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ABSTRACT          
 
  
 
THE ROLE OF TRUST AND GENDER IN MOBILE MONEY ADOPTION IN LUSAKA, 

ZAMBIA: AN ANALYSIS USING THE TECHNOLOGY ACCEPTANCE MODEL 
 
  
 
Thuraya Elnaiem      Advisor: 
University of Guelph, 2019     Dr. Helen Hambly Odame  
 
  
      

This study applies a modified version of the classic Technology Acceptance Model (TAM) to 

understand women’s adoption of Mobile Money (MM) services in sub-Saharan Africa. Compared 

to countries such as Kenya, there is little research on MM in the Zambian context. This paper 

explores the perceived usefulness and ease of use of MM, as well as the potential impact of trust, 

and socio-cultural norms on women’s adoption of MM in Zambia. Collection of primary data 

involved 22 semi-structured interviews, 148 user surveys, as well as secondary data analysis. 

Findings indicate that positive perceptions regarding ease of use, usefulness, and trust in MM 

services results in increased acceptance amongst women. Moreover, trust and socio-cultural norms 

implicating education, employment, and intra-household decision-making power impact women’s 

adoption of MM. The study concludes that addressing social and cultural norms limiting women’s 

access to MM would narrow the formal financial inclusion gender gap in Zambia. 
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Chapter 1 Introduction  
1.1 Background 

Access to financial services can reduce resource-poor peoples’ vulnerability to economic 

shocks and contribute to poverty alleviation.  Globally, approximately two billion adults, mostly 

people who live in low-income countries, are excluded from the formal financial system (Leora 

Klapper, Singer, and Van Oudheusden 2015). In Africa, 66 percent of the adult population does 

not use any banking services (Abrams, Carraro, and Ahmed 2016).  One of the main barriers to 

financial inclusion is the high operating expenses of delivering banking services to people living 

across vast distances in Africa.  

The World Bank defines financial inclusion as “individuals and businesses [having] access 

to useful and affordable financial products and services that meet their needs – transactions, 

payments, savings, credit and insurance – delivered in a responsible and sustainable way” (The 

World Bank 2018). Over the last decade, technological advancements and increased investment 

by governments have contributed to an increase in financial inclusion globally. Access to the 

formal financial services increased from 62 percent of the adult population in 2014 to 69 percent 

of the adult population in 2017 (UNCDF 2018). 

Digital financial services (DFS) are a wide range of financial services (payments, credit, 

savings, insurance, etc.) which are accessed and delivered through digital channels, such as mobile 

money, agency banking, ATMs and debit cards (Alliance for Financial Inclusion 2016).  Mobile 

money (MM) allows users to borrow, save and/or transfer money electronically using a mobile 

phone with a SIM card (Alliance for Financial Inclusion 2016). MM is viewed by many as a tool 

that can increase formal financial service access to previously excluded populations, including 

women.   
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In the past several years, DFS has been introduced in several developing countries and 

contributed to an overall increase in financial inclusion rates. However, paradoxically, despite the 

increase in overall financial inclusion at the global level, the financial inclusion gender gap has 

persisted at 7 percent; men are more likely to be financially included than women (Leora Klapper, 

Singer, and Van Oudheusden 2015). This is not necessarily the trend in all countries. While in 

some countries the increase in financial inclusion has narrowed the gender gap, in other countries 

the gap has widened (GSMA 2015).  

Although Zambia was amongst the first African countries to introduce DFS in 2002, it has 

trailed behind in advancing financial inclusion (Ministry of Finance 2017a). However, in recent 

years a combination of factors resulted in a steady increase of the financial inclusion rates in 

Zambia.  Firstly, the government of Zambia has made financial inclusion a priority; in November 

2017, the government released a National Financial Inclusion Strategy. Secondly, there has been 

increased momentum in the number of adults who own mobile phones and who are adopting DFS 

products in Zambia, which has made formal financial services more accessible. Between 2009 to 

2015, the percentage of people who had access to financial services, formal or informal, increased 

from 37.3 percent to 59.3 percent (FSD Zambia 2015).    

Despite this momentum in financial inclusion, there remains a more specific geographic 

and social discrepancy based on rural and urban populations. This intersects once again with 

gender discrepancies, with rural women having the highest rate of exclusion from the formal 

financial system (Kabala and Seshamani 2016a).  There is a relatively small gender gap in terms 

of overall access to financial services, formal and informal, where men are 61.2 percent and women 

are 57.4 percent financially included in Zambia (Financial Sector Deepening Zambia 2018).  

However, when looking at financial inclusion in term of formal financial services, there is a much 
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wider gender gap, 10 percent, favouring men over women (Financial Sector Deepening Zambia 

2018). Although DFS such as MM has contributed to financial inclusion by increasing access, this 

increase has not yet bridged the gender gap in use of formal financial services in Zambia.  

A recent study which was conducted by ZICTA shows that the gap in DFS usage between 

men and women is much smaller than the formal financial inclusion gender gap (ZICTA 2018).  

This suggests that DFS have been effective in reducing barriers that previously excluded women 

from the financial system. Additionally, it suggests that MM has the potential to help close the 

financial inclusion gender gap and substantially improve the lives of women. 

This research project focuses on examining women’s adoption of MM in Zambia. In 

particular, this study explores the perceptions of women regarding MM services as well as how 

trust and socio-cultural factors influence the adoption of MM technology by women in Lusaka, 

Zambia.  This study examines the following research questions:  

1. What are the underlying social and cultural norms that contribute to women’s decision to 

adopt mobile money in Lusaka, Zambia?   

2. What is the role of trust in influencing the adoption of mobile money amongst women in 

Lusaka? 

3. What are the perceptions of the usefulness and ease of use of mobile money amongst 

women in Lusaka, Zambia? 

1.2 Research Justification 
There has been extensive evidence which shows that providing individuals with access to 

financial instruments, that allow them to save and borrow efficiently and securely, increases their 

economic growth and reduces poverty levels (Driver 2015). As a result, there has been a push to 

increase the financial inclusion rates globally in terms of both financial investment and 

governmental policies and regulations. This push has resulted in an increase in financial inclusion 

rates globally, however, the literature suggests that the global gender gap in formal financial 
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services has not decreased (GSMA 2015).  Thus, additional research is required to understand 

some of the factors that are contributing to the formal financial inclusion gender gap and the role 

of digital financial services in reducing this gap.  

Digital financial tools, such as MM have varying impacts on the financial inclusion gender 

gaps in differing countries. In some countries the introduction of DFS has contributed to a 

reduction of the financial inclusion gender gap, while in others the gap has remained the same or 

has increased (InterMedia 2016b). Understanding the social and cultural norms of a country and 

how these norms influence usage of MM is a key step in ensuring that the introduction of these 

services result in a narrowing of the gender gap. This research aims to examine socio-cultural 

norms in Zambia to better understand how they contribute to the gender gap in financial inclusion.  

Additionally, there is growing recognition of the role of trust in influencing usage of DFS (Spencer, 

Nakhai, and Weinstock 2018). Personal finances are a high-risk area for many women and 

therefore trust in financial services is vital. This research will also explore the role of trust in 

influencing women’s decision to adopt MM services.  

As per the Women’s Financial Inclusion Data Partnership (WFID) “lack of data perpetuates 

gender gaps in financial inclusion” (p 2). Although there is unpublished literature on the 

perceptions of MM users on MM technology from a qualitative perspective (Zollmann and Sanford 

n.d.), there is no academic literature that examines the perception of women regarding usefulness 

and ease of use of MM technology, and the impact of these perceptions on MM adoption amongst 

Zambian women. Additionally, there is insufficient research on the impact of social and cultural 

factors as well as the role of trust on MM adoption in Zambia. The aim of this thesis is to contribute 

to existing data and knowledge in order to help close the financial inclusion gender gap in Zambia. 
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1.3 Research Goal and Objectives 
The goal of this research is to explore how trust and other social and cultural factors 

influence the adoption of MM technology by women in Lusaka, Zambia.  This research is focused 

on understanding the existing perceptions and barriers that contribute to Zambian women’s 

financial exclusion. The following three objectives were developed to address this research goal:  

1. To examine underlying social and cultural norms that contribute to women’s decision to 

adopt mobile money technology in Lusaka, Zambia.    

2. To explore the role of trust in influencing the adoption of mobile money amongst women 

in Lusaka. 

3. To explore perceived usefulness and ease of use of mobile money technology amongst 

women in Lusaka. 

The methodology of this study involves the researcher connecting with various 

stakeholders in Lusaka, Zambia, in order to address these research objectives, which will be further 

discussed in chapter three. To understand the perceived usefulness and ease of use of MM 

technology, as well as existing social and cultural norms related to financial services, the researcher 

conducted surveys and interviews with women in two communities in Lusaka Province.   

Additionally, the researcher interviewed representatives of governmental institutions, 

development organizations, and financial service providers in order to gain an overview of the 

financial service sector in Zambia as well as to understand existing barriers that impact use and 

delivery of financial services to women.   

1.4 Research Significance  
The outcomes of this research are important for several reasons. Financial inclusion 

remains a tremendous challenge in Zambia, particularly amongst women. MM is an emerging 

technology that has the potential to significantly increase access of formal financial services to 

those who were previously excluded. However, as seen in other country contexts, increased 
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financial inclusion rates does not necessarily translate to a decrease in the financial inclusion 

gender gap.  This research uncovers some of the existing barriers to MM adoption amongst 

Zambian women. Insights into the perceptions of women on MM services and the role that trust 

plays in MM adoption decisions can be beneficial to MM providers and governmental 

organizations in designing products and implementing strategies that will increase usage amongst 

women.  Findings from this research provide qualitative insights on Zambian women’s usages of 

MM services which supports the recent quantitative findings on DFS usage as per the 2018 

National Survey on Access and Usage of ICTs conducted by the Zambian Information 

Communication and Technology Authority (ZICTA 2018), which found that there is a relatively 

small gender gap in terms of DFS usage in Zambia. Moreover, findings from this research study 

are useful for policy makers and researchers to gain a deeper understanding of underlying social 

and cultural issues that impact Zambian women’s access to the formal financial system. This 

research provides data that will help inform future pro-poor policies and regulations that benefit 

Zambian women. 

1.5 Thesis Structure  
This thesis is structured into six chapters. The first chapter provides an overview of 

financial inclusion on a global scale and more specifically in Zambia. Moreover, this chapter 

highlights the goal of this study as well as the research objective and the potential significance of 

the research study to the field. 

The second chapter is the literature review and theoretical framework for the study.  This 

chapter provides an overview as well as contextual analysis of key literature related to financial 

inclusion, technology adoption, and MM in Zambia. This chapter also discusses the Technology 
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Acceptance Framework, the theoretical framework that informs this research study. The main 

concept of MM as technology adoption is discussed in detail. 

The third chapter is the research methodology.  It begins by providing a background of the 

researcher’s epistemological approach and standpoint, as well as the research study setting. Then, 

a description of how the research study was conducted is presented including the research design 

and methods for data acquisition and analysis.  Lastly, the methodological limitations are outlined 

and their potential impact on the interpretative process is discussed.  

The fourth chapter is the country background, which provides an overview of Zambia.  This 

chapter begins with a brief description about the geographical location of Zambia and the political 

and economic history of the country.  This followed by an overview of the financial sector in 

Zambia, and finally an introduction to some of the challenges that women face in Zambian society.  

The fifth chapter outlines the results of this research study. This chapter presents findings 

in both textual and visual form that were obtained from the data collected and analyzed using the 

methods mentioned in chapter three.  These findings are organized thematically.  

The sixth chapter is the discussion chapter. It presents the interpretation of the findings 

presented in chapter five in relation to the research objectives and existing body of literature. 

Additionally, this chapter outlines the significance and limitations of these findings. 

The seventh and final chapter of this thesis provides a final summary, conclusions and 

recommendations for the study. This chapter highlights the contributions of this research study to 

the field and concludes by discussing future areas of research and possible programming and 

policy for MM.  
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Chapter 2 Literature Review 
2.1 Introduction 

Although there are many interplaying factors that affect poverty levels, lack of access to 

financial resources, financial exclusion, is often cited as a major contributing factor to high poverty 

rates in Sub-Saharan Africa (Government of Zambia 2017).  Over the past several years, there has 

been increased global interest in financial inclusion and its impact on poverty alleviation 

(Government of Zambia 2017).  As a result, financial inclusion rates have increased around the 

world, including in Zambia.  However, not much progress has been made in reducing the financial 

inclusion gender gap.  

The introduction of new innovative technologies, such as MM, has the potential to reduce 

some of the barriers that contribute to the exclusion of women from the formal financial system, 

particularly affordability and availability, and thereby increase financial inclusion (Leora Klapper, 

Singer, and Van Oudheusden 2015). 

The aim of this literature review is to better understand financial inclusion and MM in 

Zambia, and to examine the role of MM in bridging the financial inclusion gender gap. The first 

section in this chapter discusses the state of financial inclusion globally and in Zambia as well as 

financial inclusion policy.  The second section discusses the benefits and challenges of MM.  The 

next section examines MM from a gender lens, particularly the role that trust and social norms 

have on women’s adoption of MM.  The last section introduces the conceptual framework which 

will be used in this research study.  

2.2 Financial Inclusion 
According to the World Bank, financial inclusion is the process of individuals and 

businesses having access to and using a variety of affordable and convenient financial products 

and services (The World Bank 2018). These financial products and services can either be formal, 
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provided by a formal financial institution which are regulated and adhere to legal rules, or informal, 

not regulated by legal rules (UNCDF 2016).  Financially excluded groups are unable to benefit 

from the formal financial sector, and therefore lack the capacity to manage their finances.  Lack of 

access to formal financial services, including borrowing, saving, and transferring money, increases 

the individual’s vulnerability to negative economic shocks and subjects them to poverty (Kabala 

and Seshamani 2016a; Donovan 2011).  The top three reasons globally that consumers cite for 

financial exclusion is lack of money, the cost, and that financial institutions are too far away (Leora 

Klapper, Singer, and Van Oudheusden 2015).  Additionally, rural areas tend to have higher levels 

of financial exclusion in comparison to urban areas.  This can be explained by several reasons. 

Firstly, providing formal financial services to rural populations is pricier for service providers than 

providing the same service to urban areas (distance, lack of existing infrastructure, etc.), which are 

typically wealthier. Secondly, service providers are less incentivized because serving poorer 

communities generates lower revenues (Kabala and Seshamani 2016b).  In order to mitigate risks 

to economic shocks, the poor turn to informal financial services; however, access to only informal 

financial services limit their capacity to manage their financial responsibilities (Donovan 2011).  

Between 2011 to 2014, the number of adults globally without a financial account decreased 

from 2.5 billion to 2 billion (Abrams, Carraro, and Ahmed 2016). However, the level of financial 

inclusion varies from one region to another.  Approximately 66 percent of the adult population in 

Sub-Saharan Africa, do not save or borrow using the formal financial service sector (Abrams, 

Carraro, and Ahmed 2016). Comparatively, only 8 percent of the population in high-income 

countries remain unbanked (African Development Bank 2012).  

According to the 2015 FinScope study, conducted by the Bank of Zambia, since 2009 

financial inclusion increased by 25.4 percent, from 37.3 percent to 59.3 percent. Although this is 
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a rapid increase in financial inclusion, there still remains approximately 40.7 percent of the 

population particularly female-led households and rural areas which are financially excluded 

(Kabala and Seshamani 2016a).  Financial inclusion of women has been increasing more quickly 

in recent years. Yet, there is still a gap in the level of financial inclusion between women and men.  

Between 2009 to 2015, financial inclusion rates for women increased from 33.9 percent to 57.4 

percent, while during the same time period financial inclusion for men increased from 40.85 

percent to 61.2 percent.  The 2015 FinScope study also revealed that banks are the most widely 

used vehicle for financial services, reaching 24.8 percent of adults, followed by MM which 14.8 

percent of adults use (Kabala and Seshamani 2016a).  Moreover, the increase in financial inclusion 

was mostly concentrated in urban areas; financial inclusion rates in urban areas are 70 percent 

while in rural areas the financial inclusion rate is 50 percent (Kabala and Seshamani 2016a).  

2.2.1 Financial Inclusion Policy 
Globally, financial inclusion has become a critical objective for policymakers 

(Government of Zambia 2017). In 2010, the Global Partnership for Financial Inclusion was formed 

by the G-20 and developed the Principles for Innovative Financial Inclusion to help foster a 

regulatory environment that enables innovative financial inclusion (University of Toronto 2010). 

Additionally, in 2011, the Maya Declaration, which is an initiative to increase financial inclusion, 

was developed by the Alliance for Financial Inclusion, an international network of regulators 

(Alliance for Financial Inclusion n.d.).  Moreover, in 2013, the World Bank launched Universal 

Financial Access by 2020, with the goal of enabling one billion people to gain access to a financial 

account.  

As part of the World Bank initiative, the Government of Zambia launched the National 

Financial Inclusion Strategy (NFIS) in November 2017. The goal of Zambia’s NFIS is to achieve 

“universal access and usage of a broad range of quality and affordable financial products and 
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services” (Government of Zambia 2017).  Several targets are set in this strategy such as increasing 

financial inclusion in the formal sector to 70 percent by 2022 (Government of Zambia 2017).  The 

NFIS identifies three priority areas, ‘enablers’, that will be focused on to ensure increased financial 

inclusion in the long term (Figure 2.1).  Theses enablers include: coordination between public and 

private sector, increasing the capacity of the legal, regulatory, and policy environment, and 

improving financial infrastructure. These enablers will support the NFIS objectives, ‘drivers’. The 

objectives include: (1) widespread and accessible delivery channels; (2) diverse, innovative, 

customer-centric products for individuals; (3) financial services for small and medium enterprises 

(SME); and (4) financial consumer protection and capacity. 

 

Figure 2.1 National Financial Inclusion Framework (Government of Zambia 2017) 

The NFIS is a strong signal that the government of Zambia is looking to implement changes 

to create a more enabling environment and to increase access of the financially excluded to the 

formal financial sector.   
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2.3 Mobile Money 
The NFIS cites MM as one of the key delivery channels for financial products and services 

in Zambia. MM is comparable to mobile banking, however rather than providing full access to 

banking services, users can deposit, withdraw, send or receive money through an agent rather than 

through a bank account (Dzokoto, Appiah, and Chitwood 2016). MM technology applications are 

usually either available via mobile network, or a software which is programmed on a SIM card.  

Users can convert cash into digital money by going to an agent’s outlet, the agent changes the cash 

into digital money and then transfers the funds to the user or recipient via SMS (Peša 2018). Users 

can convert the digital money back into cash by visiting an agent, who makes the conversion and 

provides the recipient with cash (Donovan 2011).  

Digital financial tools, such as MM, are viewed as a mechanism that can contribute to 

increasing financial inclusion and reducing poverty by providing excluded groups access to formal 

financial services. Over the past decade, the introduction of MM has resulted in mixed outcomes 

in various developing countries. Since 2011 there has been a global increase in financial account 

ownership. This growth was mostly in financial institutions, with the exception of Sub-Saharan 

Africa where MM increased account penetration from 24 percent to 34 percent (Leora Klapper, 

Singer, and Van Oudheusden 2015). By the end of 2015, MM was in 93 countries and there were 

over 270 MM services offered. Globally, 32 million transactions are processed via MM on an 

average day (Tavneet Suri 2017).  Although Zambia was among the first African countries to 

introduce DFS in 2002, the utilization of this service has not been as successful as in other 

countries, such as Kenya.  M-PESA, which is a MM product launched in Kenya, is said to have 

“increased per capita consumption levels and lifted 194,000 households, or two percent of Kenyan 

households, out of poverty” (T. Suri and Jack 2016, p. 1288).  This is the most successful example 

of a MM product globally. 
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More and more Zambians are signing up for MM in comparison to banks. There are several 

factors that influence the adoption of MM in Zambia, including the fact that minimal sign-up 

documents are required to open up an MM account and the growing number of people with access 

to mobile phones (Kabala and Seshamani 2016a).  As of March 2016, the number of accounts 

registered for MM exceeded the number of accounts registered with a bank, 5.92 million and 2.90 

million respectively.  However, only a small fraction of these accounts, 250,000, were actively 

being used (Government of Zambia 2017).    

In the past five years the number of Zambians with access to mobile phones has rapidly 

increased; approximately 77 percent of the population has access to mobile phones (Peša 2018). 

Additionally, according to a 2015 FinScope study of Zambian adults, approximately 86 percent 

are willing to learn a new technology and 47 percent dislike carrying cash (InterMedia 2016a), this 

suggests that there is willingness and capacity amongst consumers to try a new technology such 

as MM. Consumer preferences in Zambia are gradually moving from cash to digital, however, the 

shift has been slow to reach its full potential (Dzokoto, Appiah, and Chitwood 2016).  

2.3.1 Benefits of Mobile Money 
For many rural and poor urban communities in Africa, formal financial services, in 

particular banks, are not accessible. MM gives underserved communities affordable and secure 

access to formal financial services including savings, credit, bill payment, and money transfers 

(Peša 2018; Donovan 2011; Kabala and Seshamani 2016a). MM agents have been established in 

rural, peri-urban and informal urban settlements allowing users living in these areas to complete 

transactions in their local communities (Peša 2018).  

A comparative study of 26 banks internationally found that alternative formal financial 

services were 19 percent more expensive than branchless banking, including MM.  The difference 

in price doubled for smaller transaction amounts and money transfers using informal financial 
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services (Donovan 2011).  A second study found that the cost of sending 100 USD internationally 

decreased from $8 USD to $2 USD because of MM (Heeks 2018). Lower costs are particularly 

appealing for low income individuals as they have less disposable income. Another benefit of MM 

is that it is relatively safe compared to cash and other alternatives. As highlighted by Donovan 

(2011), studies of M-PESA showed that because MM was less visible, there was a decrease in the 

risk of mugging. The liquidity of MM as well as the speed of transactions are also major benefits 

to MM. In times of need, the user can easily liquidate their MM holdings rather than selling their 

livestock, which is significantly less liquid (Donovan 2011). Moreover, funds can be quickly sent 

to or received from family or friends in a crisis (Donovan 2011). A research project in Kenya 

comparing MM users and non-users who suffered a shock (e.g. loss of job, death in the family, 

etc.) found that non-users experienced a seven percent decrease in household consumption, while 

users’ consumption was not impacted (Heeks 2018).  

2.3.2 Challenges to Mobile Money Adoption 
Although there are many benefits to MM, there continues to be challenges which must be 

overcome in order to ensure MM reaches its full potential. There is evidence to suggest that there 

is lack of knowledge about MM in Zambia. The top three reasons that individuals cite for not using 

MM are related to not knowing about it, how to get it or not seeing a need for the service 

(InterMedia 2016a).  Additionally, some authors argue that MM may contribute to increasing 

social inequalities and exploitation of the poor, rather than contributing to financial inclusion of 

the poor (Ya’u 2004; Murphy et al 2014 in Peša 2018; Donovan 2011). Donovan (2011) argues 

that the least likely to benefit from MM are the poorest in society as they have less skills, ability 

to pay and network coverage.  Although MM has reduced the cost of formal financial services, 

most transactions incur a fee which may act as a barrier for the poor.  Additionally, MM requires 

essential skills, such as numeracy and literacy skills, that the poor might lack (Donovan 2011).  
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These skills are required to fully use and benefit from MM.  Without the proper training on MM 

products, the poor will have limited access and therefore continue to be excluded from the formal 

financial sector. Those who are already financially included are the earliest adopters of MM (Peša 

2018).  The ability of MM to reduce inequality depends on the environment in which the 

technology is implemented, rather than simply the technology itself (Donner and Tellez 2008).  

MM providers, therefore, have the incentive to educate users on how to best use their products 

(Donovan 2011).  Understanding the perceptions of potential MM users and introducing MM 

technology in a way that considers social and cultural norms of the society is vital in order to 

ensure MM is successful in reducing poverty rather than increasing inequality. 

2.4 Gender and Power Relations 
The academic literature states that, at all levels in society, gender inequalities are tied to 

power relations between women and men (Koester 2015; Shields 2008). “Gender interacts with 

other hierarchical power relationships” (Koester 2015), thus, intersectional approaches are 

required in order to address unequal power dynamics which contribute the oppression of women.  

In order to guarantee women’s empowerment, it is not sufficient to only address their economic 

exclusion, rather social and political factors that contribute to the oppression of women must also 

be addressed.   

The theoretical idea of ‘intersectionality’ was introduced by the feminist scholar Kimberlé 

Williams Crenshaw to explains how differing aspects of an individual’s identity intersect to 

contribute to their oppression (Gordon 2016).  There can be various socially constructed elements 

of an individual’s identity including race, class, ability and sexual orientation, and these can and 

do change in time and space (e.g. different historical and/or cultural contexts). All of these 

categories interact to either contribute to an individual’s oppression or opportunity in a society 
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(Shields 2008). Thus, to understand accurately the experiences and challenges faced by women, it 

is important to consider the intersection of the various categories that form an individual’s identity, 

and how these social constructions might contribute to their positionality, which includes their 

experiences of hegemonic patriarchy or systemic oppression (Kabeer 2015).   

2.4.1 Gender and Access to Formal Financial Services 
Women are more excluded from the formal financial sector compared to men that makes 

them more susceptible to poverty.  Globally, women face social, cultural and political barriers that 

make it more difficult for them to open bank accounts relative to men.  As of 2014, approximately 

59 percent of men reported having a financial account, as opposed to 50 percent of women in 

developing countries (Leora Klapper, Singer, and Van Oudheusden 2015). Moreover, women 

make up 55 percent of the unbanked adults in the world (Leora Klapper, Singer, and Van 

Oudheusden 2015). Tavneet Suri & Jack (2016) argue that poverty reduction is less about having 

more access to capital than it is about having access to use the formal financial sector to manage 

financial resources. 

Although financial account ownership is continuing to increase globally, the gap between 

women and men in account ownership has held steady over the past several years at seven percent 

globally and nine percent in developing economies (Leora Klapper, Singer, and Van Oudheusden 

2015).  A study by GSMA (2015) has shown that in some countries the increase in account 

ownership has resulted in a decrease in the gender gap; for example, in India the gender gap 

decreased from 20 percent to 6 percent, while in other countries it increased. In Ethiopia there was 

no gender gap in account ownership as of 2014, however since then, there has been a large increase 

in account ownership, which led to a double-digit gender gap (GSMA 2015). Thus, increasing 

access to financial services alone is not enough to reduce the gender gap.  Greater understanding 
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into factors that contribute to the gender gap is required to ensure that gender specific barriers to 

financial inclusion are addressed.  

Digital financial services (DFS), such as MM, are viewed by many as a tool that can 

increase the inclusion of women to the formal financial sector and as a way to reduce the gender 

gap. Although the gender gap in use of formal financial service is 10 percent in Zambia, which is 

greater than the global average (Financial Sector Deepening Zambia 2018), a recent study by 

ZICTA shows that the gender gap in DFS usage is only two percent (ZICTA 2018). This report 

also shows that DFS usage has been rapidly increasing over the years, from 8.9 percent in 2013, 

to 30.0 percent in 2015, and then 43.8 percent as of 2018.  This suggests that women have less 

barriers to DFS usage compared to other formal financial services.  Although these findings are 

encouraging, this is the first year that this report collected and presented sex-disaggregated data. 

Thus, we cannot compare to see how and if this gender gap in DFS usage has changed over time.  

Additional data is required to understand women’s adoption and usage of DFS, and how this 

contributes to increasing their access and usage of the formal financial system. 

There are several factors that contribute to women’s exclusion from the formal financial 

system, including trust, and social and cultural norms. A study by the Global Banking Alliance for 

Women shows trust to be the most important factor for women when selecting a bank and that 

women trust the banking system less than men (Spencer, Nakhai, and Weinstock 2018).  

Additionally, women are slower to adopt new financial services compared to men, are more risk 

averse, and they require more time before investing in a new technology (Spencer, Nakhai, and 

Weinstock 2018). Lack of income and limited resources may contribute to women’s risk aversion 

and lack of trust in relation to financial services and technology.  Additionally, social and cultural 



 
 

 
 

18 

norms within a society is another factor that may discourage this group from becoming financially 

included in the formal system. 

2.5 Social and Cultural Norms and Technology Adoption 
Over the past several decades, there has been extensive research from varying academic 

disciplines including economics, psychology, and anthropology, on social and cultural norms and 

their impact on behaviour. Socio-cultural norms are unspoken behavioural rules that govern what 

is normal and accepted in a society or culture (Marcus and Harper 2014). These norms impact 

how individuals interact in the household, economy and society as a whole. Social norms are 

entrenched in policies, laws, and formal and informal institutions (Oxfam 2019).  Cultural norms 

are “shared perceptions of how people routinely behave in a culture and shared ideals of a 

culture” (Frese 2015, p. 1327). They are reinforced by parents, friends, teachers, community, and 

others. Social and cultural norms regulate the economic spaces that women and men are able to 

occupy; such norms create biases against women and negatively impact women’s participation in 

the economy (Oxfam 2019). 

The academic literature makes a distinction between norms and personal attitudes. 

Attitudes refer to an individuals’ personal preference, while norms reflect shared values amongst 

a group of people or expectations of how people in the group behave or think (Marcus and Harper 

2014).  People may comply with a social or cultural norm even if its misaligned with their personal 

preference. Conforming to these norms can result in social rewards (e.g. approval, popularity), 

while deviating from them can result in social punishment (e.g. gossip, violence) (Marcus and 

Harper 2014). 

Gender norms are viewed in feminist literature as a means of maintaining gender 

inequitable systems, institutions, and relationships (e.g. Keleher and Franklin 2008; Munoz Boudet 
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et al. 2012; Sen et al.  2007; Watson 2012) (as cited in Marcus and Harper 2014, p.28).  Both 

cultural traditions and social institutions perpetuate gender norms through constraining the 

behaviour of women and men as well as creating laws that maintain gender inequities.  Sen et al. 

(2007) argue: 

“norms are vital determinants of social stratification as they reflect and reproduce relations 
that empower some groups of people with material resources, authority, and entitlements 
while marginalizing and subordinating others by normalizing shame, inequality, 
indifference or invisibility.” (as cited in Marcus and Harper 2014, p.28)   

As stated by Marcus et al. (2014), men as a group have an interest in gender norms that maintain 

their power and social or economic status over women. Additionally, certain groups of women 

may also have interest in preserving gender norms. For example, many women accept having 

limited decision-making power in their marriage when they are young with the expectation that 

they will have significant respect and influence within the family when their children are older 

(Marcus and Harper 2014).  

Social and cultural norms impact many aspects of women’s lives and influence much of 

what they can and cannot do, including, in many societies, their access to technology and financial 

services.  Norms are often difficult to measure because they are embedded in a society that 

individuals might not recognize them as a barrier.  A cross-country study by GSMA (2015) of 

mobile phone ownership in low-and-middle income countries found that social norms act as hidden 

barriers that influence other barriers to mobile phone ownership, such as cost and security. This is 

also the case for women’s access to financial services.  

Social and cultural norms are one of the root barriers to the financial inclusion of women.  

For example, in many societies, a cultural norm exists which prioritizes boys’ education and limits 

girls’ access to education.  This results in the creation of outcomes such as reduced income 

generating opportunities, and limited financial literacy of women, which further contribute to 
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women’s financial exclusion. Thus, in the case of the financial inclusion gender gap, it is important 

to understand and address the underlying norms that perpetuate gender inequities in access to 

formal financial services, in order to ensure that DFS are effective in addressing this gap.  

 Theis et al. (2018) argues that although understanding the barriers to DFS adoption is 

important, in order to ensure that a new technology will advance development objectives, such as 

poverty reduction or female empowerment, focus should be placed on understanding the impact 

that the technology has within the household.  A woman’s access to a technology does not 

necessarily guarantee that she has full right over and to the technology (Stamp 1990). This is often 

influenced by norms and power dynamics within the household. Additionally, previous studies 

have shown that historically men tend to take control of economic activities and technology that 

prove to be profitable (Theis et al. 2018; Stamp 1990). Therefore, encouraging the adoption of 

MM alone without institutional and social changes that protect and empower women will not 

address the underlying issues that contribute to the exclusion of women from the formal financial 

sector.  

2.6 Conceptual Framework 
2.6.1 Technology Acceptance Model  

Several frameworks have been developed as a measure to predict users’ acceptance and 

adoption of a new system.  The most established frameworks include diffusion of innovations, 

perceived characteristics of innovations (PCI), and technology adoption model (TAM).  

The TAM framework was developed by Fred Davis in 1989 (Figure 2.2), and it was derived from 

the Theory of Reasoned Action (TRA).  TAM was developed to study information systems and 

has since been used to study the adoption and use of a wide variety of technology systems (Legris, 

Ingham, and Collerette 2003). TAM is considered by various researchers as a robust and powerful 

model for predicting people’s acceptance of a technology (Gu, Lee, and Suh 2009). 
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Figure 2.2 TAM Framework (Davis et al., 1989 as cited in Spencer, Nakhai, and Weinstock 2018) 

 
Davis identifies two main driving factors for technology acceptance: perceived usefulness, 

and perceived ease of use which influence an individual’s attitude towards the technology, 

behavioural intention to use and then potentially leads to actual system use. Both internal factors, 

such as perceived usefulness and perceived ease of use, as well as external factors, influence an 

individual’s decision to adopt the technology.  Davis (1989) defines perceived ease of use as “the 

degree to which a person believes that using a particular system would be free of effort” (p. 320) 

and perceived usefulness as “the degree to which a person believes that using a particular system 

would enhance his or her job performance” (Davis 1989, p. 320). According to Gu, Lee, and Suh 

(2009) perceived ease of use consists of self-efficacy and facilitating conditions.  Self-efficacy is 

the user’s belief that they are able to accomplish a certain action with the use of the technology. 

Facilitating condition is “the external environments of helping users overcome barriers and hurdles 

to use a new IT” (Gu, Lee, and Suh 2009, p. 11610). Users with high self-efficacy and facilitating 

conditions will perceive MM as easy to use. Prior to deciding to use the technology, users must 

ensure that they will be able to use the product, that there will be a remedy if the product fails, and 

that the product is reliable. Users’ assessment of product usefulness and ease of use will influence 

their attitude towards the technology and ultimately their decision to adopt and actually use the 

product (Spencer, Nakhai, and Weinstock 2018). 
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Additionally, one key purpose of TAM is to provide an understanding of the impact of 

external variables on perceived usefulness, perceived ease of use, attitudes and behaviours. The 

TAM framework has been adapted by numerous researchers to incorporate various external factors 

to the model (Legris, Ingham, and Collerette 2003). For the purpose of this study, the impact of 

two external factors, social and cultural norms, and trust, on women’s attitude towards MM 

services will be examined (Figure 2.3).  

The first external factor being assessed as part of this study is social and cultural norms. 

Although Davis et al. did not include societal norms as part of the TAM framework, during the 

developmental stages of TAM social norms were determined to have direct and indirect influence 

on perceived usefulness and in some cases directly influenced behavioural intention to use (Gu, 

Lee, and Suh 2009). Venkatesh and Morris (2000) conducted a study comparing women and men’s 

technology use, which found that men’s use of technology was more strongly influenced by the 

perceived usefulness of the technology, while women’s use of technology was more influenced by 

perceived ease of use and subjective norms (as cited in Legris, Ingham, and Collerette 2003).  By 

exploring the impact of socio-cultural norms on women’s perceptions and intent to use MM, the 

impact that society and culture have on MM adoption in Zambian can be more fully understood.  

 
Figure 2.3 Modified TAM Framework with Social Norms and Trust (Gefen, Karahanna, and Straub 2003 as 
cited in Spencer et al. 2018) 
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The second external factor being assessed is trust. Trust is defined in the literature as ‘‘an 

individual belief that others will behave based on an individual’s expectation” (Grazioli & 

Jarvenpaa 2000; Luhmann 1979 as cited in Gu, Lee, and Suh 2009). Numerous research studies 

have adapted the TAM framework to include trust as an external factor which plays a role in 

influencing users’ perception of the technology and their decision to adopt the new technology 

(Spencer, Nakhai, and Weinstock 2018; Gu, Lee, and Suh 2009; Luarn and Juo 2010; Dahlberg, 

Mallat, and Öörni 2003).  As per Gu et al. (2009) several research studies have found that trust 

influences behavioural intention to use a technology. For example, a study by Koloseni and 

Mandari (2017) shows that when a user’s perceived trust toward a technology is low, then the 

user’s level of satisfaction towards that technology will decrease, which has a direct impact on the 

user’s intention to use that technology. Additionally, studies have also determined that perceived 

ease of use affects the level of trust while trust affects perceived usefulness (Gu, Lee, and Suh 

2009). There is much uncertainty prior to using a new technology. Individuals and businesses need 

to be confident that the system is reliable and that they will not be exploited (Taylor and Horst 

2013).  

2.6.2 Determinants of Trust 
According to Spencer, Nakhai, and Weinstock (2018) there are five factors that contribute 

to trust: product recourse, trusted entity, trusted advocates, technical understanding, and peer 

acceptance.  

Product recourse refers to the policies in place to protect users if something goes wrong. 

For example, are representatives available to resolve issues easily and in a timely manner?  

Awareness of MM has increased in recent years, however, there continues to be uncertainty 

regarding customer protections and product security.  In Zambia 24 percent of the individuals who 

know about MM believe that money can easily be lost while using this service and 29 percent 
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believe that they will not be able to get their money back if they lose their phone (InterMedia 

2016a).  According to a study by Kabala and Seshamani (2016), in Zambia MM agent locations 

are in areas that are not secure, where petty crimes are likely to occur.  Additionally, there is lack 

of clear guidelines on who is liable should there be loss of money at an agent location (Kabala and 

Seshamani 2016a).  In order to reduce uncertainty and increase MM adoption, MM providers and 

governments must invest in improvements to networks, training, and regulatory policies so that 

customers can feel protected while using MM technology.  

Trusted entity is the reputation of the service providers in terms of transparency and 

handling of any public issues. As Donovan (2011) states, there might be significant mistrust in the 

formal financial service sector and therefore MM operators should invest in building a trustworthy 

product considering the cultural and social practices of the community. A study by  Taylor and 

Horst (2013) however, suggests that distrust in other formal financial services, such as banks, is 

unlikely to have an effect on MM adoption. This is because MM is associated with mobile network 

operators (MNOs) rather than banks. Thus, it is important for MM providers to ensure they 

maintain a high level of service to protect their reputation within the community.   

Trusted advocates refer to groups or individuals who are trusted and support the product.  

Building a market for MM requires good customer service. According to Pesa (2018), agents 

contribute to the degree of credibility and reliability to the MM service channel.  They are 

responsible for providing access to MM services, facilitating transactions and educating first-time 

users with MM (Peša 2018). Through these roles, agents establish trust amongst consumers. This 

is particularly true for first-time MM users, who require a step-by-step explanation of how MM 

works.  As noted by Foster and Heeks (2013) “the interaction between agents and customers is 

anything but a simple market transaction, being rooted in a common context of resource 
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constraints, uncertainty, and strong community relationships” (as cited in Peša 2018).  As such, 

agents are the most mistrust of agents can have a negative impact on MM usage.   

Technical understanding refers to users understanding how to use a product and can be 

increased through training.  MM requires some technical and financial skills which might deter 

new users. A study by Dzokoto, Appiah, and Chitwood (2016) found that one of the main reasons 

why Zambians and Ghanaians do not use MM for purchases is because businesses are hesitant to 

accept MM. Businesses cite lack of trust and high possibility of fraud as the main reasons 

preventing them from accepting MM (Dzokoto, Appiah, and Chitwood 2016). Additionally, the 

study also found that businesses were unenthusiastic and untrained on MM. Increased training and 

education of businesses and individuals by MM providers is required in order to increase 

understanding of MM technology and trust in the product. Increased acceptance of MM by 

businesses will in turn allow more consumers to use MM to make their day-to-day purchases 

(Dzokoto, Appiah, and Chitwood 2016). 

Peer acceptance refers to the influence of friends, family, or acquaintances which can have 

a substantial impact on potential customers’ perception, adoption, and continued usage of a product 

(Koloseni and Mandari 2017). Airtel Money conducted a survey in Malawi which showed that the 

most important factor to MM adoption is social influence, including a recommendation from a 

friend (Spencer, Nakhai, and Weinstock 2018). According to Taylor and Horst (2013), individuals 

are more likely to sign up for MM after seeing people around them using the product.  Additionally, 

businesses are influenced to become agents and to start accepting MM once they see others in their 

community making a profit. The more widely accepted MM is within the community, the greater 

the likelihood of new users adopting MM.  
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Trust has a direct impact on adoption and continued use of MM, and this is particularly 

true for women. Although MM has been gaining popularity in recent years, in many communities 

there are ongoing concerns surrounding the MM system related to trust, which hinders the adoption 

of MM. As previously mentioned, trust is the most important factor for women when selecting a 

bank and that women trust the banking system less than men (Spencer, Nakhai, and Weinstock 

2018).  Limited resources, as well as social and cultural norms may contribute to women’s risk 

aversion and lack of trust in relation to financial services and technology.  Women require a greater 

number of interactions with agents and more instruction time before they feel comfortable using 

MM (Spencer, Nakhai, and Weinstock 2018). Together, these factors may contribute to the gender 

gap in MM usage. However, according to a study conducted in Mali and Cote d’Ivoire, the gap in 

MM adoption between men and women is largest before registration. After registration there is 

equal likelihood of women and men to become regular MM users (Spencer, Nakhai, and 

Weinstock 2018). This suggests that as technical understanding of MM increases, usage of MM 

also increases, and thus instilling a sense of trust in MM products is vital to ensuring increase MM 

adoption amongst potential users and women in particular. MM providers should consider these 

factors when designing, implementing and marketing MM products.               

2.7 Summary 
This chapter reviewed relevant literature related to this research study.  Women and men’s 

preferences, constraints, and experience adopting a new technology differ (Theis et al. 2018; 

Stamp 1990). The introduction of MM has removed or reduced some of the barriers to financial 

inclusion. Many governments view DFS as transformational tools that can increase access to 

financial inclusion and reduce poverty because of the wide spread use of mobile phones and 

relatively good network coverage (Kabala and Seshamani 2016a). However, as Spencer, Nakhai, 
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and Weinstock (2018) point out, although some barriers are removed with the introduction of MM, 

other barriers such as social norms and trust, which limit financial inclusion of women, cannot be 

easily changed.  

Although women are excluded at a higher rate from the formal financial sector, Zambian 

women are using informal financial services at a higher rate than men (Financial Sector Deepening 

Zambia 2014). Therefore, there are other factors such as cultural norms, and/or political policies 

that are discouraging the involvement of women in the formal financial sector. The introduction 

of more DFS alone will not address the financial inclusion gap. Questions related to trust should 

be considered, such as whether women believe that involvement in the formal financial service 

sector and use of this technology will positively contribute to their economic empowerment.  

Additional gender specific research regarding perceptions of the usefulness and ease of use of MM, 

lack of trust in the technology, as well as social and cultural norms is required to further explore 

the challenges faced by women in adopting MM in Zambia and to address the financial inclusion 

gender gap. The findings and discussion chapters will aim to address some of these points.  
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Chapter 3 Methodology 
3.1 Introduction 

This chapter describes the methodology used in this research study. The aim of this study is 

to explore the role of trust and existing social and cultural barriers to MM adoption amongst 

women in Lusaka, Zambia. In the first section of this chapter, the researcher’s standpoint, 

epistemological perspective, and the research setting are presented. Additionally, this chapter 

outlines and discusses the data collection methods used by the researcher, including surveys, semi-

structured interviews, and secondary data analysis, and how this data was analyzed. Finally, this 

chapter discusses the ethical considerations and methodological limitations of this research study.   

3.2 Researcher’s Standpoint  
My interest in financial inclusion and MM stems from my academic training in finance and 

economics, as well as my years of experience in the financial service and technology sector. I 

graduated with a degree in Commerce Finance and a major in Economics, and then worked with a 

leading Canadian bank for several years, followed by two years working for a financial software 

development company. Through these experiences, I gained a deep understanding of how loans 

and other financial instruments are used by corporations to create opportunities for growth, and I 

often considered how similar tools can be applied in the development sector to facilitate economic 

growth and development. These roles solidified my interest in how access to emerging 

technologies and financial tools can be used to improve the lives of individuals and communities, 

in both developing and rural settings, through access to financial services, education and 

employment opportunities.  

Additionally, my experience as a Canadian woman of Sudanese descent has influenced my 

interest in poverty reduction and economic empowerment.  My up-bringing and continued 
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connection with Sudan has influenced my views on gender and economic inequality.  There are 

vast social inequalities in Sudan, which are perpetuated by cultural and religious beliefs.  These 

experiences have influenced and increased my interest in the role of culture and social norms in 

hindering equality efforts. 

I consider myself an outsider studying this population. Although, as an African woman, I do 

share some similarities with the participants in this research, I do not share their language, religion, 

economic status, or their particular experiences. Prior to starting this research project, I had limited 

knowledge of Zambian culture and traditions. I joined FinEquity, a community of practice (COP) 

and online discussion group, where I posted about my research study, and through there connected 

with various individuals working to advance women’s financial inclusion in Zambia.  

I travelled for the first time to Zambia in September 2018 to conduct my field research. I 

invested several weeks volunteering in Bauleni Compound, the community where I conducted 

most of my research, to gain a deeper understanding of the community.  This experience provided 

me with some insights and understanding of Zambian cultural norms and practices, as well as 

helped to build some trust between myself and community members.  However, being an outsider 

to the community, there is less of an openness and a higher level of distrust amongst the research 

participants (Corbin Dwyer and Buckle 2018). As a result, during the data collection, I relied on 

the insider status of my research assistants (RAs) who were from Bauleni Township, as well as the 

NGO where I volunteered, to gain some legitimacy with the research participants. Although being 

an outsider may present some challenges to the researcher, “being a member of the group being 

studied is neither necessary nor sufficient to being able to ‘know’ the experience of that group” 

(Corbin Dwyer and Buckle 2018, p.59). In fact, in some respects being an outsider to the research 
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group allows the researcher to make connections and view the research from a wider perspective 

than an insider.  Additionally, an outsider is less likely to face conflict of interest, or increased 

subjectivity which might negatively influence data collection or analysis (Corbin Dwyer and 

Buckle 2018).  

3.3 Epistemological Perspective  
The epistemological perspective of this research project is based on social constructivism. 

The researcher makes the assumption that “different individuals construct meaning of the same 

object or phenomenon in different ways; how an individual engages with and understands their 

world is based on their cultural, historical, and social perspectives and thus meaning arises through 

an interaction with a human community” (Moon and Blackman 2014, p. 1172).  Participants’ 

cultural and social contexts are important to consider when seeking to understand their relationship 

with formal institutions, such as the formal financial system.  People’s experiences with banking 

and specifically the use of mobile technologies to access financial services are not the same across 

cultures. Although I, as a researcher with a background in banking and as an African-Canadian 

woman, am able to somewhat relate to the research participants constructed meaning, I am also 

aware that meaning is constructed and is therefore influenced by cultural and social differences. 

Thus, it is vital to use research methods that allow participants to voice their own perspective and 

understanding.  The use of qualitative surveys and interviews provides the researcher with insight 

into the participants’ social and cultural context as well as their constructed meaning of MM. 

Moreover, this research is influenced by a socialist feminist theoretical perspective. 

Socialist feminism argues that patriarchy alone is not the primary cause of the oppression of 

women; rather, intersecting social constructions such as class and race also reinforce oppressive 

systems (Gordon 2016). Gender is a central part of this research, as the study focuses on 
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understanding women’s experiences, interests, their role in society, and the nature of gender 

inequality. Through exploring factors related to the experiences and perceptions of women, and 

existing social and cultural norms in Lusaka, Zambia, this research ultimately aims to understand 

barriers to financial inclusion and MM adoption.  

3.4 Communities Selection and Entry 
Zambia was selected as the research setting because there is limited academic literature 

regarding the adoption of MM services amongst women in Zambia. This research project was 

conducted in Lusaka province, more specifically in the districts of Lusaka and Chongwe ( 

Figure 3.1).  Prior to commencing with the data collection, the researcher participated in an 

initial observation period by volunteering with the women in Bauleni compound (Refer to Image 

2 in Appendix 1).  The researcher volunteered with ‘In and Out of the Ghetto’, a non-profit 

organization based in the community. The researcher was connected to this NGO through a contact 

in FinEquity, the online COP.  The researcher led English classes for women, three times a week 

for a period of time prior to data collection and continued for the duration of the data collection 

period. Through this experience, the researcher employed a participatory approach to the 

research.   Participatory approach to research “affirms the ‘right and ability’ of the ‘researched’ to 

have a say in decisions which affect their lives and involves working with them to achieve the 

‘change that they desire’” (Klocker 2015). In this research, community members were involved in 

the research process and changes were made to the research questions based on their 

recommendations. The researcher regularly met with women living in the community and through 

these interactions the researcher learned about the experiences and challenges of these women in 

their day to day lives. Additionally, the researcher was able to build rapport and trust with these 

women, and to gain additional context and insights into the lives of women living in the 



 
 

 
 

32 

surrounding community. Throughout the entire research process, the researcher maintained a 

journal where she recorded observations and interactions with participants. The journal was also 

used to document the research process, obstacles and challenges, as well as reflections.  This 

practice developed deeper insights, an increase in self-awareness, as well as an opportunity for 

critical assessment of the entire research process. 

 
Figure 3.1 Map of Study Settings in Lusaka Province, Bauleni Township and Katende Village 
Source for study setting: ArcGIS. Version 10.7.1 Redlands, CA: Environmental Systems Research Institute 2019. 
(https://mapcruzin.com/free-zambia-country-city-place-gis-shapefiles.htm; https://www.diva-gis.org/datadown). 
 

Lusaka is the capital of Zambia, and thus most of the governmental buildings and corporate 

headquarters are located within the city. As such, key-informant interviews were conducted in 

Lusaka city. Semi-structured interviews and surveys were conducted with women living in two 

communities in and outside of Lusaka city, Bauleni Township and Katende community, 

respectively.   
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Bauleni Township is a low-income township with a high population density that is located 

in the south-eastern part of the city of Lusaka (Refer to Image 5 in Appendix 1) (Cheyeka, 

Hinfelaar, and Udelhoven 2014).  Bauleni was initially a traditional farm village but with an 

increase in population, it grew into a high-density informal urban settlement in the 1970s.  In 1998, 

it was declared an ‘improvement area’ by the Government of Zambia, which allowed residents to 

obtain legal land tenure (Cheyeka, Hinfelaar, and Udelhoven 2014).  Katende is a small rural 

community located in Chongwe district (Refer to Image 8 in Appendix 1). Chongwe district is a 

rural area which is approximately 50 km from the capital city of Lusaka. These two communities 

were selected in order to understand the experiences of women living in both urban and rural 

settings.  Additionally, trust was an important factor considered in the community selection 

process. The community selection was influenced by recommendations from the researcher’s 

contacts. Thus, the researcher depended on the established trust and credibility of the NGO, ‘In 

and Out of the Ghetto’ and the research assistants to select the two communities that fit within the 

research objectives.   

3.5 Research Assistants 
Two RAs were employed by the researcher to assist with the data collection.  Both RA’s 

were women who completed secondary school and were from Bauleni Township, the community 

in which the majority of the research was conducted.  In addition to English, both RAs spoke 

Nyanja, which is the main local language spoken in Lusaka.  One of the RAs also spoke Bemba 

which is another local language commonly spoken.  

RAs were provided with training prior to the data collection and signed confidentiality 

agreements (Appendix 2) which stated that all information discussed and gathered during the 

research project is to remain confidential and that participants’ privacy is to be protected.  The 
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RAs assisted in administering the surveys as well as facilitating the semi-structured interviews 

through translation when required. Additionally, they participated in debrief meetings and 

knowledge exchange sessions with the researcher. The role of the RAs was crucial to the success 

of this research, particularly because some of the research participants preferred to speak in the 

local language, Nyanja. The RAs helped the researcher navigate her way through the community, 

as well as to provide context, insights, and understanding of the population and community being 

studied. 

3.6 Methods 
An emergent design approach was used when designing this research study. Emergent 

design “allows for an ongoing reassessment of how to conduct the research based on what has 

been learned from prior data collection and analysis” (Morgan 2008, p.2). The research objectives 

and theoretical framework were identified by the researcher and well defined prior to data 

collection.  A draft of the survey and interview questions were also prepared prior to the 

commencement of the data collection. However, the interviews were semi-structured, which 

allowed for the questions to be adapted as new information emerged during the field research.  

Additionally, the draft survey was reviewed by the RAs and changes were made accordingly to 

ensure that the language was clear and accessible. 

Moreover, the communities where the research was conducted were not initially known to 

the researcher during the research design phase.  The researcher completed the research design 

phase while in Canada, and therefore had limited information about the potential communities that 

were suitable for the field research. Thus, this decision was deferred and occurred upon the arrival 

of the researcher to Lusaka.   
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Opportunistic sampling was used to recruit participants for the surveys. This type of 

sampling method was effective as the majority of the research participants were not otherwise 

accessible through formal means.  The research team approached women in their households and 

shops around the community at random to ask if they were willing to participate in the research 

study and to complete the survey. Once the women agreed, they were also asked if they were 

willing to participate in an interview at a later date.  Potential participants were then contacted over 

the phone and an interview was scheduled.   

The data collection process was completed over a seven-week period using multiple 

qualitative research methods, including surveys, semi-structured interviews, and secondary data 

collection. These methods were selected because they were determined to be an effective way to 

source data that responds to the objectives of this study (Appendix 3 - Research Design Matrix). 

A total number of 148 individuals participated in the survey and 14 women participated in 

the semi-structured interviews. Additionally, seven interviews were conducted with governmental 

organizations and MM service providers. Method triangulation was employed in this research 

study for data collection. The use of multiple methods to collect data, method triangulation, 

increases the validity and credibility of findings (Carter et al. 2014). Additionally, it allows for the 

research to be understood from multiple perspectives. 

3.6.1 Semi-Structured Interviews 
Interviews were a crucial part of this research study as they provided in-depth insights on 

MM usage amongst women as well as an overview of the MM industry and barriers to MM usage 

that may exist. Semi-structured interviews were conducted with women users and non-users of 

MM. Additionally, KII semi-structured interviews were conducted with governmental 

organizations and MM providers. All of the questions in the semi-structured interviews were open-

ended to encourage respondents to freely share their experiences, perceptions, and knowledge.    
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Interviews were scheduled to ensure that they can be conducted in a private setting and at 

a time that was convenient for participants. The interviews were conducted in the participants’ 

homes, in the presence of the RAs and the researcher. The researcher conducted all the interviews.  

The participants were encouraged to speak in the language they were most comfortable, either 

English or Nyanja.  At times when participants opted the speak in Nyanja, the researcher asked the 

interview question in English and the RA translated from English to Nyanja and vice versa.  Prior 

to the interview, the objectives of the research were explained to potential participants and verbal 

consent was recorded by the researcher. All of the interviews were audio-recorded with the 

permission of the respondents. The recorded audio was transcribed and later used to analyze 

participants’ responses. These interviews were used to understand the respondents’ perceptions of 

MM and the social or cultural challenges that impact the participants’ ability to use this technology.  

A total of 14 (n=14) semi-structured (Appendix 5) were conducted with participants in 

two different communities during the period of October 15 to October 22, 2018. All of the 

interview respondents were women. The sample of interview respondents was stratified to 

include an equal number of women in Bauleni Township and Katende community (Table 3.1). 

Additionally, an effort was made to interview an equal number of MM users and non-users, 

however, as an odd number of interviews were conducted in each community, the result is that 

four users and three non-users in Bauleni Township were interviewed, and four non-users and 

three users in Katende community were interviewed. In total, half of the interview respondents 

were MM users and the other half were MM non-users. 
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Table 3.1 Summary of Semi-Structured Interviews 
Interviewee 

Codes Gender Location 
User or non-user 
of Mobile Money 

BAU01 Woman Bauleni User 
BAU02 Woman Bauleni User 
BAU03 Woman Bauleni Non-user 
BAU04 Woman Bauleni User 
BAU05 Woman Bauleni Non-user 
BAU06 Woman Bauleni User 
BAU07 Woman Bauleni Non-user 
KAT01 Woman Katende, Chongwe User 
KAT02 Woman Katende, Chongwe User 
KAT03 Woman Katende, Chongwe User 
KAT04 Woman Katende, Chongwe Non-user 
KAT05 Woman Katende, Chongwe Non-user 
KAT06 Woman Katende, Chongwe Non-user 
KAT07 Woman Katende, Chongwe Non-user 

 

Additionally, a total of eight semi-structured key-Informant Interviews (KII) were 

conducted with governmental organizations, development organizations, and MM providers 

Table 3.2). These interviews were conducted in the office of the respective organization 

and lasted between 25 to 75 minutes. The majority of the KII were audio-recorded, however two 

of the participants did not consent to audio-recording and so manual hand-written notes were taken 

during the interview.  KII were used to understand the MM landscape in Zambia as well as to 

understand the role of trust and social factors that impact adoption of MM amongst Zambian 

women. 

Table 3.2 Summary of Key Informant Interviews 

Key-Informant 
Interviewee Codes Organization 

K*FSDZ Financial Sector Deepening Zambia 
K*MofG Ministry of Gender 
K*MofF Ministry of Finance 
K*BofZ Bank of Zambia 
K*CSO Central Statistical Office of Zambia (CSO) 
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K*ZICTA Zambia Information & Communication 
Technology Authority (ZITCA) 

K*MTN MTN 
K*Zoona Zoona 

 
The interviewee codes listed in table 3.1 and 3.2 will be used in the Findings chapter as 

identification for participants.  

3.6.2 Surveys 

A total of 148 (n=148) women participated in the surveys: 112 of the surveys were 

conducted with women living in Bauleni Township  (Refer to Image 3 and Image 4 in Appendix 

1) and 36 were conducted with women living in Katende, Chongwe (Refer to Image 7 in 

Appendix 1). The survey was anonymous and included a mix of open-ended and closed-ended 

questions to allow for comparison between participant responses as well as more in-depth and 

rich responses regarding the experiences and perceptions of participants (Appendix 6). 

Prior to conducting the survey, a consent form was read out loud to the respondents and 

participants’ questions were answered. Additionally, assistance was provided to research 

participants who required help with completion of the survey. The survey was read out loud to 

those participants and the answers were noted by the research team. This survey was useful in 

providing an overview of adoption of MM in the community as well as perceptions towards MM.  

3.6.3 Secondary Data 
Secondary data collection was used to supplement the primary data collected allowing for 

a more robust study analysis.  Various procedures were implemented to ensure a thorough review 

of the literature on financial inclusion and MM adoption was conducted.  Firstly, an extensive 

search of peer-reviewed journals was completed using a wide-range of key terms including 

financial inclusion, digital financial services, mobile money, trust, and Technology Acceptance 

Model. Three databases were searched including Primo, Google Scholar, and Science Direct. 
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Moreover, in order to find additional relevant articles, the reference section of journal articles was 

also searched. Lastly, key project and governmental reports published by governmental agencies 

as well as other reputable organizations such as the World Bank and FAO were also included.  

3.6.4 Data Analysis Process 
Data obtained from paper surveys was input into an excel spreadsheet. Additionally, data 

obtained from the interviews was transcribed. The researcher was immersed several times in the 

interviews, firstly while conducting the interview, then during the transcription process, which 

required many hours of listening and writing, and then finally during the data analysis process.  

The survey spreadsheet, transcribed interviews, as well as field notes were input into 

NVivo, a qualitative analysis software. The data analysis was an iterative process. Inductive 

analysis was employed in the early stage of the data analysis process. The researcher first used 

open coding to identify emerging themes in the data.  The researcher reviewed the data, coded, 

and grouped similar emerging concepts and ideas under tentative nodes.  Five parent nodes were 

developed, based on the conceptual framework and research objectives, to categorize the data 

under the different themes, and varying child nodes were created as subcategories to the higher-

level themes. The NVivo coding framework is attached in Appendix 7. Thematic analysis was then 

employed to analyze these nodes and understand the relationship between the emergent patterns. 

Interpretive analysis was employed in the later stage of data analysis.  Emergent themes were 

analyzed to confirm patterns, deepen understanding, and test the validity of findings. A reflective 

journal was kept by the researcher to document thoughts and reflections during the data analysis 

process. 
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3.7 Ethical Considerations 
Ethical considerations were made during the design and implementation phases of this 

research study. These considerations related to consent, privacy, and cultural sensitivities. This 

research project was submitted and approved by the University of Guelph Ethics Board on October 

12, 2018. The Certification of Ethical Acceptability of Research Involving Human Participants is 

attached in Appendix 4.  

The primary ethical consideration in this study was to ensure that participants provided 

consent voluntarily and that they understood that they can freely exit the study at any point in time. 

The consent form which provides information regarding privacy and confidentiality was shared 

verbally and in print with participants prior to their recruitment in the study. Additionally, the 

researcher and RAs were available to translate and to address participants’ concerns prior to 

proceeding with the study.  

The researcher was cognizant of the fact that differing views regarding personal finances 

may exist which may impact research activities. This study is related to mobile or electronically 

transferred finances which might be perceived as private and might affect the social standing of 

participants if overheard. Thus, the researcher took several steps to mitigate privacy concerns.  

RAs were made to sign a confidentiality agreement. Additionally, both surveys and interviews 

were anonymous to ensure that participant responses are not identifiable to community partners. 

Participants were advised that they can skip any question that they might be uncomfortable 

answering to ensure that no undue pressure is placed on participants to answer questions.    

Another ethical consideration was the cultural appropriateness of interview and survey 

questions. The survey was pre-tested with two members in the community. Additionally, the 

survey was sent to a contact who worked with the United National Capital Development Fund, in 

the area of MM in Zambia.  Feedback from community members as well as the financial inclusion 
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practitioner was then used to adapt questions to ensure that they are easily understood and 

culturally appropriate.  

3.8 Methodological Limitations 
The researcher experienced several challenges during the planning and implementation of 

the research project which limited the scope of the study. As this research is part of a master’s 

degree, financial and time constraints were major limiting factors.  The research was conducted in 

only two communities in Lusaka Province, and thus findings and conclusions are not generalizable 

to all of Zambia.  

Although English is the official language, there are over 70 languages spoken in Zambia 

(Central Intelligence Agency 2017). The two main languages spoken in Lusaka District are Nyanja 

and Bemba. Since English is taught in Zambian schools, the respondents’ ability to participate in 

the surveys and interviews in English depended on their English fluency, which was impacted by 

their level of formal education. Additionally, as this research is focused on Zambian women, the 

literacy rate was a factor that the researchers had to consider when conducting the surveys. The 

literacy rate amongst Zambian women is 56 percent (Central Intelligence Agency 2017).  The 

research team offered participants the option to answer the survey questions orally and have the 

RAs fill out the paper survey on their behalf. Although the RAs were available to assist participants 

in completing the surveys, some women might have been uncomfortable with the process and thus 

opted to not participate in the study all together. Additionally, as some of the responses were in 

Nyanja, a local language, the richness of the responses may have been reduced during the 

translation process.   

The researcher’s background as a researcher coming from a Canadian university was 

advantageous at times in terms of gaining legitimacy when scheduling interviews with 
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governmental organizations including the Bank of Zambia, and the Ministries of Gender and 

Finance.  However, the cultural differences may have hindered the researcher’s ability to build 

trust and establish a relationship with the local participants.  This may have impacted the openness 

and responsiveness of the survey and interview participants, and thereby potentially affecting the 

quality of the data collected. Many of these challenges were exacerbated by limited time and 

financial resources available to the researcher. 

3.9 Summary 
In summary, this chapter provides an overview of the research methodologies employed in 

this study. The researcher’s standpoint and epistemological views were expressed, and the 

community selection process was discussed. An emergent design approach was used for this 

research study and method triangulation was used for data collection (interviews, surveys and 

secondary data collection) to increase the credibility and validity of findings.  Ethical 

considerations made by the researcher during the design and implementation of this research study, 

including consent, privacy, and cultural appropriateness of the research, were also discussed. 

Lastly, the limitations of the research including time and financial resources, language, and cultural 

differences, and their potential impact on the research study were summarized.  
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Chapter 4 Country Background 
4.1 Introduction  

This chapter begins with an overview of Zambia in terms of its geography, political and 

economic climate. The financial system within Zambia is also examined.  Lastly, this chapter 

discusses the experience of women living in Zambia and the social norms that shape their 

experiences. 

4.2 Country Context 
Zambia is a landlocked country located in southeast Africa. It borders eight countries: The 

Democratic Republic of the Congo to the north, Angola to the west, Tanzania in the northeast, 

Malawi to the east, Mozambique to the southeast and Zimbabwe, Botswana and Namibia to the 

south. The population of Zambia is approximately 15.97 million (Central Intelligence Agency 

2017). 

 
Figure 4.1 Map of Zambia 

Source: (https://gadm.org/data.html) 
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There are ten provinces in Zambia; Central, Copperbelt, Eastern, Luapula, Lusaka, 

Muchinga, Northern, North-Western, Southern, and Western.  The national capital city is Lusaka, 

and it is the most densely populated city in Zambia with a population of approximately 1.7 million 

people (Central Intelligence Agency 2012). There are various ethnic groups and over 70 languages 

spoken within Zambia. However, English is the official language and Christianity is the official 

religion of Zambia (Central Intelligence Agency 2017). 

Zambia was managed by the British South Africa Company starting from 1891 until the 

United Kingdom took rule in 1923. The British stayed in power until October 24, 1964, when 

Zambia gained its independence.  At that time, the country’s name was changed from Northern 

Rhodesia to The Republic of Zambia (Aregheore 2009). Kenneth Kaunda, who was the leader of 

the United National Independent Party (UNIP), became the first president of Zambia and remained 

in power until 1991 (Simutanyi 1996). 

At independence in 1964, the Zambian economy was performing relatively well; it was 

classified as a middle-income country, mainly due to the mining sector. However, other segments 

of the economy were not developed. Commercial agriculture and the mining sectors were mostly 

controlled by foreigners. Most of the Zambian population worked in the traditional agricultural 

sector as small-scale farmers using simple technology.  

Over the past decade, Zambia has experienced a relatively high level of economic growth, 

which is attributed to the mining sector. However, this growth has not translated to much of an 

improvement in the standard of living for the poor (Kabala and Seshamani 2016a).  There are vast 

rural-urban income discrepancies; the poverty rate in rural areas is 74 percent which is more than 

double the poverty rate in urban areas of 35 percent (World Food Programme 2015).  Moreover, 

in rural areas, the extreme poverty rate is 58 percent, which is four times more than extreme 
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poverty in urban areas, 13 percent (World Food Programme 2015).  The World Bank defines 

extreme poverty as the number of people living under 1.90USD/day (The World Bank n.d.). The 

large inequality gap between rural and urban areas translates to discrepancies in access to basic 

provisions such as water, health, education and economic opportunities (World Food Programme 

2015). These inequalities only lead to a further widening income gap. 

4.3 The Financial Sector in Zambia 
According to the International Monetary Fund (IMF), the financial sector in Zambia is 

relatively small and underdeveloped (International Monetary Fund 2017).  The formal financial 

industry is composed of bank and non-bank financial institutions.  

There are 18 licensed commercial banks currently operating in Zambia. Eight are 

subsidiaries of foreign-owned banks, two are owned jointly by foreign banks and the government, 

and eight are domestically owned (Ministry of Finance 2017b). Foreign banks dominate the 

banking industry, representing over 70 percent of total market shares in terms of deposits, loans 

and assets (Ministry of Finance 2017b).  In addition to banks, as of 2017 there were 122 non-bank 

financial institutions (e.g. microfinance institutions, pension funds, capital markets, etc.) regulated 

by the Bank of Zambia (Ministry of Finance 2017b).  

Unregulated informal financial service providers also play an important role in the financial 

sector in Zambia. Informal saving and credit groups locally referred to as chilimbas are available 

and widely used, particularly by the poor. A Chilimba consists of a group of people who make 

regular recurring cash payments which are paid out to each member in an agreed upon order.  

Members can also borrow funds and pay interest on the loan and members share profits.    

Chilimbas are common amongst women selling similar types of goods or working in the same area 

in the market (O’Reilly 2017).  
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The digital financial service sector is rapidly growing in Zambia.  Between 2013 to 2015, 

the percentage of the population over the age of 10 with a DFS account increased from 8.9 percent 

to 30 percent (ZICTA 2018). As of 2018, 43.8 percent of individuals over the age of 10, had DFS 

account (ZICTA 2018). To accommodate the increasing demand, there was a 74 percent increase 

in the number of agents and the number of DFS providers increased from four providers to 18 

providers (Table 4.1) (UNCDF 2018). The three most used DFS providers are MTN Money, Airtel 

Money, and Zoona (ZICTA 2018) (Appendix 8).   

Table 4.1 Digital Financial Service Providers in Zambia as of 2018  

Mobile network 
operators (MNOs) 

Airtel, Mobile Telephone Networks (MTN) and Zamtel 

Banks and Microfinance 
Institutions 

Atlas Mara, Barclays Bank, Ecobank, FINCA, First National Bank, 
Indo Zambia Bank, Investrust Bank, Standard Chartered Bank, 
United Bank for Africa and Zambia National Commercial Bank 
(Zanaco) 

Third-party Providers cGrate, Spargris (Kazang), SpeedPay, Zambia Postal Services 
Corporation (ZamPost) and Zoona 

(UNCDF 2018) 

Additional research is required to ensure that this growth in the financial service industry results 

in pro-poor products and services rather than products and services that only further exacerbate 

existing income and gender inequalities.  

4.4 Women in Zambia 
There are several factors that contribute to the marginalization of women in Zambia. 

Zambia has one of the world’s highest fertility rates, on average 5.63 children per woman.  There 

are major disparities in the fertility rates based on geographical location, rural versus urban, income 

and education. Resource-poor women from rural areas are more likely to get married at a young 

age, which contributes to the high fertility rate. Additional factors that contribute to the fertility 

rate include lack of availability of family planning services, particularly in rural areas, and low 

employment and educational opportunities for women.  High infant mortality rates, 62.9 per 1000 
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live births, and the expectation that not all children will live to adulthood is another reason for the 

relatively high fertility rates in Zambia (Central Intelligence Agency 2017). 

Women have multiple roles in Zambian rural society.  They are traditionally responsible 

for producing all the food for household consumption (FAO n.d.). According to FAO, as of 2004 

in addition to collecting wood for fuel and water, rural Zambian women contributed 75 percent of 

farm labour (FAO n.d.). In male-led households, in addition to providing labour on their husband’s 

field, women also cultivate additional cash crops, independent of their subsistence production, to 

sell in the market to generate their own income. Thus, women are active marketers and traders in 

food markets (FAO n.d.). These multiple roles that women have leave them with a limited amount 

of free time. As per Mary Banda, a World Bank interview respondent “many women in markets 

are discouraged from saving in banks, because it is time consuming and they cannot leave their 

businesses unattended for a long time” (The World Bank 2017). This lack of free time due to social 

norms and expectations is a factor that can affect women’s willingness to use the formal financial 

system or adopt a new technology.  

4.4.1 Employment 
The majority of the working population in Zambia has informal jobs.  Informal 

employment is defined by the Ministry of Labour and Social Security as “a type of employment 

characterized by lack of an entitlement to social security and annual paid leave” (Central Statistical 

Office; Ministry of Labour and Social Security 2018). A study conducted by the Ministry of 

Labour and the Central Statistics Office has shown that approximately 89 percent of Zambians 

work informal jobs. Additionally, this study shows a clear correlation between educational level 

and informal employment: those with the lowest level of education were more likely to have 

informal employment. Lack of experience, low skill levels and lack of training forces people to 
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assume informal employment with low levels of job security. However, for all levels of education, 

Zambian women were disadvantaged compared to men, in regard to obtaining formal employment.  

4.4.2 Social Norms 
In Zambia there are several socio-cultural norms, such as child marriage, polygyny, and 

domestic violence, which negatively impact the lives of girls and women.  In addition to these 

harmful norms, many families prioritize sending boys to school over girls, which hinders women’s 

access to education and ultimately limits their economic opportunities.  In this section we will 

explore these norms and their impact on women in Zambian society.  

Zambia has one of the highest rates of child marriages in the world. Girls are much more 

likely to marry at a young age and are subject to various negative consequences as a result (UNFPA 

2017b).  Child marriage increases the vulnerability of girls, perpetuates poverty and limits 

education.  Zambia has a dual legal system, hence there are customary laws for marriages and 

statutory marriage laws. Although under statutory law one has to be over the age of 21 to get 

married, a person below the age of 21 can get married with the consent of a parent.  The law does 

not specify an age below 21 where consent from a parent is not acceptable.  Additionally, under 

customary laws, there are varying requirements for each ethnic group, however the only 

requirement related to age is that a person has reached puberty (UNFPA 2017b). Additionally, 

child marriage disproportionality affects girls living in rural area, with less education, and who 

come from economically poor families. One reason for child marriage is that it is seen as a means 

for the girl to escape poverty, and as a way for her family to make money in the form of a dowry 

(lobola) (UNFPA 2017b). Another reason for child marriages is to avoid dis-honour being brought 

on the family. Zambia is a relatively conservative society based on Christian beliefs.  If a girl has 

an unintended early pregnancy, then her family might choose to marry her off to avoid shame and 

the added economic pressure of caring for a baby (Svanemyr 2019).  



 
 

 
 

49 

Early pregnancy is a major challenge for Zambian girls. As per the 2013-2014 Zambia 

Demographic and Health Survey, approximately 29 percent of Zambian girls between the age of 

15-19 have either been pregnant or have given birth (Birungi et al. 2015). The vast majority of 

these girls were in primary school. Comparatively, much fewer girls in secondary school get 

pregnant (UNFPA 2017a). Additionally, the rate of teenage pregnancy is higher in rural areas (37 

percent), than in urban area (20 percent) (UNFPA 2017a). Poverty as well as social and cultural 

factors such as child marriage, gender inequality, and peer pressure, are determinants of teenage 

pregnancy (UNFPA 2017a).  

Polygyny and wife-beating are accepted practices in many cultures within Zambia. 

Approximately 47 percent of married women between the ages of 15-49 have experienced 

domestic violence (physical, sexual and/or emotional) from their current or most recent husband 

(Central Statistical Office 2015). Additionally, 47 percent and 32 percent of women and men 

respectively agree that a husband is justified to beat his wife if she does any of the following: 

argues with him, neglects the children, burns the food, goes out without telling him, or refuses to 

have sexual intercourse with him (Central Statistical Office 2015). Zambian women who are more 

educated are less likely to experience physical abuse than women with less education(Central 

Statistical Office 2015).  However, women living in urban communities, who are generally less 

traditional, report higher rates of domestic violence than rural women. Additionally, employed 

women that receive their salary in cash, are more likely to experience domestic violence in 

comparison to unemployed women (Central Statistical Office 2015).  This suggests that women 

who break traditional gender norms are more likely to be subjected to violence by their husbands.  

Zambian women are mostly responsible for the care of the household; thus, they have 

decision-making power over the daily household needs of the family.  However, men have more 
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decision-making power over major financial decisions in the household (Central Statistical Office 

2015). Women that are unemployed are less likely to participate in decision-making regarding 

their personal circumstances than women who are employed (Central Statistical Office 2015).  

4.5 Summary 
In this chapter an overview of Zambia was provided. This chapter began with a brief 

description about the geographical location of Zambia and the political and economic history of 

the country.  Then, an overview of the financial sector in Zambia was provided.  Lastly, some of 

the challenges experienced by Zambian women, such as childhood marriage, early unintended 

pregnancies, and employment, were discussed.  
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Chapter 5  Findings 
5.1 Introduction 

This chapter provides an in-depth description of the research findings that were obtained 

through qualitative data collection and analysis. These findings include results from the 148 

surveys and 14 semi-structured interviews with women in Bauleni Township and Katende 

Community, as well as the 8 key-informant interviews with various governmental institutions and 

MM providers.  Moreover, gaps in the data were supplemented by secondary data analysis 

including governmental and organizational reports as well as the researchers field notes. The 

findings are organized thematically and presented using figures and direct quotes from research 

participants.   

This chapter is organized into six sections and begins with the demographic characteristics 

(age, marital status, educational level, and employment status) of the research participants. The 

second section explores the perceived usefulness and ease of use of MM services.  The third section 

presents findings regarding adoption of MM services amongst women as well as the existing 

barriers and challenges that limit adoption of this service.  The next section explores the role of 

trust in influencing adoption decisions. The fifth section presents findings regarding the usage 

patterns of MM services, and the sixth section presents findings related to women’s experience 

using MM services.  Lastly, the role of governmental institutions and MM providers is discussed.  

5.2 Demographics of Research Participants 
Participants’ age, marital status, educational level and employment status all have an 

impact on MM usage.  The age of survey participants varies between 18 to over 55 years old. As 

indicated in Figure 5.1, 27 percent of research participants are between the ages of 18 to 24, 28 

percent are between the ages of 25 to 34, and 25 percent are between the ages of 35 to 44. Women 
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between the ages of 45 to 54 represent 16 percent of survey participants and women over the age 

of 55 make up only 4 percent of the respondents.  

 
Figure 5.1 Age of Survey Participants 

With respect to marital status, women with varying marital statuses are included in the 

survey.  Approximately half of the survey respondents are married (Figure 5.2).  Additionally, 

never married women represent 21 percent of the survey participants. While, widowed, divorced, 

and separated women represent 10 percent, 12 percent, and 7 percent of the survey respondents 

respectively.  

 
Figure 5.2 Marital Status of Survey Participants 

Additionally, women of varying educational levels are included in the survey. As seen in 

Figure 5.3, 7.53 percent of the survey respondents have no formal education, 33 percent of them 
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have some primary education (grade 1-7) and 54 percent have some secondary school education 

(grade 8-12).  Moreover, very few of the respondents have any post-secondary education.  

 
Figure 5.3 Education Level of Survey Participants 

Zambian women face several challenges that impact their ability to complete their 

education.  These challenges were discussed in several key-informant interviews (K*MofF, 

K*FSDZ, K*MTN, K*Zoona). One of the KIIs from the Ministry of Gender (K*MofG) 

highlights several barriers which limit women’s access to education, including early childhood 

marriages, early pregnancy, inaccessible schools and poor menstrual management interventions. 

You know there is a whole world of things that make it hard for girls to complete education. 
Some fall pregnant then there are the issues of early marriages and sometimes this school 
infrastructure itself is prohibitive because at a certain time of the month the girls have 
menstruals and she will not attend class. So those are some of the things. These school’s 
infrastructure should be gender responsive to the needs of adolescent girls. So those are some 
of the things that contributed to school drop-out. Because in Zambia you supposed to start 
school at seven or eight years. So, by the time the girl is 12/13 sometimes the school are far 
away from their home and they fall pregnant. maybe their parents need money they marry 
them off. It is these same girls after a few years’ time become a woman and you are talking 
about women. So, we need to address the issue of girls before we talk about women and 
make sure that the girls stay in school. Because if we ignore the girl now, in a few years’ 
time those girls become women and then was to have that cycle.   – K*MofG 
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K*MofG further elaborates on these barriers, particularly on the challenges facing girls living in 

rural communities, existing preferences for boys’ education over that of girls, and the failure to 

implement existing laws to protect girls.  

In rural areas sometimes those schools are located in distant places. Some boarding schools 
are not there. They go to school on Monday. And then after class they usually just to stay in 
boarding houses. Yeah, those boarding houses is where now these girls have become 
vulnerable. Some of them start to engage in prostitution just to make ends meet. Weekend 
boarding, they go home on Friday that's when they go back home, they come back maybe 
Sunday or Monday morning. So, some of them do both drop out of school. To get married. 
Sometimes if their parents don't have enough money. Have a boy and a daughter. They 
choose to send a boy to school in their belief that the girl will get married. And then there's 
the issue of dowry also. You know if somebody comes driving a car and ask for a marriage, 
he will be able to pay us some money and our daughter be married off. But we have laws. 
No one should get married at 18 and below. But still these things happen in the rural area 
where the watchful eye of government is very far.     – K*MofG 
 

Additionally, women’s limited education has a direct impact on their employment opportunities.  

The majority of the women, because of their limited educational qualifications, they work 
mostly in the informal sector. The informal sector which usually doesn't really grow their 
business is mostly subsistence. – K* MofG 

 

As discussed in chapter three (Methodology), the research team surveyed and interviewed 

women in the market during working hours as well as going door to door to ensure that women 

with varying employment statuses are represented. Approximately 39 percent of the women 

surveyed are either employed full-time or part-time (Figure 5.4), while women who are 

unemployed or students represented 40 percent of the respondents. The remaining 21 percent are 

classified as other, which includes many women running small businesses from their homes.  
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Figure 5.4 Employment Status of Survey Participants 

 
Women’s demographic characteristics impact MM account adoption and usage in various ways. 

This will be further explored in the next section.  

5.2.1 Demographic Segmentation of Account Ownership 

Survey responses, amongst other things, captured participants’ ownership of mobile 

phones and MM accounts. The survey results found that mobile phone ownership rates are very 

high, with over 88 percent of respondents owning a cellular phone. An equal number of 

respondents, 88 percent confirmed that they have heard of MM. Additionally, of those 

respondents who know about MM, 63 percent have a MM account, and 36 percent of them do 

not have an account. 
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Figure 5.5 Mobile Phone and Mobile Money Account Ownership 

Several interesting results emerged when comparing the MM account ownership between 

the various demographic segments surveyed.  Based on the survey results, women between the 

ages of 45-54 are the most likely (75 percent) to own a MM account, while women 55 years and 

over are the least likely group (20 percent) to have a MM account (Figure 5.6).   

 
Figure 5.6 Age and Mobile Money Ownership 

When comparing the survey respondents in terms of their educational level and MM 

account ownership we find that women that completed some or all post-secondary education are 

more likely to have a MM account. However, based on the data MM account ownership is not 

further correlated with the specific level of education. As we can see in Figure 5.7, 67 percent of 

women with no formal education have a MM account while only 50 percent and 41 percent of 
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women with primary level (grade 1-4) and primary level (grade 5-7) respectively, have an account.   

Moreover, 69 percent of women with Senior Secondary (grade 10-12) education have a MM 

account, compared to 74 percent of women in Junior Secondary (grade 8-9) who have an account.  

 
Figure 5.7 Education and Mobile Money Ownership 

Thus, from these findings we can see that increased education level does not necessarily mean 

increased MM account ownership. Other factors are at play in determining MM account 

ownership. 

Interestingly, there is a clear difference in MM account ownership based on the 

respondents’ marital status. Women that are married are the least likely to have a MM account, 

while separated and divorced women are most likely to have an account (Figure 5.8).  Findings 

suggests that divorced women are approximately 24 percent more likely to have a MM account 

compared to married women.  Approximately 69 percent, 72 percent, and 75 percent of widowed, 

never married or separated women, respectively, have a MM account.  
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Figure 5.8 Marital Status and Mobile Money Account Ownership 

Women that are employed full-time or own a business are most likely to have a MM 

account, while women that are unemployed and not looking for work are the least likely to have a 

MM account. Women who are employed full-time are approximately 38 percent more likely to 

have a MM account than women that are unemployed and not looking for work. However, there 

is less discrepancy between women that are unemployed and looking for work and women that are 

employed full-time, with women employed full-time being 11 percent more likely to have an MM 

account.  

 
Figure 5.9 Employment Status and Mobile Money Account Ownership 

Additionally, when comparing account ownership and the geographical location of 

research participants, we find that women living in Bauleni Township, which is an urban 
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settlement, are more likely to have a MM account than women living in Katende, which is a rural 

community.  Approximately 67 percent of survey respondents living in Bauleni confirmed that 

they have a MM account, compared to 48 percent of women living in Katende community (Figure 

5.10).  

 
Figure 5.10 Mobile Money Account Ownership and Location 

5.3 Usefulness and Ease of Use of Mobile Money Services 
The survey and interviews included questions related to usefulness and ease of use of MM 

services, in order to better understand the perceptions of Zambian women. Results from the survey 

show that the majority of respondents, over 91 percent of them, view MM as either extremely 

useful or very useful. Only 6.20 percent of respondents view MM services as slightly useful or not 

useful at all (Figure 5.11). 
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Figure 5.11 How Useful Are Mobile Money Services to You? 

Many interview participants share similar views and provided additional context to the 

factors that make MM services useful. RE06 living in Bauleni Township shares that MM 

services are particularly useful for small business owners.  

I think it is helpful, especially those who are in small businesses, because you can save from 
2 Kwacha1, one kwacha, anything. But if you go to the bank it will be very difficult to take 
a 5 kwacha to the bank but with the MM it is very easy because it is everywhere, you don’t 
need transport or anything.              – RE06, Bauleni Township 

RE06 highlights that the fact that you can deposit small amounts of money using MM, which 

makes this service useful. In addition to the usefulness of MM services, RE06 also states that MM 

services are more accessible compared to banking services because users do not have to travel long 

distances as agents are located within the community, making them easier to use.  

 The vast majority of survey respondents, 87 percent, perceive MM as either very easy or easy 

to use, while just over 5 percent of respondents perceive MM services as difficult or very difficult 

to use (Figure 5.12).  
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Figure 5.12 How Easy or Difficult is it to Use Mobile Money Services? 

 

Users and non-users of MM services who were interviewed support the findings regarding 

the ease of use of MM services. Non-users, BAU05 and BAU07 both state that they perceive MM 

as easy to use.  

I think it’s easy, because my sister she uses it, so I think it’s easy.   
– BAU05 – Mobile Money Non-user, Bauleni Township 

 
Mobile Money is very easy and near than banks. Because banks there is a process you need 
to undergo before you can open an account. 

– BAU07 – Mobile Money Non-user, Bauleni Township  
BAU07 mentions that the minimal processing required to open a MM account, as well as the 

convenience of not having to travel long distances, are factors that increase ease of use of MM 

services. This fact is also echoed by several other users of MM services, including both KAT04 

and BAU04. 

Mobile money is okay, and it is near, the other banks is very far. That’s why it is difficult to 
get there, because of transport.   –  KAT04 – Mobile Money User, Katende 
 
I usually use it, especially when I am home. Because I tell my son to get my phone, this is 
my pin, and to get the money. Yes, so it is easy to withdraw. It is not something I say oh 
wow I have to go all the way to town and do that. No, I just take my phone and go, or I send 
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my son or someone around me. If I am sick, I can tell my sister or whoever is there and tell 
them this is my pin get the money for me 

BAU04 – Mobile Money User, Bauleni Township 
BAU04 additionally states that MM services are so easy to use that she is able to send another 

family member on her behalf, including her young son, to complete transactions.  Other factors 

cited by respondents are that MM makes it easy to receive and/or send money, and it helps users 

to save money.  

Additionally, survey respondents were asked how easy or difficult it is to resolve issues 

related to their MM account.  The vast majority of respondents, 84 percent, said that it was very 

easy or easy to resolve issues with their MM account.  

 
Figure 5.13 How Easy or Difficult is it to Resolve Issues Related to Mobile Money? 

The relationship between perceived ease of use and perceived usefulness with MM account 

ownership was also explored. Results from the survey demonstrate that there is a clear relationship 

between perceived usefulness and MM account ownership. These results suggest that the more 

useful MM is perceived to be, the more likely it is that a respondent uses MM. 
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Figure 5.14 Perceived Usefulness and MM Account Ownership 

On the other hand, the data suggests that there is a less clear relationship between perceived 

ease of use and MM account ownership. Although the majority of respondents who perceive MM 

as easy to use have an account, half of the survey respondents who perceived MM services as 

difficult to use, still have a MM account (Figure 5.15).  

 
Figure 5.15 Perceived Ease of Use and MM Account Ownership 
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majority of the women noted that they learned about it from a family member or a friend.  Several 

of the women responded that they heard about MM services from advertisements or from the local 

MM agents.   

I learned about mobile money from friends that have the account, they teached me how to 
use it.            – KAT04 
 
People used to go door to door to inform about mobile money. Even on tv they usually 
advertise.           – BAU01 

 

To further understand the driving factors and barriers to MM adoption, questions regarding 

the reasons why women decide to either adopt or not adopt MM services was included in both 

interviews and the survey. Findings from this study show that the majority of research participants 

use MM (Figure 5.5), and the most prevalent reason cited by women for why they use MM services 

is so that they can save money.   

I decide to open an account because I want to save money   – RE132 
Some said that they are saving for a specific goal such as to pay for their children’s school fees or 

so that they can start a business, while other respondents stated that they use MM to save in case 

of an emergency. 

To save the small money I have, because I want to save for my business and my children’s 
school fees                    – RE026 

Many of the respondents also said that they use MM as a way to keep their money safe, from either 

themselves or others.   

To save money and to avoid it being stolen or eaten by rats     – RE143 
 
It is not safe to keep money at home. When the money is in the account you cannot misuse 
it, you can save small amounts and then at the end of the month I can use that money to buy 
what I want          – RE142 
 
They (MM) keep money safer than keeping it at home because I have a husband who drinks 
a lot, he can take my money and use it for drinking alcohol.    – RE123 
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Several respondents, including RE143, mentioned that keeping their money in a MM account is 

safer than keeping their money at home.  Additionally, there is a sense that cash left in the home 

can easily be used in an inappropriate manner.  Some survey participants stated that they decided 

to use MM because it allows them to transfer funds.  

I decided to use mobile money because my mother is not in Lusaka   – RE090 
 
It’s easy because you can send money to someone far.  I can send money to my parents who 
are far           – RE094 

Both RE090 and RE094 have family members that live far away, and so MM gives them the ability 

to easily send money.  The ease of use of MM services is an underlying factor that continuously 

emerged when participants spoke about why they decided to adopt MM services.   

I decided to use mobile money because it’s easy and near, and they don’t charge too much  
– RE083 

 
Because it’s easy to withdraw and to avoid my money from being stolen      – RE006 
 
To save for emergencies and for easy sending to people from rural areas      – RE027 
 

 Other factors that participants identified as motivating factors for MM adoption included 

that it was close by and that it was reasonably priced.  Additionally, another point related to ease 

of use of MM services which was noted by the key informants at the Ministry of Gender 

(K*MofG), is that minimal paperwork is required to open a MM account, in comparison to banks. 

Women are mostly in the informal sector they’re not earning so much. So, I don't think they 
see the need to bank that money but if they do bank the money the methodology or the form 
of banking I wouldn’t really know. But what I know is that there is a lot of paper work in the 
banks, if you want to open a bank account, they ask you those kinds of details. On that I've 
already said that some of these women have limited education so that can sometimes scare 
them off. So, because of that they don't usually take their money to the bank. When you want 
to open a bank account you are told bring the referees bring this document and bring that 
document. So, I think that's why most women members only go to mobile money. Because 
in the traditional banks there's just so much paperwork.      – K*MofG 
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 Intra-household relations is another factor that was identified by a few women, including 

RE111 and RE126, that influenced their decision to open a MM account. 

I decide to use mobile money because of issues in the house between me and my husband 
– RE111 

 
I decide to use mobile money because it helps me and my husband to solve problems in the 
house and also my husband don’t know to keep money          – RE126 

MM is viewed by both of these women as a way to resolve issue that arise within the household.  

RE111 opened an account because of problems she has with her husband, while RE126 states that 

she opened an account so that her and her husband can resolve issues and to encourage her husband 

to save money.  

5.4.1 Barriers to Adopting Mobile Money Services 
Several social and economic factors, as well as other factors related to user knowledge, 

preferences, and perceptions, were identified as having an influence on MM adoption decisions. 

The most cited barrier identified by survey respondents who are aware of MM and have a phone 

but do not have a MM account is that they do not have money to put into an account.   

I don’t have enough money. All the money I receive I spend it on the rentals and food. 
– RE005 

Several of the survey participants who cited lack of money as the main reason as to why they 

are not using MM also stated that they intend on opening an account at a future time when they 

have money.  

I don’t have money, but when I have money, I will open one.    – RE017 
 
I don’t have money as for now, but I will open one soon, maybe next year  – RE137 

 

 Other reasons provided by survey respondents for not using MM is that they do not know 

how to use MM, they do not think MM will keep their money safe, or they do not want to pay for 

the charges. 
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Because I don’t know how to open an account.      – RE021 
 
Because my money can be stolen, it is not safe at mobile money. Because I don’t want to be 
charged for my own money        – RE043 

Some survey respondents, such as RE043, said that they do not trust to keep their money in a MM 

account, and they believe that their home is the safest place to keep their cash; another factor that 

emerged related to cultural norms and expectations. It should be noted that in Zambian culture 

men hold much of the decision-making power. This was voiced by several survey participants and 

key-informant interviewees, including K*MofG who stated: 

In most of all the ethnic groups in Zambia I think the men are the ones who make decisions… 
I think that is in very rare circumstances or situations where you'll find a woman who'll do 
it unless that woman is an important person and she works in a good job. That is the only 
time where her voice will be counted.        – K*MofG 

 

Moreover, K*Zoona highlights that in Zambia a woman is expected to listen to and obey her 

husband. 

Being an African woman, you're supposed to submit to your husband. Even like being the 
breadwinner. It was never common in Africa. If you get more money than your husband, 
you are not going to disclose that to anybody else. Even when you do you have women 
telling you not to talk down at your husband just because you get money. But the man is 
allowed to do that because he's the head of the house. Yes. So even with that I think it still 
comes back to a cultural thing. A woman still feels like they're beneath the men, and not the 
same side, so if she has an idea and the man turns it down, she wouldn't push for that because 
she's thinking of her kids. You know what happens to my children if this marriage is 
dissolved.           – K*Zoona 

 
Both RE018 stated that she does not have a MM account because her husband prevents them 

from doing so.  

I don’t have money and my husband does not allow me because he has one.  – RE018 
 
Several survey respondents (RE015, RE029, RE030, RE031, RE039, RE100, RE102, RE126), 

reiterated this point, that some women do not have an account because their husbands prevent 
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them. Interestingly, when several women in Katende were asked during semi-structured interviews 

about the role of husbands not allowing their wives to open a MM account, they (KAT01, KAT02, 

KAT03, KAT04) responded that this was due to ignorance and that wives should open the account 

without telling their husbands.  

I think that is the wrong idea because me if I don’t want my husband to know about my 
mobile money account, I have my phone and it is registered in my name.  I can just go and 
open and I just keep the pin to myself and my phone to myself    – KAT03 
 
If the husband stops them, I can’t rely on the husband I have to open an account secret 
without him knowing, whenever I have a small money I go and deposit without him 
knowing.  I just keep the account secret between me and the agent.    – KAT02 

 
These women feel a sense of ownership and power over their finances and making decisions 

independent of their husbands’ influence. The privacy of the transactions gives women an 

opportunity to make financial decisions without the potential risks associated with disobeying 

their husbands.   

5.4.2 Alternative Financial services 
Some women stated that they are choosing to use other formal and informal methods to 

manage their money, such as having a bank account, or keeping money at home.  

I'm comfortable with the bank. I have a personal bank account and a business account. I may 
need it in the future when I go to the farm, the farmers use mobile money. – RE002 
 
The charges are expensive, so I just keep my money at home and lend it to people then they 
pay me back with interest        – RE037 

RE002 is managing her finances through the banking system and does not feel the need for MM 

services at the moment. While, survey respondent RE037 is deterred from using MM because she 

believes the cost of MM transactions are too high, and so she chooses to keep her money at home 

and lend it out to others.   
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A very popular method for saving amongst women are informal saving groups referred to 

as Chilimbas.   More than half (25 out of 47) of the respondents who said that they do not use 

MM services, said that they save informally using chilimbas.  Additionally, women’s use of 

chilimbas was also discussed by several of the key-informant interviewees. 

Women tend to be more productive informally. Instead of having to walk into a bank wanting 
to take a loan they use chilimba. It's old, it’s been around for years so they tend to trust it 
because my neighbor we grew up together, we go to church together. So, I'm quite sure that 
they would give the money when it's time to pay up. So, it's the trust levels, they’re stronger 
there.          – K*MTN 

 
K*MTN referenced that there is a high level of trust in chilimbas, because of the long-lasting 

relationship amongst the members. The relationships between members in a chilimba is deeper 

than just a transactional one. Both the Ministry of Finance and the Bank of Zambia also spoke 

of the prevalence of the use of chilimbas and stated that they are exploring ways to formalize 

this informal saving method.  

Because they have been doing this [chilimba] for years and years, so you can’t just say this 
is informal stop doing it. Instead we want to see how we can protect it and guide it. So, in 
trying to formalize it you may lose the touch of the original concept behind it.  But we are 
saying how best can we adopt this and formalize it without losing the concept behind it.  

-– K*MofF 
 

However, they recognize that relationships and trust are an integral part of this product and are 

working to find ways to make it formal without compromising these elements.  

5.5 Trust in Mobile Money Services  
Overall, amongst survey respondents there is a relatively high level of trust for MM services 

and local MM agents, (Figure 5.16). Approximately 79 percent and 81 percent of respondents 

stated that they ‘very much’ trust MM services and local agents, respectively. 
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Figure 5.16 Trust and Mobile Money 

 
People identified several reasons as to why they trust MM services and agents.  One of the 

most cited reason provided by MM users for trusting MM services and agents is that through 

their experience they have the perception that their money is safe.  

I trust them because my money is safe, anytime I deposit the exact amount I always find it 
when I check the balance.          – RE102 
Another reason that emerged relating to trust of MM services is level of understanding. Survey 

respondents were asked about their level of understanding of MM services and approximately 85 

percent of respondents rated their understanding of MM services as ‘very well’ or ‘well’ (Figure 

5.17).  
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Alternatively, approximately 11 percent of survey respondents rated their understanding 

of MM as slightly well or not well at all (Figure 5.17). Through comparing participants’ level of 

understanding of MM to overall trust in MM, a clear pattern emerges where trust of MM services 

was rated highest by those who also rated their understanding of MM highest (

 

Figure 5.18). 

 
Figure 5.18 Understanding and Adoption of Mobile Money  

RE084 stated lack of understanding of MM services as the reason that they don’t trust MM 

services.  

I don’t trust mobile money because I don’t understand about mobile money  – RE084 
 

33%

64%

67%

92%

22%

9%

17%

1%

44%

27%

17%

7%

0% 10% 20% 30% 40% 50% 60% 70% 80% 90% 100%

Not at All

A Little

A Moderate Amount

Very Much

Understanding of MM Service and Trust of MM services

Wery Well/ Well Moderately well Slightly Well/ Not Well at All

33%

64%

67%

92%

22%

9%

17%

1%

44%

27%

17%

7%

0% 10% 20% 30% 40% 50% 60% 70% 80% 90% 100%

Not at All

A Little

A Moderate Amount

Very Much

Understanding of MM Service and Trust of MM services

Wery Well/ Well Moderately well Slightly Well/ Not Well at All



 
 

 
 

72 

MM services do not charge a monthly fee as do other banking services; rather, users are 

charged per transaction.  As per research respondents, this MM fee structure is more understood 

and accepted amongst users. K*MofF further elaborated on this issue: 

For mobile money providers, people have some trust in them because most of the stories I 
hear especially in rural area, say that in banks you leave 10 or 50 kwacha today, go back in 
one month and find that it is less than 50 kwacha, so that makes them not trust banks with 
their money, because they don’t know where the money is going. They expect that if they 
leave 50 Kwacha, they come back a month later or more it should be more than 50 and not 
less. So, they don’t understand the monthly maintenance charges because these banks they 
mostly don’t disclose. They are perceived to be eating charges, especially in rural areas 
where they don’t understand why the charges are coming out. So, they feel that banks are 
stealing from them. So, they can’t open an account with a commercial bank, they rather open 
an account with a mobile money account. They understand that they have to pay withdrawal 
charges. So that’s why they prefer MM to commercial banks.   – K*MofF 

Other financial service providers such as banking institutions charge a monthly fee, which are 

not understood by some users.  Due to the fee structure, some users perceive banks as stealing 

from them, thus impacting trust.  

Furthermore, comparing MM adoption and participants’ understanding of MM, we find 

that MM tends to be higher amongst those that understand MM services (Figure 5.19).  

 
Figure 5.19 Participants Understanding and Usage of Mobile Money 
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MM users’ ability to resolve issues associated to their MM account emerged as one of the 

factors that influenced trust in MM services. Approximately 60 percent of survey respondents 

answered ‘yes’ to whether they know where to go if they have a question about their MM account 

( 

Figure 5.20). 

 
Figure 5.20 Do You Know Where to Go if You Have Questions About Mobile Money? 
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The most cited reason survey respondents provided (cited by 45 survey respondents) as to why 

they trust MM services is that they receive a confirmation message once a transaction is 

complete.  

After I deposit or withdraw, I receive an SMS to alert me about the money in my account. 
My money is protected, so if anything happens, I can take them to court.  –  RE015 

These records provide users with confirmation that their transactions were completed correctly, as 

well as providing users with the ability to hold MM agents and providers accountable if anything 

happens in their account without their authorization.    

Another point that emerged from survey and interview respondents is that MM agents have 

a relationship with people in the community that goes beyond just the MM transactions. Often 

times the agents also provide other product and services in the community (e.g. a retail stores 

selling other products).  Moreover, MM agent locations are static, so agents can consistently be 

found in the same location which helps to foster trust with users. This fact was highlighted in some 

key-informant interviews including K*MTN:  

These agents know that their credibility is at stake. So, when they engage with customers on 
mobile money, the relationship is a lot deeper than somebody who's just selling airtime, and 
I give you the airtime and you go away. But then for the guy doing mobile money; one is 
that you are static you're not like somebody who is on a bike or just walking around the 
markets trying to sell airtime. They are mostly in one place and they expect them to be there. 
So, every day I go and complete my transactions there so after a while you know me. There's 
been instances in other markets where people actually ask the agent, and even before loan 
products came out, they’ll say to the agent… look I'll give you this money but if you have a 
float send this money to my mother in the village and within two day time I'll come and give 
it to you. And this has been going on for years because the agents are well known, and they 
are consistently at the same locations.       – K*MTN 

Both the fact that agents are in a set location, and that they have established businesses within the 

community impacts trust between MM users and MM providers.  

Some non-users of MM also stated that they trust MM because of the reputation of MM 

providers and agents within their community. 
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I trust them because they have kept money for many people, and no one has complained of 
their money going missing        – RE141 
 

Conversely, a small percentage of respondents, 7 percent, said that they do not trust MM services 

at all, and even less, 5 percent, stated that they do not trust local MM agents at all (Figure 5.16). 

Some of the reasons provided by these respondents relate to the attitude or behaviour of MM 

agents towards customers (BAU04, RE007, RE088, RE089, RE128).  

Some of the agents have hot tempers. Like if you made a mistake you want to withdraw 
more money, but you withdrew less money maybe they react, sometimes you understand but 
sometimes it is not good.  As agents they need to be patient and they need to be caring. 

– BAU04 
Other MM users said that they trust MM services ‘a little’ because of the errors that the 

MM agents make, or because they do not receive confirmation messages after completing a 

transaction. 

Sometimes the agent makes mistakes when inputting the amount, for example 15,000 
Kwacha instead of 150,000 Kwacha. So, I have to double check.     – RE002 
  
I trust them a little, because sometimes it takes them all day for them to send a message in 
my phone, then the following day they will say it’s a network problem.   – RE132 

Both survey respondents (RE002, RE132) have a low level of trust towards MM services but still 

choose to use the service. Survey respondent RE002 said that she reviews the paper work after a 

transaction is completed to ensure no errors were made by the agent.  Some of the respondents 

who do not have a MM account say that they do not trust MM services because of what they heard 

from those around them about the service. 

I trust MM services a little, because people say they don’t send back a message in their phone 
after they send or receive the money.        – RE118 

 

 Additionally, a few respondents said that they do not trust MM services because of issues 

with the service itself. 

I don’t trust them at all because they charge too much.     – RE128 
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I don’t trust them because no one is trusted, they might run away the money. Also,  
the banks can catch fire and then the money is burnt.      – RE043 
 
Sometimes when you use MM services you find that it’s not enough there, you find that 
someone has withdrawn the money and you don’t know who that person is. So, at banks they 
keep the money more safe than MM.           - BAU03 

In all of these instances, participants are questioning the MM service, including the charges and 

the ability of MM providers to keep their money safe and secure.   

5.6 Usage of Mobile Money 
MM can be used for several purposes including to buy airtime, to send or receive money, 

to pay bills, to save, or to access credit. In this survey, respondents stated that they use MM services 

for multiple purposes.  As per Figure 5.21, over 88 percent of survey respondents stated that they 

use MM to save money.  The second most popular reason for using MM is to send or receive 

money, cited by 66 percent of respondents. Approximately 43 percent of respondents stated that 

they use MM to buy airtime, and 37 percent of respondents use MM to pay bills.  Lastly, a very 

small percentage of the survey participants (only 4 percent) stated that they use MM to access 

credit.  

 
Figure 5.21 What Do You Use Mobile Money Services For? 
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Although a very small percentage of respondents confirmed that they are currently using 

MM services to access credit, the availability to access loans was identified by participant 

BAU04 as an area that required improvement.  

I think that these mobile networks they need to produce loans, because I’ve observed that 
most people are using these mobile money services are the people who are like marketers. 
People who are doing small small businesses because you can’t bank more than a percentage 
that you have given. When they see how much I am saving and earning they open up an 
opportunity for certain loan while they know I am saving this much.  A loan not like they 
are giving now over the phone, but a loan that you actually go to the office and sign some 
forms at least that one gives a strict mind and a focus to say I have gotten this loan from 
these people and I have to work hard. So, if they can come up with something like that, I’m 
sure that women can be improving.  Even the savings can be higher.  

– BAU04, Bauleni Township 
BAU04 suggests that small business owners would benefit from having access to loans through 

their MM account, and that current microloans provided by MM providers are not meeting the 

needs of these users. She also suggests that such access will improve the lives of women and 

increase savings.  

The usage frequency of MM varied amongst surveyed service users, but the majority of 

them are using MM on a regular basis. Approximately 22 percent of respondents stated that they 

use MM on a daily basis, 40 percent use MM on a weekly basis and 34 percent use MM on a 

monthly basis.  Only three percent stated that they use MM occasionally every few months and 

none of the respondents rarely use the product.  
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Figure 5.22 Frequency of Mobile Money Usage  

5.7 Experience Using Mobile Money 
Survey and interview respondents reported that they have an overall positive experience 

using MM services. An overwhelming majority of respondents, 97 percent, rated their experience 

using MM as either excellent or good.  The remaining small portion (approximately three percent) 

of respondents rated their experience using MM as either fair or very poor.  

 
Figure 5.23 Experience Using Mobile Money Technology 

Additionally, the majority of MM users surveyed, 85 percent, advised that they are very likely 

to recommend MM to a family member or friend based on their experience. Additionally, about 

21.84%

40.23%
34.48%

3.45% 0.00%
0%

20%

40%

60%

80%

100%

Daily Weekly Once A Month Every Few Months Rarely

How Often Do You Use Your Mobile Money Account?

43.16%
53.68%

1.05% 0.00% 2.11%
0%

20%

40%

60%

80%

100%

Excellent Good Fair/Satisfactory Poor Very poor

Rate Your Experience with Mobile Money Technology



 
 

 
 

79 

two percent of respondents stated that they are somewhat unlikely or very unlikely to 

recommend MM to a family member or a friend. 

 
Figure 5.24 How Likely Are You to Recommend Mobile Money to a Friend or Family Member Based on 
Your Experience? 

When comparing MM users and non-users we find that MM users are much more likely (17 percent 

more) than non-users to recommend MM service to a friend. 

 
Figure 5.25 Likelihood of Recommending Mobile Money services 

 

85.27%

6.20% 6.20% 0.78% 1.55%
0%

20%

40%

60%

80%

100%

Very Likely Somewhat Likely Neither Likely Nor
Unlikely

Somewhat Unlikely Very Unlikely

How Likely Are You to Recommend Mobile Money to a 
Friend or Family Member Based on Your Experience?

95.06%

67.39%

2.47%

13.04%

2.47%

13.04%2.17%4.35%

Mobile Money Users

Mobile Money Non-users

Likelihood of Recommending Mobile Money Servies to a 
Friend

Very likely Somewhat likely Neither likely nor unlikely Somewhat unlikely Very unlikely



 
 

 
 

80 

5.8 The Role of Governmental Institutions and Providers in Increasing 
Mobile Money Adoption Amongst Women 

During key-informant interviews, governmental institutions and MM providers were asked 

about what they are doing to increase financial inclusion in general and MM usage specifically, 

amongst Zambian women.  

Both Governmental institutions (the Bank of Zambia, the Ministry of Finance, and ZICTA) 

as well as MM providers emphasized the need to strengthen consumer protection and awareness. 

K*MofF speaks of the various projects implemented to increase financial literacy amongst the 

public.  

Well one of the activities that will be done is sensitizing school children. Work with school 
clubs to sensitize the students about their consumer rights. This is usually done on consumer 
rights day in financial literacy week.      – K*MofF 

Issues regarding raising consumer awareness to combat security threats were also discussed by 

several respondents. K*Zoona notes the challenge of consumer protection, increasing rates of 

cybercrime and the need for the various groups to work together to combat this challenge. 

So, there's all this cybercrime happening on where people are creating a fake Zoona page 
trying to trick new customers to get money from them because they've realized that they can 
actually get away with hacking. And because I think one thing that also is that most of our 
people are trusting. So somebody will on the internet and pretend to be somebody they're 
not or.. we have been attacked as well where people pretend to be a member of staff because 
they know we need cause and they pretend they need a pin or whatever. So, we go out and 
spread all this message about don't share your pin, don’t share your security. And it was nice 
to see ZICTA during that has also created a comic in the papers today in the Daily Nation 
and they posted it and it’s like a little picture of the a phone reaching out to somebody on 
Facebook and saying give me your pin and then a little ZICTA person running and saying 
oh no, don’t give it. Yeah that was nice. And then on the next page Airtel has also done cyber 
alert notice to customers which said, ‘please no one will call you and ask you to give them 
your PIN. And then on the other page it was MTN.              – K*Zoona 

 

Several KIIs note the importance of trust in influencing MM adoption decisions. 

Combating security threats is identified as a vital step in ensuring the public maintains its trust 
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in DFS. Additionally, MM providers discussed the important role that MM agents play in 

establishing a relationship with clients and building trust.  

 
Another topic that emerged as it relates to increasing MM adoption amongst women is the 

need to design products that address the needs of women. There were varying views on whether 

there is a need to consider gender when building and marketing MM products. Both MM providers 

interviewed confirmed that they collect sex-disaggregated data.  

Internally we have a data team that collects this data and actually does a growth monitoring 
so it's segmented. And we also try to see you know our high value customers are the ones 
that do the most transactions. So that's also gender specific. And then you're also trying to 
analyze the data by region. And that's where we find out where we’re making more money 
as a company. And why are we making more money in that region.   – K*Zoona 

 
Conversely, K*MTN states that they do not consider gender when designing and building 

products and services. Their main focus is to provide the greatest number of people access to MM 

services, regardless of gender.   

So, there is nothing like trying to define the products around gender and the like. Because 
the bigger problem that we face is not so much about OK there is so much money where 
men have it the women don't have it. It's more about helping people to pick themselves up 
regardless of gender because of the Poverty gap. And the truth is you look at a country like 
Zambia the Gini index is very high unlike most countries. So, it's likely that you would help 
people who have so much money. And maybe have their own private planes and big fund 
names and all sorts of crazy stuff. And then you see people are like super super poor.   

– K*MTN 
 

However, both K*Zoona and K*MTN believe that their current MM products and services in the 

market are meeting the needs of women. 

Yes, I think that the existing mobile money products are addressing the needs of women. 
Especially the loan products because we believe that women if they're entrepreneurial they 
want to participate in the economy they always want to look for ways for financing their 
economic activities. So, if that comes through mobile money then definitely, we are helping 
these women to assert themselves and to be able to move themselves and their families 
forward.           – K*MTN 
 



 
 

 
 

82 

5.9 Summary 
This chapter outlined the findings derived from surveys and semi-structured interviews 

with women living in Bauleni Township and Katende community as well as key-informant 

interviews with MM providers and governmental institutions. Findings were presented 

thematically and included results related to respondents’ perceptions and adoption decisions of 

MM services, the role of trust, and usage patterns and experiences of MM users.  

Overall, women’s perception and experience of MM services are very positive.  An 

overwhelming majority of respondents perceive MM as easy to use and useful because it removes 

barriers (i.e. distance, cost, paperwork) and thereby increases accessibility to financial services. 

Additionally, the vast majority of users (97 percent) highly rate their experience with MM services.  

Furthermore, the majority of MM users use the service to save money (87 percent), followed by 

to send and receive money (66 percent). Accessing credit was the least used feature (four percent), 

and some users note that the credit offerings are not meeting their needs.  

Findings show that the demographic characteristics of women have an impact on MM 

account ownership. There is a clear relationship between MM account ownership and marital 

status.  Women who are married are 24 percent less likely than divorced women to own a MM 

account. Additionally, women that are employed full-time are the most likely to have a MM 

account, while women that are unemployed and not looking for work are the least likely to have 

an account.   

With regards to women’s decisions to adopt MM services, several factors were identified. 

Women stated that the reasons that they decided to open a MM account is because they want to 

save for an upcoming expense or for unforeseeable circumstances, to send money to family 

members living far away, and/or to resolve household issues.  Respondents who are not using MM, 
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cited lack of trust, lack of money, and other available financial services (formal and informal) as 

reasons as to why they choose not to use MM.   

Furthermore, the vast majority of respondents stated that they trust MM services and 

agents. Factors that were cited by respondents which contributes to their trust in MM included 

consumer protection policies (i.e. passwords and confirmation messages), understanding the 

service, being able to resolve issues with their account, and the positive reputation of MM 

providers and agents. Conversely, a small percentage of MM users stated that they do not trust 

MM.  The main reasons provided for their lack of trust related to poor behaviour and attitude of 

MM agents, system failures, and negative things they have heard from others about MM services 

or agents. These findings will be further discussed in the following chapter. 
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Chapter 6 Discussion 
6.1 Introduction  

This chapter discusses the major findings that emerged in this research study and considers 

their implications in relation to the existing literature. It is divided into three parts in accordance 

with the research objectives.  The first section explores findings related to underlying social factors 

that contribute to women’s adoption of MM technology.  The second section discusses the role of 

trust in influencing MM adoption decisions.  Lastly, the third section explores the perceived 

usefulness and ease of use of MM technology amongst Zambian women.  The discussion is situated 

in the TAM framework and the existing literature.   

6.2 The Role of Social and Cultural Norms in Influencing Adoption 
Decisions 

Social and cultural norms have a direct and indirect impact on many aspects of women’s 

lives (Marcus and Harper 2014). The first objective of this research study is to examine underlying 

social and cultural norms that contribute to women’s decision to adopt MM technology in Lusaka, 

Zambia. Through this research study, several factors relating to social and cultural norms emerged 

that were determined to either directly or indirectly impact women’s access to financial services 

and, more specifically, MM.  These factors include access to education, employment, and intra-

household decision making. 

6.2.1 Education  
Education is a major challenge for Zambian women. A large portion of the research 

participants living in Bauleni Township and Katende community have no formal education or only 

have primary education. Several barriers emerged from this research study which impacts the 

ability of Zambian women to complete their education including: early childhood marriages, early 

pregnancy, inaccessible schools and poor menstrual management interventions.  Additionally, 
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other harmful social norms, including the prioritization of sending boys to school over girls, also 

negatively impact women’s access to education.   

As per KII interviews with the Ministry of Gender, in rural areas in particular, students 

have to travel long distances to get to school, and often times they have to live in boarding houses.  

This increases the vulnerability of many girls, and some are forced to turn to prostitution in order 

to support themselves financially. Additionally, due to poor school facilities, girls avoid attending 

school while they are menstruating. This finding is supported by another recent qualitative study 

of rural Zambian schools which found that poor menstrual management directly impacts school 

attendance of girls (Chinyama et al. 2019). 

Research participants who either graduated from, or completed some college or university 

were the most likely to use MM services, followed by participants who completed some or all of 

secondary school. However, there was not a clear relationship between other levels of education 

and MM adoption.  Donovan (2011) suggests that those with limited literacy and numeracy skills 

are less likely to have a MM account, as these skills are required to fully utilize and benefit from 

MM.  However, our findings show that women with no formal education are using MM services 

at a higher rate than those with some primary education.  This suggests that although educational 

level plays a role, there are other factors which impact women’s decision to adopt MM services. 

This research study examines adoption of MM services, but it does not compare the extent to which 

MM services are used by women, which features they are using and how frequently, and how 

much benefit is gained from MM.  Additional research is required to understand the relationship 

between education and the amount of benefit derived from MM. 

6.2.2 Employment  
One of the main reasons cited by respondents for not having an MM account is lack of 

money. This is supported by another finding in this study: women that are unemployed and not 
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looking for work are the least likely to have a MM account, while women that are employed or 

own their own business were most likely to have a MM account.  

In Zambia, women are mostly employed in the informal employment sector and the 

average monthly income for women is less than half of men (SIDA 2008). As a study by the 

Ministry of Labour and the Central Statistics Office shows, those with the least levels of education 

are the most likely to work in informal jobs (Central Statistical Office; Ministry of Labour and 

Social Security 2018).  Due to lower educational levels, many Zambian women are forced to work 

in the informal sector, which has limited growth potential and is mostly a subsistence-based 

business. This perpetuates poverty in these communities and contributed to the exclusion of these 

women from using formal financial services, such as MM.   

6.2.3 Intra-household Relations 
Zambia is a male-dominated society.  As per findings from this study, women’s voices and 

opinions are often not listened to and women have relatively low decision-making power within a 

traditional Zambian household. Boys are socialized to become providers and leaders, while girls 

are encouraged to aspire to be wives and mothers who submit to their husbands (SIDA 2008). As 

a result, women are in subordinate positions with limited power within the household and 

community level, and limited control over assets, while men tend to dominate. Traditions and 

cultural norms reinforce this power dynamic.  It is not always men that are enforcing these harmful 

norms; oftentimes it is women that are encouraging these oppressive cultural norms.    

An interesting finding that emerged from this research study is that married women are 

much less likely to have a MM account than women that are separated or divorced. One 

explanation for this is the fact that separated and divorced women have to work outside the home 

to provide for themselves and their families.  Thus, these women have a greater need for MM 

services to manage their family finances. 
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Another possible explanation for this is that wives have reduced decision-making power 

within the household. Several respondents stated that they lacked decision making power within 

the household and were therefore not using MM services because their husbands prevented them 

from doing so.  Gender norms are difficult for an individual to break because this can lead to social 

punishment. Married women might be reluctant to disobey their husbands and challenge social 

norms in fear of the negative repercussions, such as domestic violence, which is a relatively 

accepted practice in Zambian society (Central Statistical Office 2015). 

Many research respondents recognize the social expectation that a wife obey her husband’s 

demands.  However, several pushed back and stated that in the case of MM services a woman 

should risk disobeying her husband because there is minimal risk of negative repercussions.  

Research participants noted that MM accounts can easily be kept private between the woman and 

the agent.  Thus, women can have a MM account without their husbands ever finding out.  

Although particular social norms are impacting some women’s ability to use MM services 

and to become financially included. Access to financial services through MM empowers women 

better manage their earnings and to challenge existing oppressive social and cultural norms. 

Additionally, access to financial services increases autonomy and therefore increases women’s 

decision-making power over various aspects of their lives including marriage, family planning, 

and employment. Findings from this research suggest that some women use MM services as a 

means to resolve domestic issues they have within the household.  It also provides women more 

resources to grow their business, and/or to leave abusive relationships. 

6.2.4 The Intersection of Gender and Other Social Factors 
In order to understand further how unequal power dynamics impact women’s access to 

financial services, factors beyond gender must be considered. Various social categories, including 

economic class, age, educational levels, marital status, and employment status, contribute to a 
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participant’s identity and intersect to impacts their experience in society. This study finds that 

marital status, and employment levels have an impact on MM adoption.   

Participants in this research study were all women residing in either Bauleni compound or 

Katende community, both of which are low-income communities.  Our findings indicate that 

geographical location of participants had an impact on adoption of MM services. Women that were 

living in Katende community, which is a rural community, were less likely than women living in 

Bauleni Township, an urban settlement, to have a MM account. This is aligned with the literature 

which states that people living in urban communities have higher rates of financial inclusion that 

those living is rural communities (Kabala and Seshamani 2016b). Additionally, the low-income 

status of the research participants was another factor that emerged as having an impact on their 

access to MM services.  When addressing issues related to MM adoption, it is important to consider 

how other factors relating to an individual’s identity, beyond gender, intersect and play a role in 

their access and usage of MM services. This reinforces the relevance of the concept of 

‘intersectionality’ used in feminist research (Gordon 2018). 

6.3 The Role of Trust in Mobile Money Adoption  

Trust plays a vital role in increasing financial inclusion and usage of MM services.  The 

National Financial Inclusion Strategy cites lack of trust in financial institutions as one of the main 

factors that limit consumers’ use of formal financial services and products (Government of Zambia 

2017). The second objective of this research study is to explore the role of trust in influencing the 

adoption decisions of MM amongst women in Lusaka, Zambia.  

According to the conceptual framework used in this research study, there are five 

determinants of trust including product recourse, peer acceptance, technical understanding, trusted 

company and trusted advocate.  
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6.3.1 Product Recourse 
Product recourse refers to the ability of consumers to resolve problems and complaints. In 

order to measure product recourse, respondents were asked to rate how easy or difficult it is to 

resolve issues related to their MM account.  Findings from this research study show that the vast 

majority of respondents think that it is relatively easy to resolve such issues and they know where 

to go to resolve issues related to their MM account. 

Related to product recourse, consumer protection emerged in this research study as a major 

priority for the development of the financial sector in Zambia.  With the rapid increase in financial 

inclusion in Zambia in recent years, consumers are introduced to new opportunities as well as new 

risks. Thus, strong consumer protection policies are required to manage this rising threat.   

Respondents highlight factors relating to product recourse as contributing to their level of 

trust of MM services. Existing consumer protection policies such as password protected accounts 

and confirmation messages were cited by many respondents as factors that increased trust in MM 

services.  Many respondents stated that confirmation messages gave them a sense of security as it 

allows them to confirm that transactions are completed correctly. Additionally, some users stated 

that receiving a confirmation allows them to manage their account and to hold MM providers 

accountable if anything goes wrong in their account.  Another factor that respondents stated that 

increased their trust in MM is the fact that MM agents are located in a static location, and that MM 

agents were well known in the community, and so if there are any issues they can easily connect 

with the agent.  

KII from the Bank of Zambia and ZICTA both addressed to the need for strengthening 

consumer protection in Zambia to manage the increasing security concerns.  As MM and other 

DFS products become more popular, so will the instances of fraud.  Consumers need to feel a sense 

of security that there is a process in place that will protect them should they experience challenges 
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with MM.  Governmental agencies and providers understand the importance of product recourse 

and are working on increasing consumer awareness to limit security threats as well as strengthen 

procedures in place to protect consumers and the development of a system where complaints can 

be logged and a mechanism to resolve disputes.  

6.3.2 Technical Understanding 
Technical understanding regarding MM and how to use the services is an important aspect 

that influences trust and adoption of MM.  A comparative analysis was conducted between the 

research respondents’ level of understanding of MM and overall trust of MM.  In this analysis a 

clear relationship was identified where the more a research participant understood MM, the more 

likely it was that they trusted MM. Moreover, in a comparison between respondents’ level of 

understanding of MM and adoption of MM, a relationship emerged where the higher the level of 

understanding of MM the more likely that a respondent adopts MM.   

Several of the participants state that lack of understanding of MM is the main reason they 

do not trust and are not using MM.  This suggests that technical understanding plays a vital role in 

trust and adoption of MM services. One example that relates to technical understanding that 

emerged in semi-structured interviews is the fee structure of MM.  MM users compared the fee 

structure of banks with MM service fees. While MM users easily understand transaction-based 

fees, banking fees which are structured as a flat monthly fee created confusion for some users and 

made them feel as if the bank is stealing from them.   

Technical understanding is also recognized by providers as an important aspect in ensuring 

customer satisfaction and adoption of MM services. Several KII discussed the importance of 

increasing consumer awareness as a strategy to combat security threats. In order to do this, various 

groups, including MM providers and governmental agencies, have to work together to increase 

public understanding and awareness. Various initiatives, such as financial literacy week, and other 
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consumer awareness campaigns, are being implemented by governmental agencies and MM 

providers in an effort to increase consumer protection and awareness.  

In addition to consumer awareness campaigns, regarding issues such as not sharing MM 

account PINs, MM providers are implementing other strategies to ensure continued trust in their 

products and services. One strategy to increase the technical understanding amongst MM users is 

through agent training.  MM providers invest in training for their MM agents several times a year 

to ensure that they are up to date with all of the new features available in MM.  In return, agents 

are expected to provide training for MM users and to increase consumer understanding of MM. 

By increasing the technical understanding, consumers will be better protected from potential risks, 

as well as reduce mistrust in MM providers and services.  

6.3.3 Trusted Company and Trusted Advocate 
The two most popular MM providers (Airtel, MTN) are also MNOs. These companies 

are very recognizable brands.  Through observation, you can see that the branding of these 

companies is very visible throughout the city.  Brand recognition and the fact that people already 

use them for their SIM cards, increases level of trust in these companies.  

On the other hand, Zoona, which is another popular MM provider but is not an MNO, uses 

other strategies to increase public trust in their brand.  KII at Zoona noted that they proactively 

solicit feedback from customers to understand who is using the product and if there are any 

potential issues with a product.  KII at Zoona attributes this continuous engagement with customers 

as the main factor that increases level of trust amongst users and as one of the reasons behind their 

success in the Zambian market.  Zoona is the third most used DFS provider across provinces in 

Zambia (ZICTA 2018). 
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Women in Zambia gravitate towards using informal financial services, such as chilimbas, 

at a much higher rate than they use formal financial services (Financial Sector Deepening Zambia 

2018). Trust is one of the main reasons that these informal financial services are so popular 

amongst Zambian women. The vast majority of research participants are part of a chilimba.  

Oftentimes these saving groups consist of a group of women who are neighbours, friends, family 

members etc.  They have an established relationship and thus trust one another.  The agent model 

used in MM is similar in some sense to the chilimba structure, in that it allows users to build a 

long-term relationship with agents and thereby establish a certain level of trust.   

MM providers recognize that agents play a critical role in building and establishing trust 

for MM services within the community. There are very high levels of trust for MM agents in the 

research communities. The vast majority of respondents stated that they trust MM agents very 

much. Many of the respondents said that they trust MM agents because they had positive 

experiences when directly interacting with them.   

MM agents are the most frequent point of contact for MM users. One factors that 

contributes to trust in these agents is the fact that they are located in a static location within the 

community.  Agents are able to establish a relationship that goes beyond a transactional one, 

which helps to increase trust amongst women.   

A smaller percentage of respondents said that they have had negative experiences with 

the agents, which has led to reduced levels of trust. These negative experiences mostly related to 

the behaviours of the agents towards women.  

6.3.4 Peer Acceptance 

Peer acceptance can have a significant impact on trust of MM services and ultimately use 

of MM services. The literature shows that “observing a peer have a positive experience with a DFS 
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product greatly influences the acceptance of that product and increases the likelihood that other 

cohorts will also adopt that service” (Spencer, Nakhai, and Weinstock 2018). Research 

respondents who are MM non-users stated that their level of trust in MM is influenced by what 

they heard and their observations of the experiences of those around them using MM.  

Peer acceptance can have a direct or indirect impact on adoption of MM services. Several 

interview respondents who are MM users learned about MM from their family members or friends. 

A study conducted by Airtel Money in Malawi indicated that the most important factor that impacts 

use of MM is recommendation from a friend (Spencer, Nakhai, and Weinstock 2018). 

Furthermore, the vast majority of MM users note that they would recommend MM services to a 

friend. This, in addition to the overall positive perception of MM suggests that the number of MM 

users can be expected to increase in these communities in the future.   

6.4 Perceived Ease of Use and Perceived Usefulness of Mobile Money 
Technology 

The third objective of this research study is to explore the perceived usefulness and ease of 

use of MM amongst women in Lusaka, Zambia. How individuals weigh these two elements, 

perceived usefulness and perceived ease of use, impacts their attitude toward using the product.  

This attitude then translates to behavioural intention to use the product and then, if the opportunity 

presents itself, actual system use. External factors such as social norms and trust have a direct or 

indirect impact on perceived usefulness and perceived ease of use.  

6.4.1 Perceived Ease of Use 
The majority of research participants, MM users and non-users, stated that they perceive 

MM services as either easy or very easy to use.  According to the academic literature, cost, distance 

and lack of money are the three top reasons globally that keep people financially excluded (Leora 
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Klapper, Singer, and Van Oudheusden 2015). Based on the findings in this study, the main factors 

that impacted women’s perception regarding the ease of use of MM relate to how MM services 

remove some of the barriers that keep them financially excluded.  These factors are linked to the 

increased accessibility of MM services in terms of location, cost, and the minimal paper work and 

processing time required to open an account.  

Multiple MM agents operate locally within both of the research communities; thus, women 

do not have to travel long distances to access formal financial services.  Additionally, many 

respondents stated that MM services were reasonably priced in comparison to other financial 

services. According to the literature, branchless banking, including MM, is 19 percent less 

expensive than alternative formal financial services.  This price drop is doubled for money 

transfers using informal financial services and smaller transaction amounts (Donovan 2011).  Both 

Bauleni Township and Katende community are low-income communities, and thus women living 

in these communities are sensitive to pricing.  

Moreover, in the case of MNOs, MM accounts can be easily opened when the consumer 

signs up for a SIM card.  This is in comparison to banks, which require much more paper work 

and can be intimidating for a large portion of these women who have limited formal education and 

may therefore not be comfortable navigating through the banking system.  

In this research study, cross-tabulation analysis was conducted to understand the 

relationship between perceived ease of use and adoption of MM. From this analysis, a relationship 

was identified where respondents who perceived MM as easy to use were more likely to have a 

MM account compared to respondents who perceived MM as difficult to use.  However, this 

relationship was not straightforward. Some users that rated MM as difficult to use still adopted 

MM.  This suggests that although the level of difficulty is considered by MM potential users it is 
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not necessarily the only determining factor that individuals consider when deciding to use MM 

services.  

6.4.2 Perceived Usefulness 

The majority of Zambian women in the research communities highly rated the usefulness 

of MM services.  Over 91 percent of survey respondents stated that they perceived MM services 

as either extremely useful or very useful. Additionally, an analysis of perceived usefulness and 

MM adoption found that there is a relationship between women’s perception of the usefulness of 

MM services and adoption of this service.  The higher the perceived usefulness of MM the more 

likely it is that women will use MM.  

Research participants identified several factors that influenced perceived usefulness of 

MM, many of these factors related to the benefits that MM afforded users.  One of the factors that 

was noted by women regarding the usefulness of MM was that it protects their money from being 

misused, lost, or stolen. Several research participants stated that they deposit their daily earnings 

with MM agents rather than take it home in order to protect their earning from their husbands, or 

to ensure that they themselves do not misuse the funds.   

Another reason that emerged relating to why MM is perceived as useful is that MM allows 

users to deposit or withdraw small amounts of money. This is a relatively important feature for 

this population as the majority of the women living in these communities work informal jobs and 

make very little money. The fact that MM permits them to deposit small quantities allows women, 

who would otherwise be excluded, access to the formal financial sector.  Several survey 

respondents compared MM services to banks and noted that MM services supported their lifestyle 

in a way that traditional banks did not.  
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An important aspect of perceived usefulness relates to whether a product or service meets 

the needs of the user. Most of the MM users interviewed agreed with MM providers that existing 

MM services are meeting their needs. From the perspective of the suppliers, both MM providers 

included in this research study, Zoona and MTN, believe that the current products on the market 

meet the needs of women, although, there was no clear insight as to how, and whether this is 

actually measured by providers.  Both providers have access to gender disaggregated data, 

however, neither provider is currently using this data to design or market products to meet the 

specific needs of women.  

Perceived usefulness and perceived ease of use are interconnected. If the usefulness of a 

product or service is very high, then users will increase their effort to become skillful and reduce 

the obstacles of using the product or service (Spencer, Nakhai, and Weinstock 2018).  If, on the 

other hand, the product or service is not perceived as useful, then any difficulties experienced while 

using the product will stall adoption of the product (Spencer, Nakhai, and Weinstock 2018). As 

such, the perceived usefulness of MM may provide a potential explanation as to why some users 

who find MM difficult to use are still using the service.  

6.5 Summary 

The main goal of this research study is to explore the role of trust and social norms on 

adoption of MM by women in Lusaka, Zambia, using the TAM framework.  This chapter discussed 

and analyzed the key findings of this research study through the lens of TAM.  It presented the 

findings of this research in relation to the research objectives and the existing body of literature. 

Socio-cultural norms surrounding various aspect of women’s lives including education, 

employment and intra-household decision making were analyzed.  Findings show that these factors 

all either directly or indirectly influence women’s access to formal financial services. 
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There is a high level of trust in both Bauleni and Katende community for MM services 

influenced by factors including product recourse, technical understanding, trusted agent, trust 

company, and peer acceptance.  Respondents cited several factors including the positive reputation 

of MM agents and MM providers in the community, and the high level of understanding of MM. 

Existing consumer protection policies as well as the respondents’ perception that it is relatively 

easy to resolve issues related to MM are additional reasons associated with the high level of trust 

in MM services.  

Perceived usefulness and perceived ease of use both impact women’s decision to adopt 

MM.  Research respondents generally had a positive perception of both the usefulness and ease of 

use of MM services.  Respondents who rated MM services as useful were more likely to adopt 

MM services. Additionally, respondents who rated MM services as easy to use were also more 

likely to adopt MM services. Nonetheless, some women who perceived MM services as difficult 

to use they still adopted the service.  
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Chapter 7  Conclusion and Recommendations  
7.1 Final Summary 

This chapter provides a final summary and conclusion of the key findings of this research 

study, as well as recommendations regarding adoption of MM amongst women and the role that 

factors such as trust and social norms have on adoption decisions. This chapter begins with a brief 

final review of the methodological approach used in this study, as well as a summary of the major 

findings.  The last section discusses recommendations including potential areas for future research.  

7.2 Conclusion 
Having access to formal financial services empowers individuals economically to 

overcome poverty, by allowing them access to credit and savings which can help smooth 

consumption and mitigate the consequences of negative economic shocks.  Financial inclusion 

rates have been increasing in Zambia and globally over the past several years. According to 

the 2017 Global Findex survey by the World Bank, MM is one of the key drivers for this increase 

(UNCDF 2018). 

Moreover, in Zambia, usage of DFS has been rapidly increasing over the past several years.  

Between 2013 to 2018, the percentage of people over the age of 10 using DFS increased by almost 

35 percent (ZICTA 2018). This increase is attributable to increased commitment to financial 

inclusion investment by the government of Zambia and DFS providers as well as increased mobile 

phone ownership.  

DFS products such as MM are viewed as tools that can remove barriers to formal financial 

inclusion and provide access to people who have been previously excluded.  However, despite the 

fact that DFS products have existed for some time now, the formal financial inclusion gender gap 

has not budged. Women still remain at a disadvantage in comparison to men in terms of access to 

formal financial services. The financial inclusion gender gap remains at seven percent globally 
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and 10 percent in Zambia. Thus, the introduction of innovative financial products to the market 

alone is not enough to empower women financially and reduce gender inequalities. Other factors 

that impact women’s access to and adoption of MM must be considered in order to facilitate access 

for women to formal financial services and to reduce the gender gap.  

The goal of this qualitative research study was to examine the role of trust and social norms 

in influencing MM adoption amongst Zambian women using surveys, interviews and secondary 

data analysis. The surveys included a list of open-ended and close-ended questions and were 

distributed to women living in Bauleni Township and Katende community. Semi-structured 

interviews were conducted with women living in these communities, and key-informant interviews 

were conducted with governmental organizations, and MM providers.  

Various socio-cultural norms were identified as having an impact on women’s adoption of 

MM services.  These norms relate to education, employment and intra-household decision making. 

Some interesting findings that emerged were that married women are much less likely than 

widowed or divorced women to have a MM account.  Also, women that are unemployed and not 

looking for work were also much less likely to have a MM account than women that were 

employed or owned a business.  However, there was a less clear relationship between educational 

level and MM account ownership.  

In reference to trust, there was a high level of trust amongst women in Bauleni Township 

and Katende community for MM services.  This high level of trust was influenced by various 

factors including product recourse, technical understanding, trust for the providers and advocates, 

as well as peer acceptance.  The most cited reason for the high level of trust relates to existing 

consumer protection policies such as confirmation messages and password protected accounts. 

Another aspect that influences trust in MM is MM agents.  Findings show that overall, agents are 
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well known in the community and that they have a positive reputation and relationships with 

people in the community. However, some respondents cited that the behaviour of some agents 

contributed to their mistrust of MM.  

Findings from this research study also suggest that the majority of women in these 

communities perceive that MM is very easy to use and that it is extremely useful.  The perception 

of the ease of use of MM services is influenced by the fact that MM is reducing some of the major 

barriers that contribute to excluding women from accessing formal financial services, including 

cost, distance, and paperwork. Additionally, the perception of the usefulness of MM services is 

influenced by the benefits that MM provides users, such as allowing users to protect their money, 

and the fact that they can save small amounts of money. 

7.3 Recommendations and Future Research 
Although in recent years there has been great progress in terms of financial inclusion and 

DFS usage in Zambia, there is still much that needs to be done to close the financial inclusion 

gender gap. As well as to ensure that there is continued progress and that it results into financial 

empowerment of Zambian women.  Pursuant to the findings and discussion in this research study, 

below are some recommendations for stakeholders on building an enabling market to increase 

women’s access to MM services.  

1. Gender norms are deeply entrenched and difficult to change, and these norms can have a 

significant impact on women’s financial access and autonomy. Cross-sector partnerships 

should be formed between governmental organizations, women rights groups, MM 

providers and others, to encourage dialogue and increased investment in women, in order 

to shift social norms and support lasting gender equality in Zambia.   



 
 

 
 

101 

2. The current DFS products available in the Zambian market are gender blind. 

However, Zambian women face more challenges than men when it comes to accessing 

formal financial services, and therefore they have different needs and requirements than 

men. MM providers should be encouraged to design tailored DFS solutions that meet the 

specific needs and challenges of women.  

3. There is limited availability of sex-disaggregated data on women’s usage of MM.  The 

2018 National Survey on Access and Usage of ICT conducted by ZICTA for the first time 

collected sex-disaggregated data regarding usage of DFS.  These findings revealed that 

there is only a two percent gender gap in terms of DFS use favouring men.  Thus, women 

represent almost half of the market segment for DFS products and services. Increasing the 

availability and usage of sex-disaggregated data can provide a clearer picture of the demand 

and supply of financial services in the market.  This can help financial service providers 

see the value proposition of serving women.  Additionally, it will benefit policymakers to 

develop effective policies to target women and to measure the success of programs and 

policies.   

This research study focused on factors that impact women’s adoption of MM services using 

a modified TAM framework for the analysis.  However, it did not consider the degree of benefit 

women are deriving from MM services and how women are using the different features available 

in MM.  This is particularly interesting to consider when comparing usage and the education level 

of users.  Although findings from this study did not find a clear direct relationship between MM 

adoption and education there might exist a relationship between education level and the level of 

sophistication in MM usage or the amount of benefit derived from usage.  Additional research is 

required to explore this area.  
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Moreover, findings from this research suggest that intra-household relations and decision 

making can have a substantial impact on women’s use of MM services.  Additional research should 

be conducted into decision making power within the household and MM usage, as well as the 

impact that MM usage and financial inclusion have on decision making power within the 

household, not excluding the importance of social and cultural norms for education attainment, 

employment, marital and family relations.  

As MM and other DFS products become more popular in Zambia, further research is 

required in order to ensure that these emerging technologies work to reduce oppressive gender 

norms and to empower women financially. Although findings in this thesis project are not 

generalizable to all Zambian women, they provide some insights into factors that impact women’s 

adoption of MM in Zambia.  
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Appendices 
Appendix 1 – Images from Field Research  
(Photos by Thuraya Elnaiem) 

 
Image 1 The NGO - In and Out of the Ghetto 

 
Image 2 English Classes in the NGO - In and Out of the Ghetto 
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Image 3 Survey with woman at home in 
Bauleni Township 
 

Image 4 Surveys with women in the market in 
Bauleni Township 
 

  
Image 5 Bauleni Township  
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Image 6 Researcher and Research 
Assistant in Katende Community 
 

 
Image 7 Survey with woman at home in Katende 
Community 
 

Image 8 Katende Community 
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Appendix 2 – Research Assistant Contract  
 

RESEARCH ASSISTANT CONTRACT 
The Role of Trust and Gender in Mobile Money Adoption in Lusaka, Zambia 

Student Researcher: Thuraya Elnaiem 
 
Research Project: This research project is exploring the impact that trust and gender have on the adoption 
of mobile money technology in Lusaka, Zambia.  The data collection for this research will include several 
qualitative and quantitative research methods including 150 qualitative user/non-user surveys, and semi-
structured interviews. 
 

The main objectives of this research project are  
1. To explore perceived usefulness and ease of use of mobile money technology amongst women in 

Zambia. 
2. To explore the role of trust in influencing the adoption of mobile money amongst women in 

Zambia. 
3. To examine underlying social and cultural norms that contribute to women’s decision of adopting 

mobile money technology in Lusaka, Zambia.    
 
Timeline: This contract is valid for one week, between Monday October 15, 2018 to Monday October 
22, 2018.  This contract may be extended based on research needs and the performance of the research 
assistant.  
 
Research Assistant’s tasks: 
The research assistant duties include but are not limited to the following:  

§ To assist the student researcher with data collection; conduct interview and surveys  
§ To assist research participants by filling out paper surveys and translating from English to the 

local language as required.  
§ Any other duties assigned by the student researcher and related to this research project  

 
Payment:  The research assistant will be paid a stipend as agreed upon with the researcher for the 
duration of this contract.  An additional payment up to an amount agreed upon will be paid to the research 
assistant subject to performance.  Research assistants are responsible for transport costs to and from the 
research location. The timeline for payment is flexible and will be determined mutually, but no advances 
will be made prior to start date.  Research assistants are personally responsible for any tax paperwork 
related to payment. 
 
Professionalism and Confidentiality:  Research assistants agree to behave professionally at all times 
while working on this project.  Research assistants are expected to adhere to the scheduled time agreed 
upon with the student researcher.  Adequate notice and arrangements should be made should the research 
assistant fall ill or is unable to attend a scheduled appointment.  Research assistants are expected to 
maintain the confidentiality of the research participants and all other information gathered while working 
on this project.  
 
Proprietary Data:  Data gathered through this study is the property of the student investigator Thuraya 
Elnaiem under the supports of the University of Guelph. Research assistants will not use the data gathered 
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to publish any material (e.g. papers, articles, books, presentations) without prior explicit and written 
consent from the student researcher.  
 
 
I have read and understand the above terms of the contract.  I accept the position of Research Assistant for 
this research project and will strive to fulfill all the responsibilities to the best of my ability. 
 
 
 
_______________________________________________________________________ 
Research Assistant Name     Date 
 
Contract timeline: ____________________ to _______________________ 
 
 
 
____________________________________ 
 
Signature 
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Appendix 3 - Research Design Matrix 
Title: The Role of Trust and Gender in Mobile Money Adoption in Lusaka, Zambia: An analysis using the 
Technology Acceptance Model 
Problem statement (in brief): Digital financial tools such as mobile money -- a tool that allows users to 
borrow, save, transfer money, and make payments using their mobile phones -- can contribute to increasing 
financial inclusion by increasing access to affordable and convenient financial services. In recent years, 
there has been a significant global increase in the number of adults who own mobile phones and who are 
adopting digital financial service products thereby becoming included in the formal financial system. More 
specifically in Zambia between 2009 to 2015, formal financial inclusion amongst adults increased from 23.1 
percent to 38.2 percent, this increase was largely driven by digital financial services such as mobile money 
(FSD Zambia 2015).  However, the existing literature shows that despite this momentum, the gap between 
women and men in account ownership has held steady at 7 percent globally and 9 percent in developing 
economies. In Zambia, the gender gap remains over 10 percent, with rural women having the highest rate of 
exclusion from the formal financial system (Financial Sector Deepening Zambia 2018). Moreover, there is a 
substantial difference between the number of registered users and active users of mobile money (FSD 
Zambia 2015) and according to the UN Capital Development Fund (2011), many Zambians perceive mobile 
money as not reliable or secure (Kabala and Seshamani 2016a). The persistent gender gap in the use of 
formal financial services, despite digital innovation, suggests that additional research is required to explore 
the underlying social and cultural factors that contribute to the gender gap in mobile money technology 
adoption in Lusaka, Zambia. 
Conceptual framework: The modified Technology Acceptance Model (TAM) is used to predict an 
individual’s decision to adopt and use a new technology. It suggests that an individual's behavior is 
influenced by perceived usefulness and perceived ease of use (Venkatesh and Bala 2008).  The modified 
framework includes gender and trust as external factors that impact perceived usefulness, perceived ease of 
use and attitude toward using mobile money technology.  
The goal of the study: This research is intended to explore the existing social and cultural barriers to 
mobile money adoption amongst women in Lusaka, Zambia, so that they can be addressed and result in a 
reduction of the financial inclusion gender gap. This study will specifically examine the impact of trust and 
gender on the decisions to adopt mobile money technology using the TAM framework. 

Objectives of the 
Research Research Questions 

Sources of Data, Selected 
Methods and Sampling 
Technique and Size 

Objective 1:  To explore 
the perceived usefulness 
and ease of use of mobile 
money technology 
amongst women in 
Lusaka, Zambia. 
 

1.1 What are Zambian women’s perceptions of 
existing mobile money tools? 

1.2 What are the financial priorities and needs 
of women, and are current mobile money 
offerings fulfilling these needs? 

1.3 What alternative DFS products are being 
utilized by Zambian women? 

1.4 How is knowledge about mobile money 
being disseminated to women within the 
community? 

1.5 How accessible are mobile money agents in 
terms of geographical location and time? 

§ 150 Qualitative 
User/Non-User surveys2 

§ 15 Key Informant 
Interviews 

§ Secondary Data analysis 
(e.g. project reports) 
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Objective 2: To explore 
the role of trust in 
influencing the adoption 
of mobile money amongst 
women in Lusaka, 
Zambia.  

2.1 How are mobile money providers assuring 
women that issues can easily and quickly be 
addressed? 

2.2 How are mobile money agents and providers 
perceived within the community, are they 
trusted?  

2.3 What are providers doing to ensure the 
privacy and security of client’s data and 
money? What risks are associated with a 
connection drop? 

2.4 What type of training and support is 
provided to women for mobile money? 

§ 150 Qualitative 
User/Non-User surveys 

§ 15 Key Informant 
Interviews 

§ Secondary Data analysis 
(e.g. project reports) 

Objective 3: To explore 
underlying social factors 
that contribute to 
women’s decision to 
adopt mobile money 
technology in Lusaka, 
Zambia.    

3.1 What social and cultural factors contribute 
to women’s decisions on whether or not to 
adopt mobile money technology? 

3.2 What existing gender norms exist within the 
community that govern acceptable use of 
financial services? 

§ 150 Qualitative 
User/Non-User surveys 

§ 15 Key Informant 
Interviews 

§ Secondary Data analysis 
(e.g. project reports) 
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Appendix 4 - Certification of Ethical Acceptability of Research 
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Appendix 5 - Interview Consent Form and Questions 
 

CONSENT LETTER FOR KEY INFORMANT INTERVIEWS 
The Role of Trust and Gender in Mobile Money Adoption in Lusaka, Zambia 

 
WHAT IS THE PURPOSE OF THIS STUDY? 
We are asking you to take part in the study because we are trying to explore the role of trust and gender on adoption 
of mobile money technology, as well as to understand the social barriers that exist that contribute to women’s decision 
to adopt mobile money technology.  
 
WHAT IS REQUIRED FROM YOU?  
If you volunteer to participate in this study, you will be interviewed as one of the key-informants of the research study. 
The interview will take approximately 30 minutes and the location will be determined according to your preference. 
You will be asked questions around your experience and views on mobile money and available formal financial 
services in Lusaka.  All interviews will be audio recorded. Audio will then be transcribed and deleted within 24 hours 
of the interview.  
 
WHAT ARE THE POTENTIAL RISKS FROM PARTICIPATING IN THIS STUDY? 
There is a possibility that you may experience minimal social risk(s) from participating in the study (e.g. privacy 
concerns). The risk is no greater than that you would experience in your everyday life. However, to mitigate this risk 
various privacy measures will be employed such as data encryption, use of codes and passwords.  Additionally, you 
can skip any questions that you feel uncomfortable answering  
 
WHAT ARE THE POTENTIAL BENEFITS TO THE COMMUNITY? 
By participating in the study, you will have the opportunity to share your thoughts and experiences on various issues 
related to financial inclusion and mobile money services. While there is no direct benefit to you, your participation 
will contribute to a body of knowledge about the formal financial inclusion gender gap, and the barriers to mobile 
money adoption in Lusaka, Zambia. 
 
PARTICIPATION, WITHDRAWL, AND PRIVACY 
Participation in this study is voluntary. You may refuse to participate, refuse to answer any questions or withdraw 
from the study at any time without consequences of any kind.  If you choose to withdraw from the interview, any data 
collected will be immediately deleted. You can withdraw at any time up to April 30, 2019. 
All interviews will be recorded using a digital recorder. Audio obtained from the digital device will be transcribed and 
deleted within 24 hours of data collection. Transcribed data will be stored until the completion of this research project, 
April 30, 2019. In addition, to protect your identity and privacy, all data collected from the discussion will be coded. 
All raw data linking the name and location of the participant to the code will be kept on a separate file, in an encrypted 
folder on the password-protected laptop of the student investigator. All data will be regularly backed up on the 
password-protected hard drive. If the results of the study are published, your name will not be used and no information 
that discloses your identity will be released or published without your specific consent to the disclosure. 
 
RIGHTS OF RESEARCH SUBJECTS  
You do not waive any legal rights by agreeing to take part in this study. This project has been reviewed by the 
Research Ethics Board for compliance with federal guidelines for research involving human participants.  If you 
have questions regarding your rights and welfare as a research participant in this study, please contact:  
Director, Research Ethics 
University of Guelph 
ON, Canada 
Email: reb@uoguelph.ca 
Phone: (519) 824-4120 (ext. 56606) 
 
 
COMPENSATION  



 
 

 
 

117 

You will not receive any payment for your participation in this research study. 
This research study is expected to be completed by April 30, 2019.  For a summary of the results please 
contact the student researcher at telnaiem@uoguelph.ca. 
 
If you have any questions or concerns about the research please feel free to contact the student investigator, 
Thuraya Elnaiem or supervisor, Dr. Helen Hambly Odame. 
 

Thuraya Elnaiem Dr. Helen Hambly Odame 
MSc CDE Candidate Associate Professor 
Capacity Development & Extension Capacity Development & Extension 
SEDRD, University of Guelph SEDRD, University of Guelph 
Guelph, ON, CANADA Guelph, ON, CANADA 
+1-416-409-0840 
telnaiem@uoguelph.ca 

519-824-4120 ext. 53408 
hhambly@uoguelph.ca 
 
 

 
You will be given a copy of this form to read over.  
 
 
CONSENT 
Based on the information provided and the questions answered by the student investigator, are you willing to 
participate in this study?  

YES or    NO 
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Interview Questions 
Users:                                                                          

1. What are the biggest challenges you face when using mobile money? 
2. Have you experienced any technical challenges when using mobile money? 

a. If yes, how do you resolve them? 
3. We would like to hear about your experience using mobile money service: 

a. What services do you use? 
b. How often do you use them? 
c. For what purpose do you use mobile money service  

4. Has mobile money improved any aspect of your life, if so, how? 
5. How are agents perceived within the community?   

a. Are they trusted? 
6. How did you learn about mobile money services?   
7. What type of training did you receive in mobile money services, if any? 
8. Who else in your household has a mobile money account? 
9. Who influenced you to open a mobile money account? 

a. Did anyone advise you against opening a mobile money account?  
10. How do you feel about the banks and mobile money service providers? 
11. In your opinion, what are the main barriers that prevent women from using mobile money 

technology? 
12. What are the some of the opportunities for mobile money technology? 
13. Do you think men and women have equal access to mobile money services? 

 
Non-users: 

1. Why are you not using mobile money services? 
2. What type of formal or informal financial services do you use? 
3. Does anyone in your household have a mobile money account? 
4. Do you understand what mobile money services are available, and how they work? 
5. Do you know where to go if you have questions about mobile money services? 
6. How do you feel about the banks and mobile money service providers ex. Zoona, MTN, 

etc.? 
7. Do you think men and women have equal access to mobile money services? 
8. In your opinion, what are the main barriers that prevent women from using mobile money 

technology? 
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Appendix 6 - Survey Consent Form and Questions 
 
 
 

CONSENT LETTER FOR SURVEY 
The Role of Trust and Gender in Mobile Money Adoption in Lusaka, Zambia 

 
We are interested in understanding the role of trust and gender in mobile money adoption, as well as the understand 
the social barriers that exist that contribute to women’s decision to adopt mobile money technology. You will be 
presented with information relevant to mobile money and asked to answer some questions about it. Please be 
assured that your responses will be kept completely anonymous. 
 
The survey should take you around 10 minutes to complete. Your participation in this research is voluntary. You 
have the right to withdraw at any point during the study, for any reason, and without any prejudice. To participate in 
this survey, you should be over the age of 18. You will not receive any payment for your participation in this 
research study. Please note that you can skip any question you would prefer not to answer. Once you have 
submitted the survey, your data cannot be withdrawn because the survey is anonymous. 
 
Please note that your participation in the study is voluntary and that you may choose to terminate your participation 
in the study at any time and for any reason. You indicate your voluntary agreement to participate by completing 
and returning this questionnaire. 
 
This research study is expected to be completed by April 30, 2019.  For a summary of the results please 
contact the student researcher at telnaiem@uoguelph.ca. 

 
If you have any questions or concerns about the research please feel free to contact the student investigator, 
Thuraya Elnaiem or supervisor, Dr. Helen Hambly Odame. 
 
 

Thuraya Elnaiem Dr. Helen Hambly Odame 
MSc CDE Candidate Associate Professor 
Capacity Development & Extension Capacity Development & Extension 
SEDRD, University of Guelph SEDRD, University of Guelph 
Guelph, ON, CANADA Guelph, ON, CANADA 
+1-416-409-0840 
telnaiem@uoguelph.ca 

519-824-4120 ext. 53408 
hhambly@uoguelph.ca 
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1. What is your gender identity? 
� Woman 
� Man 
� Prefer not to say 

 
2. What is your age? 

� 18 - 24   
� 25 - 34   
� 35 - 44   
� 45 - 54   
� 55 +   

 
3. Are you currently employed outside the home? 

� Employed full time   
� Employed part time  
� Unemployed looking for work  
� Unemployed not looking for work  
� Student 
� Other _____________________ 

 
4. What is the highest level of education you completed? 

� No formal education  
� Primary (Grade 1-4)  
� Primary (Grade 5-7)  
� Junior Secondary (Grade 8-9)   
� Senior Secondary (Grade 10-12)  
� Some College or University  
� Diploma or Degree  

 
5. What is your marital status? 

� Married 
� Widowed 
� Divorced 
� Separated 
� Never married 

 
6. Do you own a mobile phone?   

� Yes 
� No 
� I don’t know 

 
 
 
 

7. Have you heard of mobile money? 
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� Yes 
� No 
� I don’t know 

 
If no, please proceed to the end of the survey.  

 
 

8. Do you have a mobile money account? 
� Yes 
� No 
� I don’t know 

 
9. If no, why not? 

 
 

10. How often do you use your account? 
� Daily 
� Weekly 
� Once a month 
� Every few months 
� Rarely 

 
11. How useful are mobile money services to you?  

� Extremely useful 
� Very useful 
� Moderately useful 
� Slightly useful 
� Not at all useful 

 
12. What do you use mobile money services for (you may select multiple items)? 

� Buy airtime 
� Send/receive money 
� Pay bills 
� Save 
� Access credit 
� Other ______________________________ 

 
 

13. How easy or difficult is mobile money technology to use?  
� Extremely easy 
� Somewhat easy 
� Neither easy nor difficult 
� Somewhat difficult 
� Extremely difficult 
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14. Are you satisfied with your experience using mobile money services, dissatisfied with it, 

or neither satisfied or dissatisfied with it? 
� Extremely satisfied 
� Somewhat satisfied 
� Neither satisfied nor dissatisfied 
� Somewhat dissatisfied 
� Extremely dissatisfied 
 

15. How likely are you to recommend Mobile Money to a friend or family member based on 
your experience? 

� Extremely likely 
� Somewhat likely 
� Neither likely nor unlikely 
� Somewhat unlikely 
� Extremely unlikely 

 
16. Do you know where to go if you have issues or questions about mobile money? 

� Yes 
� No 
� I don’t know 

 
17. How easy or difficult is it to resolve issues related to your mobile money account? 

� Extremely easy 
� Somewhat easy 
� Neither easy nor difficult 
� Somewhat difficult 
� Extremely difficult 

 
18. How much do you trust your local mobile money agent? 

� A great deal 
� A lot 
� A moderate amount 
� A little 
� None at all 

 
 

19. Please rate how well you understand mobile money services. 
� Extremely well 
� Very well 
� Moderately well 
� Slightly well 
� Not well at all 

20. How much do you trust mobile money services?  
� A great deal 



 
 

 
 

123 

� A lot 
� A moderate amount 
� A little 
� None at all 

 
21.  Please explain.  

 
 

 
22. Why did you decide to either use or not use mobile money? 

 
 
 

23. Who in your family is responsible for the finances? 
 
 
 

24. What do you think the main reason is that prevents people from using mobile money 
services? 

 
 
 

25. Which other, if any, formal or informal financial services do you use.  
 
 
 
 

26. Do you see any benefits of mobile money? Please explain.  
 

 
 
 
 

Thank you for your participation! 
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Appendix 7 - NVivo Coding Framework 

  NODES REFERENCES 
1 Gender 12 
      
2 The Role of Trust 13 

2.1 Peer Acceptance 7 
2.2 Product Recourse 2 
2.3 Technical Understanding 2 

2.3.1 Training 5 
2.4 Trust in Agents 16 
2.5 Trust in Providers 4 
2.6 Please explain how much you trust mobile money services. 149 

      
3 Usage of Financial Services 0 

3.1 Barriers to Usage 4 
3.1.1 Cultural and Social Norms 26 

3.1.1.1  Who in your family is responsible for the finances? 148 
3.1.2 Education 17 
3.1.3 Employment 6 
3.1.4 Lack of Money, Cost 5 

3.2 Informal Financial Services 0 
3.3 What is being done to increase women’s usage of financial services? 12 

3.4 
Which other, if any, formal or informal financial services do you 

use? 153 

      
4 Women's Perceptions of Mobile Money 7 

4.1 Ease of Use 7 
4.2 Usefulness 16 

      
5 Decision to adopt mobile money 0 

5.1 
What do you think the main reason is that prevents people from using 
mobile money services 162 

5.2 Why did you decide to either use or not use mobile money 154 
5.3 Why do you not have a mobile money account 150 

      
6 Experience of using Mobile Money (Usage Patterns, training etc.) 45 

6.1 Challenges of using MM 13 
6.2 Do you see any benefits of mobile money, please explain. 161 
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Appendix 8 - Usage of Digital Financial Services by Individuals Across 
Providers 2018 
 

 
(ZICTA 2018)  


