize possible skewing 

of information in favour of a certain income class. Thus the respondents were picked from one 

predominantly residential area, another predominantly commercial area and thirdly from a hybrid 

area. The distributions of respondents in the three areas were 102, 100 and 98. Details are shown 

in table 4.2.   

The distribution of respondents along gender lines was 56.3 % males and 43.7% females from all 

locations. The respondents surveyed fell into age categories from ages 18 to 20, up to those 

greater than 60 years. Details of the distribution of respondents by age are shown in table 4.4. It 

is however noteworthy that respondents of ages 18 to 20 and 21 to 30 constituted 57.6% of all 

those surveyed. 

12% of the respondents had no formal education, however over 87.3% had a minimum of 

primary education. Details are shown in table 4.7. The response rate on the question of income 

was about 46%. Also income range was widely spaced and with high standard deviation. The 

income distribution did not follow a normal bell curve pattern. Figure 5 shows the income 
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spread. A total of 50.3% of the respondents were employed while 49.7% were not in any form of 

paid employment.  
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Figure 5 Income distribution of the customers 

 

 

 

 

 

 

 

  29



4.1.2 Customer Trust Scale and Statistics 
 

The data on customer trust was collected using the 13 questions in the questionnaire shown in 

the appendix. A five point scale was employed to cater for the subconstructs of trust ranging 

from 13 to 65.   

 

70.0060.0050.0040.00 30.00 

30 

20 

10 

0 

Histogram 

 

 

 

 

 

 

 

 

 

 
Mean =52.15

Std. Dev. =6.024
N =300 

 

 

Trust scale (13-65 points) 

Figure 6 Distribution of the respondents’ customer trust scores 

Data for the customer trust metric was collected from three different locations using a multi 

staged sampling method to minimize bias. The customer trust scale used a five point scale 

system to measure the level of customer trust.  The table 4.9 captures the mean values of 

customer trust and standard deviations for the locations surveyed. Respondents in 2 locations 
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had mean scores on the customer trust scales of at least 53.1. However, repondents in Circular 

scored lower than those in the other 2 locations on the customer trust scale.  

Table 4.11 – 13 in appendix shows the distribution of the customer trust scores of the 

respondents by different demographic factors. It was however observed from the results that the 

age, gender and other demographic differences did not have any significant impact on the values 

of the customer trust scores gotten by the respondents. It is of significant note that those 

respondents who scored high on customer trust were also showed high willingness to engage in 

mobile financial transactions. The converse was also the case for those who had low score on 

the scale. 

4.1.3 Customer Focus Perception Scale and Statistics 
 

The data on customer focus perception was collected using the six questions in the questionnaire 

shown in the appendix. A five point scale was employed to measure the variables for the 

customer focus perception ranging from 7 to 35. 
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Figure 7 Distribution of customer focus perception Scores 
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The data for customer focus perception was also collected from the same three locations to 

minimize data bias. The scores were normally distributed as shown in figure 7. Cursory 

observation of tables 4.24 to 4.28 did not show any significant differences in customer focus 

perception based on gender, location, income etc. Further statistical tests however show that the 

socioeconomic and demographic factors do not significantly influence customer focus 

perception scores. These are shown in tables 4.30 – 4.33 in the appendix. The most significant 

information obtained from the data on customer focus perception scores is that the customer 

focus perception is associated with the wilingness to engage in mobile financial transactions. 

Further explanations of the tests done and results are contained in section 4.2  

4.2 Discussion of Research Findings 
 

The results of this study are hereby discussed in the following sub sections below. It contains 

explanations of the trends observed in the variables and results vis-à-vis our research objectives. 

Most of the tables presented in this section can be seen in the appendix.   

4.2.1 Assessment of Customer Willingness towards Using Mobile Phone for 
Financial Transactions 

 
The data collated from respondents showed that the willingness of the customers to engage in 

financial transaction with their mobile was on the higher side (91.3%), while very few customers 

(8.7%) were not willing to conduct financial transaction with their mobile phone. On the whole 

this is a good indicator for mobile firms to provide the platforms that will enable customers to 

carry out the mobile financial transactions. The indication of willingness was generally not 
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linked to age, gender or income bracket and those indicating willingness cut across various 

brackets of age, income etc. 

4.2.2 Assessment of Customer Trust and Factors Associated With Customer Trust 
 

The data collected using Customer Trust Metrics; a five-point scale was presented in section 

4.1.2. The result of the reliability analysis conducted to determine the internal consistency of the 

thirteen items in the customer trust instrument using Cronbach Alpha statistic had a value of 

0.811. This invariably implies high internal consistency and agreement between the items in the 

Customer Trust Metric (See appendix for further details).     

Tables 5.3-5.7 (shown in the appendix) show the summaries of the trust scores of the customers 

as disaggregated by socioeconomic characteristics of the respondents. The lower and the upper 

limit scores of the instrument were 13 and 65 respectively. Therefore, the closer an estimate to 

65 points, the higher the level of customer trust, while the closer an estimate to score to 13, the 

lower the magnitude of trust. The overall magnitude of trust (52.2 ±6.0) among the customers 

was high.  

The results (shown in Table 5.8) obtained shows that willingness of the customers to doing 

financial transaction with their mobile phone was significantly associated with their level of trust 

(p<0.001). Specifically, consumers who were willing had higher trust score (52.7±5.8) than those 

who were not willing (46.7±5.7). This is a confimation of the initial hypothesis on the 

association of customer trust with the willingness to engage in mobile financial transactions. 

4.2.2.1 Customer Trust and Influence of Location 
 

The f-test (ANOVA) on customer trust level indicates that customers from Circular road had 

significantly lower level of trust than customers from either Kissy or Lumley (p<0.05). Since 
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Circular is a more commercial area than the other 2 areas, it may be that there are some 

peculiarities there that make customers to indicate lower levels of trust. However determining 

these fall outside the scope of this study since on the whole customer trust was high. 

4.2.2.2 Customer Trust and Influence of Gender 
 

As shown by Table 5.4, the level of trust between the male and the female customers was not 

significantly different (p>0.05). Hence, gender had no significant influence on the customer trust. 

Thus gender specifics may not be a major consideration when developing strategies to improve 

customer trust in relation to financial transactions. Deductions from studies carried out by Li et al 

(2008), appear relevant for mobile financial transactions as their studies on m-commerce 

specifically show that both male and female have similar rate of adoption and willingness to use. 

4.2.2.3 Customer Trust and Influence of Age 
 

Table 5.5 shows the disaggregation of the level of consumer trust by age group. The F-test 

(ANOVA) shows that customer trust was independent of the age group of the customers 

(p>0.05). Thus just as in gender above, age specifics may not be a major consideration when 

developing startegies to maintain customer trust in relation to mobile financial transactions. This 

seems to agree with Suoranta and Mattila (2004), who in their study showed that future users of 

mobile financial services are likely to be older than research or public opinion expected.  

4.2.2.4 Customer trust and Influence of Employment Status 
 

The hypothetical association between the employment status of the customers and their level of 

trust was tested using independent sample T-test and the results obtained are shown in Table 5.6. 

It indicates that there was no significant difference between the levels of trust of employed and 
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unemployed customers (p>0.05). Thus employment status does not constitute a major 

consideration of customer trust in relation to mobile financial transactions.   

4.2.2.5 Customer Trust and Influence of Eductaional Status 
 

The disaggregation of the level of trust the customers had on their service providers and the 

results of test of significant difference between the levels of trust of the customers with different 

educational status are shown in Table 5.7. The F test shows that there was no significant 

difference between the level of trust of the customers in these categories (p>0.05), thus implying 

that educational status had no significant association with the level of trust possessed by 

customers (p>0.05).  

  

4.2.3 Assessment of Customer Focus Perception and Associated Factors Associated 
With Consumer Perception 
 

Data on Customer Focus Perception Metrics was collected as explained in section 4.1.3. Based 

on the literature review, the questions asked were used to extract information on perceived 

responsiveness, speed of problem solving, loyalty to customers etc. amongst other variables. The 

result of the reliability analysis conducted to determine the internal consistency of the seven 

items in the instrument using Cronbach Alpha statistic was 0.730, which invariably implies high 

internal consistency and agreement between the items in the instrument (See Customer Focus 

Perception questionnaire appendix for further details).     

Similarly, Tables 5.8-5.13 show the summaries of the perception scores of the customers as 

disaggregated by socioeconomic characteristics of the respondents. The lower and the upper 

limit scores of the instrument were 7 and 35 respectively. Therefore, the closer an estimate to 35 
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points, the higher the level of customer focus perception, while the closer an estimate score to 7, 

the lower the customer focus perception. The overall perception score (25.5±4.3) of the 

customers was on the high side, showing that the customers had good perception towards the 

case service provider (Zain). 

It is noteworthy as shown in Table 5.14 that the willingness of the customers in using their 

mobile phone for financial transactions was significantly associated with their perception 

(p<0.001). In specific terms, consumers who were willing had higher perception score 

(25.9±4.1) than those who were not willing (22.0±4.7). 

4.2.3.1 Customer Focus Perception and Influence of Location 
 

Table 5.9 (see appendix) shows the disaggregation of customer focus perception scores of the 

customers by their location. The result of the f-test (ANOVA) however indicates that customers 

from Circular road and Lumley had significantly higher perception score than customers from 

Kissy (p<0.05). Other studies may be done to decipher reasons for the differences in customer 

focus perception scores for Kissy as higher than other areas. However the customer focus 

perception overall was high.  

4.2.3.2 Customer Focus Perception and Influence of Gender 
 

The customer focus perception scores of the male and the female customers were not 

significantly different (p>0.05). Hence, gender had no significant influence on the level of 

customer focus perception of the costumers (Table 5. 10). In practecal terms then this results 

suggests that a strategy to promote mobile financial transactions may be geared to ensuring that 

customer focus perception is good but need not do it on a gender basis.    

  36



4.2.3.3 Customer Focus Perception and Influence of Age 
 

Table 5.11 shows that the disaggregation of perception scores of the consumers by age group. 

The F-test (ANOVA) shows that consumer trust was independent of the age group of the 

customers (p>0.05). This thus implies that though strategies to promote mobile financial 

transactions may be geared to ensuring that customer focus perception is high they need not do it 

on the basis of age.      

4.2.3.4 Customer Focus Perception and Influence of Employment Status 
 

Similarly, the hypothetical association between the employment status of the customers and their 

perception was tested using independent sample T-test and as shown in Table 512, the results 

indicates that there was no significant difference between the perception scores of the employed 

and the unemployed customers (p>0.05).   

4.2.3.5 Customer Focus Perception and Influence of Educational Status 
    

Table 5.13 also presents both the disaggregation of customer focus perception scores of the 

customers by educational status and the result of test of significant difference between the 

perception scores of the customers with different educational status. The F test shows that there 

was no significant difference between the perception scores of the customers in these categories 

(p>0.05), thus implying that educational status had no significant association with the level of 

customer focus perception by customers (p>0.05). 
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4.2.4 Relationship between Customer Trust Customer Focus Perception and Income 
 

The income is not normally distributed as shown in figure 5. Therefore, in order to assess the 

hypothetical relationship between the income, customer trust and customer focus perception of 

the customers, a non parametric correlation statistics, spearman rho, was used and the results are 

presented in table 5.15. 

The correlation coefficients of the relationship between income and customer trust (rho=0.091, 

p=0.288), and between income and perception (rho=0.022, p=0.797) show that consumers’ 

income had no significant relationship with either customer trust or customer focus perception. 

Meanwhile, customer focus perception and customer trust had a significantly weak and positive 

relationship (rho=0.360, p=0.000). Thus it may be inferred that a good customer focus 

perceptions positively affects the customer trust. Any strategy used therefore to promote mobile 

financial transactions should be cognisant of the positive association between customer focus 

and customer trust as key elements which are positively associated also to subscribers’ 

willingness to engaging in mobile financial transactions . 
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5. Conclusions and Recommendations 
 

5.1 Summary of findings and hypotheses  
 

The following hypotheses below were put forward at the outset of the study. 

1. Customer trust is essential and will determine if consumers will use mobile financial 

transactions. In other words there is a positive association between consumer trust of 

mobile firms and the willingness to use mobile system for financial transactions.  

2. The perception by consumers that companies are customer focused, increases 

willingness to adopt new products rolled out by firms. In other words there is positive 

association between perception of customer focus and the willingness to adopt new 

mobile financial products. 

3. Socio-demographic factors such as educational level, age etc influence the willingness of 

subscribers to carry out mobile financial transactions. 

Based on the statistics that were collected and analyzed the following inferences can be made on 

the hypotheses: 

a. Hypothesis 1:  

The results of the analysis showed that there was a significant positive association 

between the willingness of subscribers to engage in mobile financial transactions and 

their level of customer trust. In specific terms, those who indicated willingness had 

higher customer trust scores (52.7±5.8) than those who did not indicate willingness 

(46.7±5.7). 
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b. Hypothesis 2:  

The overall statistics showed that 91.33% of respondents indicated the willingness to 

engage in mobile financial transactions. The higher portion of these had high scores on 

the customer focus perception scale. The willingness of the customers in using their 

mobile phone for financial transaction was significantly associated with their customer 

focus perception (p<0.001). In specific terms, respondents who were willing had higher 

perception score (25.9±4.1) than those who were not willing (22.0±4.7). 

c. Hypothesis 3:  

From the results of the data analysis, we concluded that hypothesis 1 and 2 hold true. 

Therefore we could by induction therefore say that since perception of customer focus 

perception and customer trust are associated positively with the willingness to engage in 

mobile financial transactions, the relationship between the demographic and 

socioeconomic variables and customer focus perception and customer trust would 

indicate the type of association between the specific factor and the willingness to engage 

in mobile financial transactions. 

I. Age: the F-tests done revealed no significant influence of age on the customer trust. 

In the same vein, age has no significant influence on customer focus perception. We 

therefore infer from these that age is not significantly associated with the 

willingness to use mobile system for financial transactions.   

II. Gender: the F-tests done revealed no significant influence of gender on the 

customer trust. Similarly, gender has no significant influence on customer focus 
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perception. We therefore infer from these that gender is not significantly associated 

with the willingness to use mobile system for financial transactions.  

III. Educational Status: the statistical analysis showed that there was no significant 

difference between the level of customer trust of the customers in different 

categories (p>0.05), thus implying that educational status had no significant 

association with the level of trust possessed by customers (p>0.05). Customer focus 

perceptions were also independent of the educational status. We can thus say that 

educational status does not determine the willingness to engage in mobile financial 

transaction. 

IV. Income: The correlation coefficients of the relationship between income and 

customer trust (rho=0.091, p=0.288), and between income and customer focus 

perception (rho=0.022, p=0.797) show that consumers’ income had no significant 

relationship with either customer trust or customer focus perception. Thus we infer 

that income has no significant relationship with the willingness to use mobile 

systems for financial transactions. 

The study showed that over 90% of respondents indicated willingness to use the mobile systems 

for financial transactions. On a superficial level this may be indicative of the “demand” for 

mobile financial transactions. However, since demand includes the “willingness” as well as price 

for which customers are willing to pay, further studies need to be done to estimate the 

relationship between pricing and willingness.  

 5.2 Recommendations  
 
Based on the study done, the following recommendations are made: 
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a. Seeing that the study showed a strong association between the willingness to carry out 

mobile financial transactions and customer trust, mobile operators would do well to keep 

and   maintain the level of trust customers have in them as a service provider.  In the 

same vein, they should put in place strategies that would help the perception of their 

customer focus level as high. In general mobile firms would do well to invest in 

developing customer trust and boosting subscriber perception of their customer focus 

level. 

b. A key focus of this study has been mainly on willingness (intention to utilize); however 

as pointed out by Keng Siau and Zixing Shen (2003), customer trust is not static but is 

dynamic in nature. Further studies can be carried out on the dynamics of customer trust in 

mobile financial transactions. 

c. Since the mobile financial transactions may also depend on other factors such as back end 

technology used, application simplicity and visibility on phone, social influence etc, 

further studies could be done using UTAUT model to find out more about factors which 

could promote the adoption of the mobile systems for financial transaction.      

5.3 Proposed Strategies for Implementation of Mobile Financial Transactions 
System 
 

This section looks at possible stepwise strategy to implement a transition from cash based society 

to one where one mobile financial transaction would be more widely used. The suggested action 

points are based on the empirical evidence gotten in this study on the impact of customer trust, 

customer focus perception and socio demographic factors on the willingness to engage in mobile 

financial transaction and general information obtained from similar studies.  
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An enabling environment would be needed for any mobile financial transaction system to 

succeed. Porteous (2006) defined an enabling environment is defined as the set of conditions 

which promote a sustainable trajectory of market development. The mobile financial transaction 

system requires adequate openness of the legal and regulatory environment in addition to legal 

and regulatory certainty. In the light of this any transformational strategy proposed needs the 

support of the institutional and infrastructural arrangements of the financial system. 

5.3.1 Determination of customer base and approach technique  
 

The results from the analysis have shown that gender, age and income have no significant 

correlation with the willingness to engage in mobile financial transactions. Customer trust and 

customer perception of customer focus level are the significant factors which are associated with 

willingness to engage in mobile financial transactions. The mobile operator would have to 

determine the appropriate market to target. It would appear from data collected that a mass 

market approach could be adopted, inferring from the percentage of subscribers who indicated 

willingness to engage in mobile financial transactions and the also from the insignificance of the 

correlation between the socio demographic factors and willingness to engage in mobile financial 

transactions. A key element to the success of the overall strategy would be a customer centricity 

(market orientation) of the approach. Khanna T (2005) opined that companies that would be 

successful in emerging markets need to employ strategies that may be different from those used 

in the developed world and also find novel ways of implementing them. Therefore in order to 

promote mobile financial transactions, a strategy which is adaptable to the specific environment 

and contextually appropriate needs to be adopted.   
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5.3.2 Deployment of Appropriate Payment and Distribution Systems and Mechanisms  
 

In order for a mobile financial transaction system to be widely used, it has to be effective. 

Effectiveness could be measured by the extent, speed and reliability of interconnection between 

the mobile device, the GSM network and back-end payment systems. In practical terms, a 

reliable connection between the customer and the GSM (mobile) network on the one hand should 

exist. Also a reliable connection system between vendors (who will be paid), GSM network and 

backend payment systems will be required. An appropriate payment system has to be developed 

which would facilitate timely distribution of transfers or payments.  

For societies where banks and financial institutions are already well interconnected, the 

challenges may be less than for those where systems are less well interconnected. Different 

stakeholders including banks, other financial institutions, GSM firms as well as commercial 

outfits (who will receive payments via the mobile financial transaction system) would be 

involved and they would all have to come together to a round table discussion on how to 

interconnect the payment systems as seamlessly as possible. The national telecommunications 

regulatory body as well as the national financial regulatory body could chair this integration by 

creating proper policies that would promote the start up of mobile financial transactions. These 

bodies should also ensure that as much as possible non proprietary standards are employed so as 

to facilitate a seamless interconnection of the concerned systems.  
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5.3.3 Determination of Technological Solution 
 

The mobile operators would need to determine what types of technological solution to use 

regarding the mobile application that customers would access from their mobile phones and also 

a back end technology to enable interconnect to payment systems, banks and other financial 

institutions. They would need to adopt options that are scalable i.e. can be cost effectively 

expanded as the user base increases. The adopted solutions should also consider effectiveness of 

coverage i.e. ability to reach customers that are probably widely dispersed. 

5.3.4 Management of Trust and Risk  

The study has shown that the willingness to engage in mobile financial transactions is greatly 

influenced by customer trust. Hence operators will need to ensure that customer trust is not 

breached. They would need to leverage whatever brand assets they do have in this regard. 

Customers must always trust that their payments are duly made and that the systems are reliable. 

In the same vein, risks associated with fraud need to be minimized or eliminated. It therefore 

behooves operators to have proper authentication systems that customers can use as well as well 

developed applications that can track transactions when the need for reconciliation arises. 

 

 5.4 Proposed Phased Implementation of Mobile Financial Transaction System 
 

I hereby propose a phased implementation strategy based on the following underlying principles 

below. 

1. Simplicity – implementation should reduce complexity as much as reasonably possible to 

enable ease of use for customers and easy of interconnection between mobile firm and 

other payment stakeholders 
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2. Solutions should address cash payment problems – options chosen for the 

implementation should focus on market specific challenges and should be geared towards 

overcoming them. 

3. Upwards and outwards scalability – solutions should be able to cater for increase user 

base and also be able to interconnect to and more financial services other than just mobile 

payments. 

4. Appropriate technology use – technology should not just be deployed for its own sake but 

to meet customer requirements. 

5. The solution should use existing infrastructure to allow for immediate, cheap (or free) 

and nationwide reach and then expand as needed. 

The proposed 3 phase implementation is as shown below; however operators need to e 

flexible to the needs of their customers. 

Phase 1 - Subscriber to Mobile Network 

This would entail developing applications and connections that the customers can use for 

making mobile remittances. This phase would also involve creating the necessary channels 

for the disbursement of cash. It may involve the use of banks or agents as POP (point of 

payment). During this phase customer databases and authentication processes can be 

developed. The issue of how to deal with lost mobile phones can be addressed also. 

Phase 2 - Mobile Network to Payment Systems and Vendors/Commercial Outfit 

This phase would see the mobile network interconnecting with commercial outfits e.g. 

supermarkets and retail outlets via agreed payments systems. The payment systems can be 
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through banks, payment brokers or directly between the mobile operator and the commercial 

outfits. During this period, issues on transaction costs, billing and other relevant fees will be 

ironed out.  

 

Phase 3 - Mobile Network to Other Established Payment Systems 

This can be said to be the outward expansion phase. In order to further the reach of mobile 

financial transactions, mobile operators could interconnect to other payment options like 

VISA, MasterCard etc. This interconnection potentially can expand the frontiers of cashless 

transactions. For example if a supermarket accepts MasterCard but may not have mobile 

payment agreement with a mobile operator, this can be overcome when a transparent 

payment can be done if the mobile operator is interconnected to MasterCard. A seamless 

payment system would thus help boost the reach of the mobile financial transaction system.    
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APPENDIX 1  
QUESTIONNAIRE ON CUSTOMER TRUST FOR ZAIN SIERRA LEONE SUBSCRIBERS REGARDING MOBILE 
FINANCIAL TRANSACTIONS  

Dear Sir/Madam, we will kindly appreciate, if you can take off some minutes to answer few questions on 
your level of trust in Zain and generally in the GSM system as it relates to usage of GSM for financial 
transactions. 

This study aimed at getting your input and assessing them in order to assist management to understand 
how your views can help improve its services to you better. All information will be treated confidentially. 

 

Thank you for your cooperation. 

 

No  Section 1 – Socio Economic & Demographic  

Gender     Male    (  )                                                                       Female (   )                  

Age  18 – 30   31 – 40   

 

41 – 50    51 – 60   > 60  

Work 
Status 

Are you currently Employed?  Yes (  )                   No (  ) 

Monthly 
Income 

Please specify range 

 

No Formal Education (   ) 

Primary                        (   ) 

Secondary                   (   ) 

Educational 
Level 

Post Secondary          (   ) 

   

Willingness  Would you like to do financial transactions with your mobile?  

 Yes (  )                                                         No (  ) 

 

  51



QUESTIONNAIRE ON CUSTOMER TRUST FOR ZAIN SIERRA LEONE SUBSCRIBERS REGARDING MOBILE 
FINANCIAL TRANSACTIONS  

 

Dear Sir/Madam, we will kindly appreciate, if you can take off some minutes to answer few questions on 
your level of trust in Zain and generally in the GSM system as it relates to usage of GSM for financial 
transactions. 

This study aimed at getting your input and assessing them in order to assist management to understand 
how your views can help improve its services to you better. All information will be treated confidentially. 

 

Thank you for your cooperation. 

 

  Section 2 – CUSTOMER TRUST METRICS   

Coding  SD= Strongly Disagree, D= Disagree, N= Neither, A= Agree, SA= Strongly Agree 

Item    S  D  N  A  SA 

1 
Is Zain generally a competent firm that delivers, i.e. are its services fit 

for purpose?  
O  O  O  O  O 

2  Do you believe that Zain will deliver on mobile financial services?  O  O  O  O  O 

3   Is Zain generally consistent in its delivery of products and services?*  O  O  O  O  O 

4 
Do you  usually know what to expect from Zain in terms of quality and 

consistence of performance  
O  O  O  O  O 

5a 
Do you believe that Zain’s existing products are to the benefit of 

customers?  
O  O  O  O  O 

5b 
Do you believe that Zain’s new products are to the benefit of 

customers? 
O  O  O  O  O 

6 
Do you believe mobile phone systems are now normal channels that 

can be used for financial transactions as well 
O  O  O  O  O 

7  Do you think that Zain acts in good faith towards customers?  O  O  O  O  O 

8 
Are you comfortable that government regulators are adequate enough 

to support the use of GSM systems for mobile phone financial 
transactions 

O  O  O  O  O 
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9 
 Is Zain ethical in service provision and usually acts to fulfill its 

commitments 
O  O  O  O  O 

10 
Do you  trust GSM system generally as a reliable platform for service 

provision 
O  O  O  O  O 

11 
Do you believe that mobile financial transaction service providers in 

Sierra Leone are generally trustworthy  
O  O  O  O  O 

11 
Will you  be willing to use Zain’s GSM system for doing financial 

transactions like payments, cash transfer etc 
O  O  O  O  O 

 

QUESTIONNAIRE ON CUSTOMER PERCEPTION OF ZAIN SIERRA LEONE’S CUSTOMER FOCUS LEVEL AND 
WILLINGNESS TO USE MOBILE FINANCIAL TRANSACTIONS  

  Section 3 – CUSTOMER FOCUS PERCEPTION METRICS   

Coding  SD= Strongly Disagree, D= Disagree, N= Neither, A= Agree, SA= Strongly Agree 

Item    S  D  N  A  SA 

1 

Do you think Zain’s responds effectively to the customers’ 
requirements? 

 

O  O  O  O  O 

2  Is Zain good at quickly rectifying customer complaints?  O  O  O  O  O 

3 
Is the feedback from other sources about Zain’s services generally 

positive? 
O  O  O  O  O 

4  Do you feel Zain’s customer care is helpful enough?  O  O  O  O  O 

5 
Do you think you have access to adequate information on Zain’s 

Products 
O  O  O  O  O 

6  Do you think Zain rewards the loyalty of customers?  O  O  O  O  O 

7 
Considering Zain’s past and existing products and services will you be 

willing to use new mobile financial services/products? 
O  O  O  O  O 

 

Note questions 1 – 6 are to get information respectively on Responsiveness, problem solving, positive 
feedback, helpfulness, information to customers, and reward to customers  
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Statistical Tables 
 

4.1 Demographic and Socioeconomic characteristics 
 

 

Table 4.1 Overall Statistics on Gender Age Working Status and Location 

 Location  Gender  Age Working Status 
N 300 300 300 300 
 
Table 4.1 above shows the overall number of entries received for the demographic factors  

Table 4.2 Respondent Distribution by Location 

 Frequency  Percentage Cumulative Percentage 

Kissy 102 34.0 34.0 

Circular 100 33.3 67.3 

Lumley 98 32.7 100 

Total 300 100  

 

 

Table 4.3 Respondent Distribution by Gender 

 Frequency  Percentage Cumulative Percentage 

Male 169 56.3 56.3 

Female 131 43.7 100 

Total 300 100  
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Table 4.4 Respondent Distribution by Age 

 Frequency Percentage  Cumulative Percentage 

18 – 20  109 36.3 36.3 

21 – 30  64 21.3 57.6 

31 – 40 41 13.7 71.3 

41 – 50 38 12.7 84.0 

51 – 60  36 12.0 96.0 

> 60 12 4.0 100 

Total  300 100  

 

 

Table 4.5 Respondent Distribution by Work Status 

 Frequency  Percentage  Cumulative Percentage 

Yes 151 50.3 50.3 

No 149 49.7 100 

Total 300 100  

 

Table 4.6 Descriptive Statistics on Respondents’ Income (Leones) 

  Minimum Maximum Mean Std Deviation 

N  138 20000 10000000 635927.4 940676.497 

 

 

Table 4.7 Respondent Distribution by Educational Status 

 Frequency Percentage Cumulative Percentage 

No Formal Education 36 12 12 

Primary 13 4.3 16.3 

Secondary 82 27.3 43.3 

Post Secondary  167 55.7 99.3 

No Response 2 0.7 100 

Total 300 100 100 
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Table 4.8 Respondents indication of Willingness to Carry out Mobile Financial Transactions 

 Frequency Percent Cumulative Percent 

Yes  270 90.0 90.0 

No  26 8.7 98.7 

No Response 4 1.3 100 

Total  300   

 

 

 

 

 

Table 4.9 Customer Trust Scale by Location 

 

 Location Trust Scale 
(13 – 65 points) 

Kissy                 Mean 
                          N 
                          Std. Deviation    

53.8824 
102 

5.00948 

Circular Rd       Mean 
                          N 
                          Std. Deviation 

49.3900 
100 

1.72666 

Lumley              Mean 
                          N 
                          Std. Deviation 

53.1735 
98 

7.13208 

Total                  Mean 
                          N 
                          Std. Deviation 

52.1533 
300 

6.02418 
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Table 4.10 Customer Trust Scale by Gender 

 

 Gender Customer Trust Scale 
(13– 65 points) 

Male                  Mean 
                          N 
                          Std. Deviation    

52.4497 
169 

5.99693 

Female              Mean 
                          N 
                          Std. Deviation 

51.7710 
131 

6.06067 

Total                  Mean 
                          N 
                          Std. Deviation 

52.1533 
300 

6.02418 
 

Table 4.10 above shows the distribution of the customer trust of the respondents by gender. 

56.33% of respondents were male while the other 43.67% were female. 

Table 4.11 Customer Trust Scale by Age 

 Age Customer Trust Scale 
(13– 65 points) 

18-20                 Mean 
                          N 
                          Std. Deviation    

51.5505 
109 

5.47467

21-30                 Mean 
                          N 
                          Std. Deviation 

52.3438 
64 

6.32259

31-40                 Mean 
                          N 
                          Std. Deviation 

52.0244 
41 

6.29082

41-50                 Mean 
                          N 
                          Std. Deviation 

52.7368 
38 

6.95811

51-60                 Mean 
                          N 
                          Std. Deviation 

52.5833 
36 

5.72900

> 60                   Mean 
                          N 
                          Std. Deviation 

53.9167 
12 

6.55686

Total 51.1533 
300 

6.02418
 

Table 4.11 above shows the distribution of the customer trust scores of the respondents by their 
age. It captures the mean scores and associated standard deviation 
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Table 4.12 Customer Trust Scale by Work Status 

 Work Status Customer Trust Scale 
(13– 65 points) 

Yes                    Mean 
                          N 
                          Std. Deviation    

52.3907 
151 

6.04976

No                     Mean 
                          N 
                          Std. Deviation 

51.9128 
149 

6.00893

Total                 Mean 
                          N 
                          Std. Deviation 

52.1533 
300 

6.02418
 

Table 4.12 shows the distribution of the customer trust scores of the respondents by their 
employment status. It captures the mean scores and associated standard deviation 

Table 4.13 Customer Trust Scale by Educational Status 

 Education Status Customer trust Scale 
(13– 65 points) 

No Formal Education    Mean 
                                       N 
                                       Std. Deviation    

51.8611 
36 

5.50923

 Primary                        Mean 
                                      N 
                                      Std. Deviation 

52.2308 
13 

4.12621

Secondary                     Mean 
                                      N 
                                      Std. Deviation 

51.6463 
82 

7.02091

Post Secondary              Mean 
                                      N 
                                      Std. Deviation 

52.4731 
167 

5.77991

No Response                Mean 
                                     N 
                                     Std. Deviation 

51.0000 
2 

1.41421

Total                             Mean 
                                     N 
                                     Std. Deviation 

52.1533 
300 

6.02418
 

 

Table 4.13 shows the distribution of the customer trust scores of the respondents by their 
educational status. It captures the mean scores and associated standard deviation. 
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Table 4.14 Customer Trust Scale by Willingness 

 Willingness Customer Trust Scale  
(13– 65 points) 

Yes                                 Mean 
                                       N 
                                       Std. Deviation    

52.6481 
270 

5.82954

 No                                Mean 
                                      N 
                                      Std. Deviation 

46.7308 
26 

5.72404

No Response                Mean 
                                     N 
                                     Std. Deviation 

54.0000 
4 

3.91578

Total                            Mean 
                                    N 
                                    Std. Deviation 

52.1533 
300 

4.26580
 

Table 4.14 captures the mean customer trust scores of the respondent vis-à-vis the scores on 
willingness to engage in mobile financial transactions.  

Table 4.15 Gender Influence on Trust (T‐Test) 

 
Gender N Mean Std Deviation Std Error Mean 
Trust Scale(13-65) Male  

                               Female 

169 

131 

52.4497 

51.7710 

5.99693 

6.06067 

0.46130 

0.52952 

The table in 4.15 shows the values of customer trust vis-à-vis the gender for the T-Test. The  

Table 4.16 Gender Influence on Trust (Independent Sample Test) 

 
Levene’s Test For 

Equality of 

Variances 

T-test for Equality of Means 

95% Confidence 

Interval of the 

Difference 

 

F Sig. t df 

Sig (2-

Tailed) 

Mean 

Differen

ce 

Std Error 

Difference 
Lower Upper 

Trust Scale  

 Equal variances assumed 

 Equal variances not  

assumed 

 

0.180 

 

 

0.672 

 

0.968 

0.966 

 

298 

278.204 

 

0.334 

0.335 

 

0.67871 

0.67871 

 

 

.70134 

.70288 

 

-0.70149 

-0.70374 

 

2.05891 

2.06117 
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Table 4.17 Work Status Influence on Trust (T‐Test) 

 

Work Status ∗ N Mean Std Deviation Std Error Mean 
Trust Scale(13-65) Yes  

                                No 

151 

149 

52.3907 

51.9128 

6.04976 

6.00893 

0.49232 

0.49227 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 
                                                 
∗ Yes refers to employed while no refers to unemployed 
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Table 4.18 Work Status Influence on Customer Trust (Independent Sample Test) 

Levene’s Test For 

Equality of 

Variances 

T-test for Equality of Means 

95% Confidence 

Interval of the 

Difference 

 

F Sig. t df 

Sig (2-

Tailed) 

Mean 

Differen

ce 

Std Error 

Difference 
Lower Upper 

Trust Scale (13-65) 

 Equal variances assumed 

 Equal variances not  

assumed 

 

0.989 

 

0.321 

 

0.687 

0.687 

 

298 

297.987 

 

0.493 

0.493 

 

0.47798 

0.47798 

 

0.69624 

0.69621 

 

-.89220 

-.89214 

 

1.84815 

1.84809 

 

 
 
 
 
 Table 4.19 Relationship between Income, Trust and Perception (Nonparametric Correlation test) 

 
Correlations 

 Income Customer Trus
Scale (13 -65) 

Customer Perception 
Scale   (7-35)  

t 

Spearman’s rho Income  Correlation Coefficient 
                                         Sig (2 tailed) 
                                         N      

1.000 
. 
138 

0.091 
0.028 
138 

0.022 
0.797 
138 

Customer Trust Scale (13-65) Correlation Coefficient 
                                                 Sig (2 tailed) 
                                                 N      

0.091 
0.028 
138 

1.000 
. 
300 

0.360** 
0.000 
300 

Customer  Focus Scale (7-65)Correlation Coefficient 
                                                Sig (2 tailed) 
                                                N      

0.022 
0.797 
138 

0.360 
0.000 
300 

1.000 
. 
300 

 ** 

Correlation is significant at the 0.01 level 2 tailed 
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4.2.1 Reliability analysis of the Trust (5point) scale (Cronbach's alpha) statistics 
Table 4.20 Case Summary for Questionnaire for Customer Trust 

 N % 

Cases Valid 300 100 

Excluded 0 0 

Total  0 0 
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Table 4.21 Statistics Summary for Customer Trust Questionnaire 
              CUSTOMER TRUST ITEM STATISTICS   

Item    Mean   Standard Deviation  N 

1 
Is Zain generally a competent 
firm that delivers, i.e. are its 
services fit for purpose?  

4.16  0.606  300 

2 
Do you believe that Zain will 
deliver on mobile financial 

services? 
4.15  0.734 

300 

3 
 Is Zain generally consistent 
in its delivery of products 

and services?* 
3.96  0.921 

300 

4 

Do you  usually know what to 
expect from Zain in terms of 
quality and consistence of 

performance  

4.01  0.882 

300 

5 
Do you believe that Zain’s 
existing products are to the 

benefit of customers?  
3.88  0.873 

300 

6 
Do you believe that Zain’s 
new products are to the 
benefit of customers? 

4.28  0.816 
300 

7 

Do you believe mobile phone 
systems are now normal 

channels that can be used for 
financial transactions as well 

3.97  0.701 

300 

8 
Do you think that Zain acts in 

good faith towards 
customers? 

3.55  0.780 
300 

9 

Are you comfortable that 
government regulators are 
adequate enough to support 
the use of GSM systems for 
mobile phone financial 

transactions 

3.94  1.101 

300 

10   Is Zain ethical in service 
provision and usually acts to 

  0.758  300 

 

  63



Table 4.22 Total Statistics for Questionnaire for Customer Trust 

             CUSTOMER TRUST ITEM STATISTICS   

Item  Scale 
Mean if 
deleted 

Scale Variance 
if deleted 

Corrected 
Item-Total 
Correlation 

Cronbach’s 
Alpha if item 

Deleted 

1 
Is Zain generally a competent 
firm that delivers, i.e. are its 

services fit for purpose?  
48.00 32.993 0.421 0.801 

2 
Do you believe that Zain will 
deliver on mobile financial 

services? 
48.00 32.114 0.438 0.799 

3 
 Is Zain generally consistent in 

its delivery of products and 
services?* 

48.19 30.892 0.445 0.798 

4 

Do you  usually know what to 
expect from Zain in terms of 

quality and consistence of 
performance  

48.26 30.822 0.479 0.795 

5 
Do you believe that Zain’s 
existing products are to the 

benefit of customers?  
48.14 29.954 0.583 0.786 

6 
Do you believe that Zain’s 

new products are to the benefit 
of customers? 

48.27 30.987 0.511 0.793 

7 

Do you believe mobile phone 
systems are now normal 

channels that can be used for 
financial transactions as well 

47.87 33.304 0.308 0.808 

8 Do you think that Zain acts in 
good faith towards customers? 48.18 31.439 0.485 0.795 

9 

Are you comfortable that 
government regulators are 

adequate enough to support 
the use of GSM systems for 

mobile phone financial 
transactions 

48.60 29.853 0.435 0.802 

10 
 Is Zain ethical in service 

provision and usually acts to 
fulfill its commitments 

48.22 31.742 0.465 0.797 

11 
Do you  trust GSM system 

generally as a reliable 
platform for service provision 

47.95 32.469 0.372 0.804 

12 

Do you believe that mobile 
financial transaction service 
providers in Sierra Leone are 

generally trustworthy  

47.91 31.792 0.403 0.802 

13 

Will you  be willing to use 
Zain’s GSM system for doing 

financial transactions like 
payments, cash transfer etc 

48.25 29.967 0.485 0.795 
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Table 4.23 Statistics for Questionnaire for Customer Trust 
 

Mean  Variance Std Deviation Number of Items 

52.15 39.291 6.024 13 

 

 

   

Table 4.24 Customer Focus Perception Scale by Location 

 

 Location Customer Focus Perception Scale 
(7 – 35 points) 

Kissy                 Mean 
                          N 
                          Std. Deviation    

24.4706 
102 

4.45374 

Circular Rd       Mean 
                          N 
                          Std. Deviation 

26.0400 
100 

2.91606 

Lumley              Mean 
                          N 
                          Std. Deviation 

26.2755 
98 

4.97578 

Total                  Mean 
                          N 
                          Std. Deviation 

25.5833 
300 

4.26580 
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Table 4.25 Customer Focus Perception Scale by Gender 

 

 Gender Customer Focus Perception Scale 
(7– 35 points) 

Male                  Mean 
                          N 
                          Std. Deviation    

26.6864 
169 

4.07254 

Female              Mean 
                          N 
                          Std. Deviation 

25.4504 
131 

4.51530 

Total                  Mean 
                          N 
                          Std. Deviation 

25.5833 
300 

4.26580 
 

 

 

 

Table 4.26 Customer Focus Perception Scale by Age  
 Age Customer Focus Perception 

Scale 
(7– 35 points) 

18-20                 Mean 
                          N 
                          Std. Deviation    

25.7064 
109 

4.07636

21-30                 Mean 
                          N 
                          Std. Deviation 

25.8594 
64 

4.78047

31-40                 Mean 
                          N 
                          Std. Deviation 

26.0488 
41 

3.65467

41-50                 Mean 
                          N 
                          Std. Deviation 

25.3947 
38 

4.81854

51-60                 Mean 
                          N 
                          Std. Deviation 

24.0000 
36 

3.89138

> 60                   Mean 
                          N 
                          Std. Deviation 

26.7500 
12 

3.44106

Total 25.5833 
300 

4.26580
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Table 4.27 Customer Focus Perception Scale by Work Status 

 

 Work Status Customer Focus Perception 
Scale 

(7– 35 points) 

18-20                 Mean 
                          N 
                          Std. Deviation    

25.8013 
151 

4.24895

21-30                 Mean 
                          N 
                          Std. Deviation 

25.3624 
149 

4.28576

31-40                 Mean 
                          N 
                          Std. Deviation 

25.5883 
300 

4.26580
 

Table 4.28 Customer Focus Perception Scale by Educational Status 

 

 

 Educational Status Customer Focus Perception  
Scale 

(7– 35 points) 

No Formal Education    Mean 
                                       N 
                                       Std. Deviation    

25.1111 
36 

5.06403

 Primary                        Mean 
                                      N 
                                      Std. Deviation 

23.3846 
13 

3.33013

Secondary                     Mean 
                                      N 
                                      Std. Deviation 

25.2317 
82 

4.62494

Post Secondary              Mean 
                                      N 
                                      Std. Deviation 

26.0120 
167 

3.92242

No Response                Mean 
                                     N 
                                     Std. Deviation 

27.0000 
2 

2.82843

Total                            Mean 
                                    N 
                                    Std. Deviation 

25.5833 
300 

4.
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Table 4.29 Customer Focus Perception Scale by Willingness 

 

 Willingness Customer Focus Perception 
Scale  

(7– 35 points) 

Yes                                 Mean 
                                       N 
                                       Std. Deviation    

25.9370 
270 

4.08366

 No                                Mean 
                                      N 
                                      Std. Deviation 

22.0385 
26 

4.7536

No Response                Mean 
                                     N 
                                     Std. Deviation 

24.7500 
4 

3.09570

Total                            Mean 
                                    N 
                                    Std. Deviation 

25.5833 
300 

4.26580
 

 

 

Table 4.30 Gender Influence on Customer Focus Perception (T‐Test) 

 
Gender N Mean Std Deviation Std Error 

Mean 
Customer Focus 

Perception (7-35)           

Male  

                                           

Female 

 

 

169 

 

131 

 

 

25.6864 

 

25.4504 

 

 

4.07254 

 

4.51530 

 

 

0.31327 

 

0.39450 
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Table 4.31 Gender Influence on Customer Focus Perception (Independent Samples Test) 

 
Levene’s Test For 

Equality of 

Variances 

T-test for Equality of Means 

95% Confidence 

Interval of the 

Difference 

 

F Sig. t df 

Sig (2-

Tailed) 

Mean 

Differen

ce 

Std Error 

Difference 
Lower Upper 

Custmer FocusPerception  

Scale (7-35) 

 Equal variances assumed 

 Equal variances not  

assumed 

 

 

2.017 

 

 

 

0.157 

 

 

0.475 

0.468 

 

 

298 

264.316 

 

 

0.635 

0.640 

 

 

0.23601 

0.23601 

 

 

 

.49722 

.50376 

 

 

-0.74249 

-0.75588 

 

 

1.21451 

1.22790 

 

 

 

 

 

 

Table 4.32 Work Status Association with Customer Focus Perception (T‐Test) 

 
Work Status  N Mean Std Deviation Std Error 

Mean 
Customer Focus 

Perception  Scale(13-

65)                          Yes  

                                No 

 

 

151 

149 

 

 

25.8013 

25.3624 

 

 

4.24895 

4.28576 

 

 

0.34577 

0.35110 
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Table 4.33 Work Status Association with Customer Focus Perception (Independent Samples Test) 

 
Levene’s Test For 

Equality of 

Variances 

T-test for Equality of Means 

95% Confidence 

Interval of the 

Difference 

 

F Sig. t df 

Sig (2-

Tailed) 

Mean 

Differen

ce 

Std Error 

Difference 
Lower Upper 

Trust Scale (13-65) 

 Equal variances assumed 

 Equal variances not  

assumed 

 

0.011 

 

0.916 

 

0.891 

0.891 

 

298 

297.856 

 

0.374 

0.374 

 

 

0.43891 

0.43891 

 

 

0.49275 

0.49278 

 

-.53081 

-.53081 

 

1.40863 

1.40868 

 

 

 

Table 4.34 Statistics Summary for Customer Focus Perception Questionnaire  

 Section 3 – CUSTOMER FOCUS PERCEPTION METRICS   

Item  Mean  Std Deviation N 

1 
Do you think Zain’s responds effectively to 

the customers’ requirements? 
 

3.79 0.910 300 

2 Is Zain good at quickly rectifying customer 
complaints? 3.32 1.111 

300 

3 Is the feedback from other sources about 
Zain’s services generally positive? 3.01 1.165 

300 

4 Do you feel Zain’s customer care is helpful 
enough? 3.54 1.009 

300 

5 Do you think you have access to adequate 
information on Zain’s Products 3.72 0.992 

300 

6 Do you think Zain rewards the loyalty of 
customers? 3.83 0.890 

300 

7 
Considering Zain’s past and existing 

products and services will you be willing to 
use new mobile financial services/products? 

4.38 0.773 
300 
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Table 4.35 Total Statistics for Customer Focus Perception Questionnaire 

 

Mean  Variance Std Devaiation No of items 

25.58 18.197 4.266 7 

 

5 Data and Result Tables 
 

Table 5.1 General characteristic of the respondents  

Factors  Number (N) Percentage (%) 

Location    

Kissy  102 34.0 

Circular road 100 33.3 

Lumley 98 32.7 

Gender    

Male  169 56.3 

Female  131 43.7 

Age group (years)   

18-20 109 36.3 

21-30 64 21.3 

31-40 41 13.7 

41-50 38 12.7 

51-60 36 12.0 

>60 12 4.0 

Employment status    

Employed  151 50.3 

Not employed  149 49.7 

Educational status   

No formal education 36 12.0 

Primary  13 4.3 

Secondary  82 27.3 

Post secondary  167 55.7 

No response  2 0.7 
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Table 5.2 Willingness to use mobile phone for financial transaction  

 

Status  N % 

Willing  274 91.3 

Not willing 26 8.7 

Total  300 100.0 

Table 5.2 shows the overall percentage of respondents who indicated willingness or 
unwillingness to engage in mobile financial transaction.  
 

Table 5.3 Influence of Location on Consumer Trust  

  

Location  Mean±Standard deviation N 

Kissy 53.9±5.0 a 102 

Circular road 49.4±4.7 b 100 

Lumley 53.2 ±7.1 a 98 

Total  52.2 ±6.0 300 

F test (ANOVA) value= 17.96; df=299, P=0.000; Duncan Multiple Range Test (DMRT): a, b 

Table 5.4 Influence of gender on consumer trust  

 

Gender Mean±Standard deviation n 

Male  52.4±5.9 169 

Female  51.8±6.1 131 

Total  52.2 ±6.0 300 

Independent Samples T test value= 0.687; df=298, P=0.493 
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Table 5.5 Influence of Age on Consumer Trust  

Age groups (years) Mean±Standard deviation N 

18-20 51.6±5.5  109 

21-30 52.3±6.3  64 

31-40 52.0 ±6.3  41 

41-50 52.7±6.9 38 

51-60 52.6±5.7 36 

>69 53.9±6.6 12 

F test (ANOVA) value= 0.544; df=299, P=0.743 

Table 5.6 Influence of work status on consumers trust   

Employment  status Mean±Standard deviation N 

Employed 52.4±6.0 151 

Not employed  51.9±6.0 149 

Total  52.2 ±6.0 300 

Independent sample t-test=0.687, df=298, p=0.493 
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Table 5.7 Customers’ educational status and level of trust  

   

Status Mean±Standard deviation N 

No formal education 51.9±5.5  36 

Primary  52.2±4.1  13 

Secondary  51.6 ±7.0  82 

Post secondary  52.4±5.8 167 

No response  51.0±1.4 2 

F test (ANOVA) value= 0.300; df=299, P=0.878 

Table 5.8 Association between Willingness and Consumer Trust 

Willingness  status Mean±Standard deviation N 

Willing 52.7±5.8 274 

Not willing   46.7±5.7 26 

Total  52.2 ±6.0 300 

Independent sample t-test=4.99, df=298, p=0.000 

 

 

 

 

 

 

 

 

  74



Table 5.9: Influence of Location on Customer Focus Perception  

 

Location  Mean±Standard deviation N 

Kissy 24.5±4.5 a 102 

Circular road 26.0±2.9 b 100 

Lumley 26.3 ±4.9 b 98 

Total  25.5 ±4.3 300 

F test (ANOVA) value= 5.49; df=299, P=0.005; Duncan Multiple Range Test (DMRT): a, b 

Table 5.10: Influence of Gender on Customer Focus Perception  

Gender Mean±Standard deviation N 

Male  25.7±4.1 169 

Female  25.5±4.5 131 

Total  25.6 ±4.3 300 
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Table 5.11 Customers’ Age and Customer Focus Perception   

Age groups (years) Mean±Standard deviation N 

18-20 25.7±4.1  109 

21-30 25.9±4.8  64 

31-40 26.0±3.8  41 

41-50 25.4±4.8 38 

51-60 24.0±3.9 36 

>60 26.8±3.4 12 

F test (ANOVA) value= 1.364; df=299, P=0.238 

Table 5.12 Employment status and Customer Focus Perception  

Employment  status Mean±Standard deviation N 

Employed 25.8±4.2 151 

Not employed  25.4±4.2 149 

Total  25.6±4.3 300 

Independent sample t-test=0.0.891, df=298, p=0.374 
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Table 5.13 Customers’ educational status and level of Customer Focus Perception  

Status Mean±Standard deviation N 

No formal education 25.1±5.0  36 

Primary  23.4±3.3 13 

Secondary  25.2±4.6 82 

Post secondary  26.0±3.9 167 

No response  27.0±2.8 2 

Total  25.6±4.3 300 

F test (ANOVA) value= 1.603; df=299, P=0.174 

 

Table 5.14 Association between Willingness and the level of Perception of Customer Focus  

Willingness  status Mean±Standard deviation n 

Willing 25.9±4.1 274 

Not willing   22.0±4.7 26 

Total  25.6±4.3 300 

Independent sample t-test=4.58, df=298, p=0.000 
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Table 5.15 Relationship between income, trust and perception of the customers   

 

 Income  Customer Trust  Customer Focus 

Perception  

 rho p-value rho p-value r p-value 

Income   0.091 0.288 0.022 0.797 

Customer Trust  0.091 0.288   0.360* 0.000 

Customer Focus 

Perception 

0.022 0.797 0.360* 0.00   

*Correlation is significant at the 0.01 level (2-tailed) 

Table 5.15 shows the relationship between incomes as a socio economic factor and customer 

trust and customer focus perception level. 
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