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ABSTRACT
[bookmark: _Toc536812252]The study assessed Tenga mobile application and customer satisfaction in selected Atlas Mara Bank branches Lusaka, Zambia.   The target population constituted Atlas Mara bank employees who interact with customers directly and customers with active Tenga Mobile accounts.  The study tested the hypothesis that; there is no relationship between Tenga Mobile Application and customer satisfaction.  A convergent parallel mixed method design was adopted in this study. Purposive and stratified sampling techniques were used to sample 89 respondents using  self-administered questionnaires of which 72 were answered representing 81% response rate. Data was analyzed using descriptive and inferential statistics. Karl Pearson correlation was used, and correlation was statistically significant at 0.01. Findings revealed that customers used Tenga Mobile Application to a moderate extent. However, the application was used very often. It also revealed that the security of the application was fair with good privacy and good quality of information. The major challenge of Tenga Mobile Application was the lengthy information which created difficulties, mostly avoided and not viewed.  The other challenge was  low awareness levels by customers even though the study revealed that Tenga Mobile Application played an important role in customer satisfaction.  Customers indicated that the bank was not doing enough to raise the awareness on the importance of Tenga Mobile Application. However, there was a positive relationship between customer satisfaction and Tenga Mobile Application (p<0.000). This implies that customers were generally satisfied with Tenga Mobile Application despite  the few challenges. Following the research findings, the following recommendations were given 1.Managment to increase awareness by educating customers possibly as they visit the branches.2. Management to engage in continuous improvement of the operating system in service delivery services.3.Invest in UpToDate technologies in digital banking to always be technologically present in this competitive edge so as to gain market share.4.Mangment to introduce a service quality model that will allow managers effectively monitor services in all branches.    
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[bookmark: _Toc93107563]CHAPTER ONE
[bookmark: _Toc93107564]INTRODUCTION
[bookmark: _Toc93107565]1.0 Overview
This chapter presents the background to the study, statement of the problem, purpose of the study, study objectives, research hypothesis, and significance of the study, scope of the study, conceptual framework and operational definitions.

1.1 Background
The financial sectors are structured to gain market share, make profits and satisfy customers.  Today’s markets bear witness to the massive shift from traditional banking to online and branchless mode of banking.  Through mobile banking customers can conveniently perform their banking transactions anywhere and anytime.

The emergence of mobile banking services within the Zambian banking sector has diversified. According to (Sakala and Phiri, 2019) the use of mobile banking applications has received more attention in recent years, because there are more phone users than computer users in the market. 

According to former bank of Zambia Governor Michael Gondwe’s address at the 4th Annual celpay mobile payment conference (September 2012), Celpay Zambia on April 24th 2002 made the very first mobile payment and in doing so ignited a banking revolutionary that has indeed brought about affordable, accessible payments and banking services.  The first bank to introduce mobile banking in Zambia was the then Zambia National Commercial Bank (ZNCB) now rebranded as Zanaco, a partnership between the Zambian government and the rabobank group of companies in the Netherlands.  In 2008, ZANACO introduced Xapit to help the unbanked by providing a low costs service through the combination of traditional banking with self-service banking technologies (SSBTs) which included mobile banking, online banking and access to Automated Teller Machines ATMs (Kaulu, et al.  2018).

In March 2009 the Standard Chartered Bank introduced its first mobile banking facility.  The bank then teamed up with the second largest and fast growing mobile phone service provider in the country MTN Zambia a unit of the South African wireless giant MTN group and later partnered with Airtel to allow the banks customers to top up their phones using their accounts without the need for physical cash (Mutumweno, 2011).  According to the then managing Director Mizinga Melu (IBID) mobile banking made it convenient, accessible, fun and cheaper.  
Most banks in Zambia eventually adopted mobile banking.  In 2014, Rajan Mahtani chairman of Finance Bank Zambia now Atlasmara launched Makumbi Banking which was a product that could be accessed by cell phones, IPads, desktops, Point of Sale (POS) and Automated Teller Machines (ATMs).  It was a product that provided a service of paying utility bills, funds transfers, mini statements and checking of balances.  It provided personal customers the opportunity to register for a virtual account (www.chairmanfinancebankzambia.weebly.com ).  In October 2018, Atlasmara then launched an improved mobile banking application known now as Tenga.

Tenga Mobile Money is Zambia’s Atlas Mara’s most powerful mobile money solution.  With Tenga Mobile Application a customer is able to send and receive money between mobile numbers, send money to Atlas Mara Accounts instantly and send money to other Zambian Bank Accounts via Direct Debits and Credit Clearing (DDAC) Real Time Gross Settlements (RTGs). Tenga mobile application also enables customers to buy airtime on Airtel, Mobile Telephone Network (MTN), Zambia Telecommunications Company Limited (Zamtel) and Vodafone. It also enables consumers to pay bills such as Zambia Electricity Supply Corporation (ZESCO), Digital Satellite Television (DSTV) and other television services. The other services of  Tenga mobile application are that a consumer is able to withdraw money at any Automated Teller Machine (ATM), Atlas Mara branches and selected agents, checking of mini statements, buying of airtime, get unsecured loans based on transaction activity and average balance (www.atlasmarabank-zambia-tenga-mobile)

The Tenga mobile application also enables customers to view up to date interest rates, view nearby ATMs, Atlas Mara branches and agents and send feedback to a response call center. The customers are supposed to be satisfied with the above outlined services as a result of using Tenga Mobile Application.   

According to (Malakata, 2018) in this cashless society, most people would not like to spend their valuable time at a bank branch for financial transactions.  As such banks are now introducing mobile banking systems to improve their operations and reduce costs.  Therefor there is need to understand factors that influence customer satisfaction in mobile banking. 

According to (Efemini and Lech, 2015) some of the complaints about service delivery at banking institutions include long, stagnant queues inside the bank branches and at ATM machines that are often ‘out of service’ and the seemingly unexplained banking charges, amongst others.

[bookmark: _Hlk83242353]There is researched based evidence that mobile banking has an influence on how satisfied customers are with their financial institutions.  However, the level of customer satisfaction as a result of Tenga mobile application remains un-researched hence the study.

[bookmark: _Toc93107566]1.2 Statement of the Problem
The recent statistics released by Zambia Information and Communications Technology Authority (ZICTA, 2017) suggests that Zambia which has a population of 16 million is home to 13.4 million mobile subscribers.  This represents a penetration rate of 81.92 percent which implies that the telecommunications sector is near saturation. Also, the number of mobile internet users in the country has increased to 7.7 million from 7.1 million, representing a 47.08 percent penetration rate (Malakata, 2018).
Despite mobile banking services being available in Zambia and offered by commercial Banks to their retail clients in an effort to transition from traditional banking to offering digital financial services potential users are still not using these services (Sakala and Phiri, 2019). It is argued that mobile banking services make performing financial transactions and accessing financial information faster, more convenient and cheaper than traditional banking (Malakata, 2018).

While there seems to be several benefits of mobile banking, its usage and customer satisfaction, there seemed to be scanty research as regards to the usage of mobile banking and customer satisfaction visa-vie the Tenga application.

[bookmark: _Toc93107567]1.3 Purpose of the study
The purpose of the study was to assess Tenga mobile application and customer satisfaction in selected Atlas Mara Bank branches.   Lusaka, Zambia.


[bookmark: _Toc93107568]1.4 Study Objectives
The study was guided by the following research objectives:
[bookmark: _Toc93107569]1.4.1 General Objective
To assess Tenga mobile application and customer satisfaction in selected Atlas Mara Bank branches.  Lusaka, Zambia.

[bookmark: _Toc93107570]1.4.2 Specific Objectives
1. To ascertain the extent to which customers use Tenga mobile application
2. To examine the challenges faced by customers while using Tenga Mobile Application
3. To establish the relationship between Tenga mobile application services and customer satisfaction

[bookmark: _Toc93107571]1.5 Research Hypothesis
Ho: There is no relationship between Tenga Mobile Application and customer satisfaction.
H1:  There is a relationship between Tenga Mobile Application and customer satisfaction.

[bookmark: _Toc93107572]1.6 Significance of the study
This study is significant to Atlas Mara Bank because it is hoped that the findings may offer insights on the level of customer satisfaction as regards to Tenga mobile application.  This may help management develop and implement measures to ensure customer satisfaction is achieved.  In addition, the findings of this study may provide useful information that will add knowledge to the already existing literature in the area of m- banking applications in Zambia. Furthermore, it is hoped that the findings may help financial institutions reflect on the factors that leads to some prospective users not to use m- banking applications thereby find ways and means of addressing them to achieve increased number of mobile bank application users.
[bookmark: _Toc93107573]1.7 Scope of the study
The study was confined to selected Atlas Mara Bank branches in Lusaka, Zambia.  Employees in the customer care departments and customers registered on Tenga mobile in the selected branches were included in the study. The exclusion criterion is that those customers who have accounts with Atlas Mara Bank but not registered on Tenga Mobile were omitted from the study. 



[bookmark: _Toc93107574]1.8 Conceptual framework 
The conceptual framework below was used to guide this study.  
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Source: Phiri and Musonda, 2018.

Figure 1.0: Mobile Banking Application Model 
The Mobile Banking Application Model assumes that customer satisfaction with Tenga is affected by reliability, tangibility, content quality, ease of use, convenience and responsiveness.

[bookmark: _Toc93107575]1.9 Limitations of the study
The banks confidentiality policy of not disclosing some sensitive information and data posed as an obstacle to the practical ‘orientation that could be very useful. However, this was addressed by assuring participants of confidentiality to the extent permitted by law. The pandemic Coronavirus Disease (COVID-19) may have affected the response rate by participants for fear of getting infected. Nevertheless, this was addressed by following the health guidelines and administers the research instruments online thus increasing the response rate.  

[bookmark: _Toc93107576]1.10 Operational Definitions
In this study, the following operational definitions of concepts and terms were used:
Customer Satisfaction: a measurement that determines how happy customers are with a company’s product, services and capabilities (www.asq.org/quality-resources/customer-satisfaction). According to Fornell, (1992) Customer satisfaction is an overall evaluation after purchase.

Tenga Mobile Application: is defined as a mobile wallet account that offers a financial solution for all Zambians holding an NRC and a local mobile number (www.atlasmarazambia.com/tenga-mobilrwalet/).










[bookmark: _Toc93107577]CHAPTER TWO
[bookmark: _Toc93107578]LITERATURE REVIEW
[bookmark: _Toc93107579]2.0 Overview 
This section contains relevant literature review guided by global, regional and local perspective model.
[bookmark: _Toc93107580]2.1 Global Perspective of Mobile banking 

Sampaio, Ladeira and Santini (2017) conducted a study on Apps for Mobile Banking and Customer Satisfaction using a Cross Cultural Study.  The study specifically focused on the use of mobile banking apps. The purpose of the study was to examine how perceived justice moderates the relationship between the benefits offered by mobile banking and the consequences of satisfaction with mobile banking. This study employed a model in which mobile banking offered comprehensive benefits, satisfaction and consequences that favoured mobile banking. In addition, the model also tested the moderating role of perceived justice and uncertainty avoidance in this context. The study was conducted among bank customers who suffered service failure with certain mobile banking apps. The surveys were collected in three different countries: Brazil, India and the United States of America (USA). A total of 383 questionnaires were collected. Confirmatory factor analysis and structural equation modeling were applied to analyze and test the hypothesis of this study. The findings indicated that the benefits offered by mobile banking were positively related to customer satisfaction. Additionally, three consequences of customer satisfaction were analyzed: trust, loyalty and positive word-of-mouth. Regarding the context of service failure, the influence of offered benefits on customer satisfaction was significantly different between customers with high and low perceived justice. The uncertainty avoidance of Brazil, USA and India was not a significant moderator in this study. The practical implication of this study was that it could be useful for banks to understand perceived justice. Additionally, managers could use the study results to develop strategies to better serve customers. The study had originality value because it contributed towards the extension of previous studies on the benefits offered by mobile banking and the consequences of satisfaction with mobile banking, which included studies on service failure and perceived justice. However, the study was limited in scope because it was done abroad and lacked conclusive findings that can be applied in the local context such as Zambia.

Shukla and Singh (2020) conducted a study on mobile banking and its impact on consumer satisfaction with reference to Nagpur area in India.  Both secondary and primary data was used to collect data from 100 respondents’ randomly selected using convenience sampling in different areas of Nagpur city.  Survey questions were sent to users and non-users of mobile banking.  The study revealed that the most influential factors of mobile banking are trust and security, convenience and transaction speed with respect to customer satisfaction.  The findings of this study lacked clear generalization.  This study instead used purposive sampling and stratified random sampling.

Sadia et al (2020) study investigated the relationship between the dimensions of electronic banking (e-banking) service quality and customer purchasing intentions with the mediating role of customer satisfaction. The study collected data from employees and customers working in different banks of Qatar through closed-ended questionnaire from a sample of 235.  The study adopted Correlation analysis and regression analysis. The results of the study indicate that reliability, efficiency, responsiveness, communication, security, and privacy had a significant and positive impact on customer purchasing intentions. The study further stated that  Customer purchasing intentions are significantly increased when the customers are satisfied with e-banking service quality.  It was also found that customer satisfaction plays an important  role as a mediator and the predictor of customer purchase intention, especially in the banking sector. According to the study Customers were well aware of advancements in services and technology and therefore expected flawless service quality form their respective banks. It was believed that the research would  help to develop an understanding of how banks probably leverage progress in information technologies adoption.  The study also further recommended, developing new services to fulfill the expectations of  consumers provides comprehensive feedback and an overview of the e-banking service quality within Qatar,  which  can be successfully implemented in other countries too. The study also recommended that Understanding service quality, customer satisfaction, and customer purchase intentions has practical implications for the banking industry. Banks could get to a competitive advantage with a specified focus on e-banking service quality and maintaining customer touchpoints by using the internet and adopting the latest technological advancements. In so doing two objectives would have been met that is; to attract and retain a good customer base for the organization and compete in the marketplace with a better competitive edge. 

Metlo (2021) took a study on the impact of mobile banking on customer satisfaction in Pakistan.  The study attempted to empirically analyze the effect of mobile banking on customer satisfaction in the Pakistani’s banking sector.  Simple random sampling was used to select a sample of 111 through self-administrated survey. The bank focused on bank customers who use mobile banking facilities of banks.  It was concluded that perceived usefulness, ease of use, credibility and customer attitude had significant influence on  such services more than women.  The Study recommended that the Bank management should strive for providing more value added services in their mobile banking apps and design more user friendly mobile banking apps to enhance customer experience so that more people can transact and fulfill their essential banking needs through mobile Banking. This study did not however give the exact kind of banks it took a research and state.  It was also only interested in customers that use the application and not the providers.  This research however gave details of the institution and town and also took interest in the staff members thereby providing a more realistic understanding of the study.  

Sajid et al.(2021) took a study across Pakistan to examine the role of consumer satisfaction with mobile eco-systems in banking.  Mobile banking according to the study was one of the most innovative developments in the banking mobile technology.  This shift has created profitable expectations for vendors and service providers and allowed users to execute financial transactions autonomy using their mobile devices.  For the above reason the researchers took interest in the study and aimed to assess the impact of information quality, system quality, service quality, task characteristics and structural assurance on trust and customer satisfaction. The target population were banks and companies who were introducing the application of mobile banking and providing the services. The sample size was 250 and a quantitative research method was used.  Convenience sampling technique was used and information was gathered using a questionnaire.  The findings of the study were that; the quality of information of a product was relevant in building trust and positive behavior in customers.   Consumers get satisfied with the measure of the success of a system from a technical point of view it builds a trustworthiness.  The study also found out that there is a significant relationship between trust and customer satisfaction.  When customers gain trust in different products it automatically leads them to satisfaction.   Based on these findings, it was concluded that Trust mediates between system quality, information quality and service quality and customer satisfaction. System Quality was seen to be a crucial driver leading to a positive impact towards the Trust and Customer Satisfaction.  The study recommended that the  Banking departments deduce from the survey that they endeavor to  improve the quality of the mobile banking system by increasing accessibility, ease, and visual effects that can in turn be expected to increase user satisfaction, directly or indirectly through trust.  Managers in modern tech era should not lack behind to formulate a quick access (double check security), flexibility, reliability and ease of use to their application. Not to forget that the user-friendly interface is another way around to drive the customers towards the perceived Trust and customer satisfaction.  This study however did not include the views of  employees in banks that offer these products.  The current study however included the views of employees in the bank.

The studies by J.D. Power (2021) on banking mobile apps satisfaction in the United States (U.S)  indicate that as of 10th June 2021,  about two-thirds representing 67%  of U.S. retail bank customers used their bank’s mobile app during the past year, this represented an increase of seven percentage points from 2020 and a record 41% of bank customers  now classified as digital-only.  The studies were based on responses from 17,011 retail bank and credit card customers nationwide.  These studies focused on Banking Mobile App Satisfaction, U.S. Online Banking Satisfaction, U.S. Credit Card Mobile App Satisfaction and U.S. Online Credit Card Satisfaction studies and measured overall satisfaction with banking and credit card digital channels based on four factors: navigation,  speed,  visual appeal  and information/content.  The report stated that studies of bank and credit card mobile app and online users indicated that  mobile has officially become the primary battlefield in the quest for banking and credit card customer satisfaction, and the nation’s largest retail banks are setting the pace for others to follow.  The nation’s largest banks and credit card issuers have been continually innovating new digital solutions that support increasingly complex tasks, such as problem resolution, personalized alerts and profile management.  It further stated that such drive increased engagement and significantly higher levels of satisfaction as the world shifts to digital.   This has however posed as a threat  for regional banks that have traditionally taken a simpler design approach and are now starting to see customer satisfaction scores fall as many customers required more sophisticated digital offerings in 2020 than in previous years. The following were the key findings in the study; there was a massive consumer shift to mobile favoring national banks.  The national banks had seen an increase in customer volumes and increased level of engagement with the mobile as a primary interaction tool.  This was in comparison with regional banks that has seen their mobile app satisfaction score decrease in the same period.  The study also revealed that increased digital engagement with sophisticated technology drives success.  The national banks were  being driven in large part by increased levels of engagement with sophisticated digital offerings, including account management tools, personalized alerts, mobile check deposits and financial literacy tools. While smaller regional banks had focused on simple, easy-to-use digital tools.  The national banks were differentiating themselves with advanced features such as proactive guidance, real-time alerts and financial planning tools that have replaced previous in-person interactions.  The study further reveled that mobile apps continued to outperform websites.  While there was a significant increase in customer satisfaction visa vie mobile apps, there was a reduction in satisfaction  of bank websites. These findings indicate that the ever-changing technological advancements have an effect on mobile banking applications and customer satisfaction.  However, these studies can not be applied in the African context Zambia in particular as the U.S is far more advanced both economically and technologically.

Singh and Rajesh (2014) study examined the factors affecting the adoption of mobile banking by customers of different banks located in Delhi.  The aim of the study was to investigate the factors influencing the intention of customers to use mobile banking.  It was believed that a fine system with great potential had the capacity to attract a huge block of customers to opt for the banking services through their mobile phones.  Analysis of Variance (ANOVA) and factor analysis were used to have insight in the mobile banking services provided by the different banks.  The study revealed that compatibility , social influence, security, perceived cost had an influence on customer decision to use mobile banking. Other factors include reliability, efficiency, responsiveness and privacy.  The study also found that demographic factors could also have a significant impact on the customer perception on the adoption of mobile banking. 

Shaikh and Karjaluoto (2016) examined The Effects of Mobile Banking Application User Satisfaction and System Usage on Bank-Customer Relationships. This study specifically focused on mobile banking application usage in Finland by linking it with customer-bank relationship development. Specifically, they examined how usage was related to relationship commitment, overall satisfaction, intention to recommend the bank and future intentions to remain with the bank. A survey was used to collect data from experienced mobile banking application users. In total, 273 valid responses were received. The results support the hypotheses and revealed that user satisfaction had a strong positive association with usage of mobile banking applications. Usage in turn, was positively related to all examined bank-customer relationship related variables. The results had both theoretical and practical implications for mobile banking usage and its effects on bank-customer relationships. However, in surveys the generalization of findings is limited and does not offer respondents anonymity and results may not be practical. This study used self-administered questionnaires to address this.

Hnin (2019) studied the impact of service quality on customer satisfaction of Automated teller machine service: a study of Ayeyarwady private bank in Myanmar Asia.  The quantitative study assessed the interaction among service quality and customer satisfaction from customer’s perspective.  The aim of the study was to investigate the correlation between service quality and customer satisfaction and approaches the bank can improve and manage the method of delivering satisfaction standard to their customer.  The study considered five dimensions of service quality which include tangibility, reliability, responsiveness, empathy and assurance.  The study found that the effect of these factors influences customer satisfaction.  A self-administered questionnaire was used to collect the primary data.  Data collected was analyzed using SPSS (version 23) and descriptive analysis.  Person correlation was used to investigate the relationship between dependent and independent dimension of service quality and customer satisfaction.  The result of reliability and correlation showed that offering quality service has positive impact on overall customer satisfaction and that they are significantly correlated.  The results also presented that Aya bank had to focus more effort in improving the quality of service it is offering to customers.  The study recommended an increase in reliability impact in order to get sustainable customer satisfaction.


Fianto, Kezia and Supriani (2021) carried out a study to investigate the influential factors of mobile banking service quality dimension (enjoyment, security, ease, design and application system) of Indonesian Islamic Banks towards customer satisfaction.  The study specifically involved users of Islamic mobile banking from five Islamic banks that received the top brand award in 2019.  The study had 100 respondents who are Islamic mobile banking users in Indonesia and applied the Partial least Square for Structural Equation Modeling (PLS-SEM) approach. The study revealed that the enjoyment, security, design and application system of Islamic mobile banks significantly impact customer satisfaction.  The study suggested that Islamic banks should pay more attention to increasing their mobile banking application systems, which was the most crucial factor influencing customer satisfaction. The results cannot be generalized to other countries.  The authors argued that the findings offer valuable insights into Islamic banks about improving their mobile banking services quality to gain more satisfied customers, which would in turn benefit their financial and non-financial performances.

Hassan (2015) conducted a study on online and internet banking and its effects on customer satisfaction. The purpose of the study was to find out the impact of internet banking to satisfy customers in the context of Brac Bank in Bangladesh.  It was a casual study and used primary data to understand the level of reliability, security and privacy, service quality and assurance  and their impact on the satisfaction of customers.  125 questionnaires where distributed to respondents who were clients at Brac bank limited.  A random sampling technique was adopted to do the survey.  According to the study, internet banking features were very important to satisfy customers.  The findings suggested that if the bank had to expand its customer base it needed to focus more on service quality, privacy and security, assurance and reliability.  The study also suggested that customers should also be made aware of unethical practices like sniffing, spoofing, phishing and other malicious software which can be used by hackers.

Rajput (2019) investigated the impact of online banking attributes on customer satisfaction from the Irish retail banking customer perspective. From literature he identified five most relevant online banking attributes which were Ease of Use, Reliability, Efficiency, Convenience, and Security.  Demographic aspects of online banking users, particularly gender and age were also considered in  the research. A mixed-method approach of a self-administered questionnaire survey was adopted to achieve the research objectives. Fifty-two participants were surveyed based on simple random and convenience sampling method. The findings of the study indicated that all the five online banking features positively impacted customer satisfaction.  Reliability and convenience found to be the most dominant factors.  Security remained a concern for most customers in Ireland.  The study recommended a better retail online banking service to improve customer satisfaction and return customers.
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Efemini and Lech (2015) conducted a study on the Product Importance and involvement measurement using a mobile banking perspective in Switzerland. This study aimed to investigate how important the mobile banking is amongst the Swedish population.  The study used quantitative methods to gather empirical findings that were subsequently analyzed according to the adapted model of product importance and involvement theories. Findings revealed that Swedish mobile banking users were educated and skilled; the average usage was 2-3 times a week. Although the current app appeared to be a complete tool, there was a need to include other features. More than a half the population were described as having an enduring importance towards the product. Additional finding suggests that the mobile banking market could be described as being in a mature stage with few new adopters. However, the study was limited because the study did not have in-depth approach by considering the views of financial institutions and did not conduct a qualitative study with the users. This study  involved a financial institution to gain practical insight.

Siano et al (2020) took a study on mobile banking ; an innovative solution for increasing financial inclusion in Sub-Saharan African countries  with Nigeria a case study.  The purpose of the study was to discuss emerging trends in financial inclusion, barriers and factors influencing mobile banking as an innovative solution for increasing financial inclusion in sub-Saharan Africa (SSA) with a specific focus on Nigeria. The study adopted a qualitative meta-synthesis (QMS) approach.  The findings of the study revealed that Three major factors emerged as drivers of mobile banking in Nigeria: (a) the ease of using mobile devices for personal banking transactions including prompt information about users’ financial transactions (savings and withdrawals) immediately through SMS (short message service) alert (easy management of my account); (b) the security/safety concerns of theft and cyber fraud; (c) social influence of friends, relatives, policy makers and social trends.  Bongoman et al (2018) argues that  Mobile banking largely stimulates and promotes financial inclusion in developing economies, especially in sub-Saharan Africa, mobile penetration promotes financial inclusion, and significantly reduces the probability of a household becoming poor.  The study also revealed that Nigeria is one of the leaders on the African continent along with Kenya in the process of increasing the degree of financial inclusion through the use of mobile banking. In addition, the successful experiences registered in these countries have been models for other countries in the areas of implementation and development of mobile banking systems. The study further revealed that the adoption of mobile banking has improved all aspects of financial transactions for both corporate and non-corporate customers of banks in Nigeria.  From the consumers’ perspective, the future of mobile banking depends on essentials such as ubiquity, instant connectivity, pro-active functionality, convenience, access to the service regardless of time and place, privacy, and savings in time and effort.   Tiwari et al (2006) stated “In addition, “The younger generations of the society seem to be fascinated by modern data and telecommunication services”.  The study further stated That the  analysis of financial inclusion vis-à-vis mobile banking and information technology (IT) has to be embedded in IT adoption theories/perspectives.   The study discovered that the  receptiveness of Nigerian customers towards mobile banking was impressive, as all banks have adopted and introduced mobile banking applications and the popular mobile banking apps in Nigeria include Diamond Mobile Banking and  Stanbic IBTC Mobile Banking.  The study noted various reasons as to why mobile banking was widely adopted as a preferred means of accessing financial services with or without access to traditional banks.  These include; it offers a way to lower the costs of transferring funds from place to place, while at the same time improving financial inclusion by bringing unbanked people into contact with the formal financial systems, convenient, easy to use, time efficient, and appropriate for financial transactions .  The respondents raised concerns over the network security and the privacy of transactions. 

Gomachab and Maseke (2018) examined the impact of mobile banking on customer satisfaction: Commercial Banking of Namibia. The study adopted a quantitative design to determine the factors of mobile banking that influences customer satisfaction. Data was collected from a simple random sample of 60 respondents using a self-administered structured questionnaire. Findings uncovered that the majority of the respondents were First National Bank (FNB) customers, who were aged below 25 years and of these respondents’, 57% were female and mostly students with a high school level of education and an income of below N$ 5000.  They were all registered with m- banking and were influenced by their mobile banking advertisements. The results also revealed that the most frequently used service was airtime purchases and the least frequently used service was the allocation of funds and that mobile banking services in the banking sector had an overall satisfaction rate of 75 % which is said to be reliable, convenient, cost effective and available on different mobile networks. Advertisements were encouraging, service was compatible with mobile devices, income (social aspect of transacting) of respondents influenced the usability of mobile banking and mobile banking services were more secure than branch-based services.  However, the study did not adopt a mixed method approach which ensures that study findings are grounded on participant’s experiences and gives a voice of study to the participants.

Ketema (2020) took a study during the Covid-19 pandemic that caused a great challenge for the financial industry in Ethiopia.   The study seeked to empirically test the impact  of mobile banking quality service on Bank of Abyssinia customer’s satisfaction.  The study adopted A quantitative study approach and a descriptive research design.  The study had 240 respondents.  The findings revealed that e-service quality dimensions are an important forerunner to customer satisfaction, the study further reveled that  security, reliability and ease of use have a great influence on e-service quality and were perceived critical by the Abyssinia Bank customers. The study found that the  variables reliability, efficiency, security, responsiveness, empathy, and ease of use were positively influencing Abyssinia banks mobile banking customer satisfaction.  Ease of use and reliability were found to have a significant impact and the highest predictor in absolute numbers 0.2444595 and 0.2200381, respectively.  The study gave recommendation to bank Abyssinia management to pay attention to the variables identified specifically, on ease of use and reliability of m-banking services.   Lastly a recommendation for the bank to device e -banking strategies to provide high service quality and satisfaction to its customers.

Onyebuchi et al (2016) conducted a study on Mobile banking and adoption challenges in Nigeria.  The study evaluated the attitude of bank customers towards the adoption of mobile banking services and challenges of mobile phone in conducting banking transactions in Nigeria with the analytical focus on Enugu state.  The study adopted a survey research approach in 4 banks of Enugu state.  Data was collected from 200 respondents that included bank staff and customers.  The analysis of data was conducted using descriptive statistical technique.  The study revealed that the levels of adoption of mobile banking in Enugu state was still low among the middle aged as compared to the aged.  The study recommended that a massive awareness program to publicize the purpose and benefits derived from the use of mobile banking should be encouraged.  This study was limited in scope in the use of a survey research.  The quantitative approach did not give the study flexibility and it lacked potential depth.  This study however addressed this by adopting a mixed method approach to provide a broader spectrum of ways to better understand the problem.

Lema (2017) conducted a study in Tanzania, investigating the factors influencing the adoption of mobile financial services. The aim of the study was to assess customer adoption of mobile financial services using technological acceptance model.  The study had the following objectives to assess, the individual awareness of mobile financial services, perceived usefulness, perceived benefits and costs and effects on adoption of mobile financial services. The study included 200 participants from Dar es Salaam region.  The sample included users and non-users of mobile financial services.  The study used primary data and regression model.  The study showed that mobile financial service adoption is positively related to individual awareness, perceived usefulness, perceived benefits but it is negatively related to cost effects.  The findings of the study revealed that perceived usefulness, perceived cost and social influence had a significant influence on the adoption of mobile financial services.  Perceived ease of use, perceived risk and perceived trust were found to have an insignificant influence on the adoption of mobile financial services.  According to Lema, the findings of this study give rise to a basis for product or service development, pricing, marketing and policy formulation. The study  recommended a longitudinal research to be conducted in order to understand the influences of the adoption behavior at different level of market maturity and points of time.
The study was limited because it did not include financial institutions, the use of quantitative method limited the study from further insight and also collecting information from non-users does not portray the ideal situation.

Baig, A. (2017) took up a study to  examines the detriments of mobile banking adoption from the Mozambican banking perspective with a specific focus on Barclays Bank Mozambique.  A quantitative research method was used in this study and questionnaires were prepared and shared with random Barclays customers from different segments. The study critically evaluated the different adoption factors through relevant adoption theories such as  Technological Acceptance Model (TAM) and the United theory of use and acceptance of technology  (UTAUT).  The findings in the study indicated that, Performance Expectancy, Efforts Expectancy Trust and Privacy emerged as significant factors on behavioral intention. The Cost of mobile banking had less influence on the user´s intention and adoption. The Social Influence also showed less or no significant impact on mobile banking adoption. The study recommended  Barclays Bank to increase on its  customer communication and reinforce convenience and data security features of mobile banking via regular campaigns.


Nzabirinda (2020) conducted a study whose main objective was to analyze the influence of mobile banking services in customer satisfaction at COPEDU PLC in Kigali Rwanda.  In this study 61 respondents were selected using convenience sampling technique and self-administered questionnaires were used for data collection.  Descriptive correlation statistics was applied.  In general, the research findings showed that customers as users of mobile banking services appreciated all services given to them proved by variables analyzed such as flexibility, credibility, accessibility and privacy.  The findings also demonstrated that customers that were users of mobile banking services were satisfied with services showed a strong customer loyalty, customer commitment, customer trust and customer retention.  The study found that there was a relationship between mobile banking services and customer satisfaction therefor mobile banking services of COPEDU PLC significantly influenced customer service.  The use of convenience sampling limited this study in that the study lacked clear generalization and the results can be said to be bias as some people can choose to take part while others can’t.  The current study however addressed this by adopting purposive and stratified random sampling.  

Maduku (2014) conducted a study on customer adoption and use of e-banking services in South African banks.  The aim of this study is to gain insight into the factors affecting the adoption and use of e-banking services with specific focus on Internet and cellphone banking by customers in the retail banking market segment in South Africa. The study followed a cross sectional descriptive design that was quantitative in nature.  The population consisted of retail banking customers of 4 banks in south Africa and sampled 394 respondents. This study adds trust in the e-banking system, customer awareness of e-banking services and perceived self-efficacy, together with the TAM constructs of perceived usefulness and ease of is a great way to improve the understanding of the predicators of Internet and cellphone banking services adoption in South Africa.   The findings of the study confirm that the factors mentioned above contribute significantly to Internet and cellphone banking adoption and use. The study concluded that in order for retail banks to increase returns on their investments in e-banking for their customers, it was imperative that In order for banks to increase returns on their investment in e-banking for their retail customers, it is imperative that they understand the factors that influence the adoption of Internet and cellphone banking services within their environmental context. Such as perceived usefulness and ease of use.  Trust was found to be most significant in e-banking system and emerged as the most significant factor that impacts on the adoption of Internet and cellphone banking services in South Africa.   For a rapid and widespread adoption of e-banking and cellphone banking, the study recommended that retail banks devise and implement strategies that will increase customers trust in the services.

Migwi (2017) conducted a study on effects of mobile banking strategies on customer satisfaction in the Kenyan banking industry.  The study aimed at examining; the effect of ease of product use on customer satisfaction, the effect of mobile banking service quality on customer satisfaction, the effect of technology proficiency on customer satisfaction, and the effect of customer attitudes towards mobile banking on customer satisfaction in Kenyan banking industry.  The study employed descriptive research design techniques in gathering, analyzing, interpreting and presenting the information.  Simple random sampling technique was used with a focus on the United States International University student population. This study used questionnaires for data collection and used descriptive and inferential statistics in data analysis and presentation. The research data was analyzed using Statistical Package for Social Sciences (SPSS) and Microsoft excel programs. Figures and tables were used in data presentation. The study found that mobile banking application user interface is clear and easy to understand. The study also found that mobile banking applications that are able to function as needed all the time ensure the high-quality customers look for.  It was also revealed that the mobile banking applications are of good quality hence customers are able to complete their transaction in full when carrying out transactions on those platforms.  The level of service quality determined the clients’ frequency of using a specific mobile banking application hence enhancing customer satisfaction.  It was also concluded that mobile banking application user interface that was clear and easy to understand enhanced customer satisfaction. Most customers in the study felt that mobile banking applications are susceptible to fraud hence affecting customer satisfaction.
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 Sakala and Phiri (2019) examined the Factors Affecting Adoption and Use of Mobile Banking Services in Zambia Based on Technology Acceptance Model (TAM). The focus was identifying the factors that affect the adoption and use of mobile banking services in Zambia based on the Technology Acceptance Model. Mobile banking a product offered under electronic banking services was the focus of the study. A quantitative research design was used, with a sample size of 384 respondents who held retail savings and current accounts that were eligible for mobile banking services in three commercial banks. A survey questionnaire was used as the primary data collection tool and the data collected was analyzed using the International Business Machines (IBM) Statistical Package for Social Sciences (SPSS) statistics. The results of study were that there is a significant positive relationship between perceived ease of use, perceived usefulness, user attitude, external variables, user intention and system use. The regression results further showed that, the independent variables in the TAM model, perceived ease of use, perceived usefulness, external factors, user attitude and user intention account for 47% of the variance in the factors that determine the use of electronic banking technologies such as mobile banking. The study recommends that commercial banks and the providers of mobile banking services need to improve the perceived ease of use, perceived usefulness, external factors; and promote positive user attitude and user intention. This would result in improved adoption and use of mobile banking services. They should also provide information on how to access and use these services.  The use of quantitative research design limits customer opinion and perception.  This study used a mixed design to address this.

Katema and Lungu (2019) conducted a study whose general objective was to investigate factors that influence the adoption of mobile banking in Zambia and specifically Kitwe commercial banks.  The target population collected from customers and employees of 4 banks namely, Zanaco, Standard Chartered, First National Bank (FNB) and Barclays Bank now Amalgamated Banks of South Africa (ABSA).  The exact numbers of mobile users were not known due to bank confidentiality.  The study adopted a purposive sampling frame for selecting commercial banks and simple random was adopted to establish a sample size of 60 respondents.  Statistical software package for social sciences (SPSS) was used to analyze the data. The researcher used descriptive statistics. The study revealed that mobile banking has enabled customers to access funds any time they want, and also considered it a cost-effective way to provide banking services to the unbanked.  It also enabled the users to save on transactional costs. However, the sample size of 60 was too small for a study conducted in 4 banks.  Descriptive survey results may reflect a certain level of bias due to absence of statistical tests.

Mwaba (2021) explored factors affecting mobile banking adoption in Zambia; a case study of Lilayi ward in Lusaka Province. The study adopted a quantitative method of study and sampled 95 respondents using  questionnaire.  The findings of this study included the following;  demographic factors like age of the respondents  which had an impact on the adoption of mobile banking and other demographic factors like marital status and educational background did not have an impact on the adoption of mobile banking. Some factors that were seen to influence  consumers to use mobile banking included Mobile banking being able to saves time, Banking operations could easily be carried out using the mobile banking application, Mobile banking was seen to be  cost effective as compared to visiting banks and Mobile banking  was  available 24/7.  Other Factors that were seen to be affecting the  adoption and use of mobile banking included technology advancements, usability, security, and cost. It was also revealed that convenience (perceived usefulness & perceived ease of use) played an important role in the adoption of mobile banking. It was discovered that a majority of customers who used mobile banking thought using mobile banking saved their time, they strongly agreed that they could perform their banking operations using mobile banking easily.  This study did not however include financial institutions that offer these mobile banking services, as such this study addressed this by including a financial institution to make the study more practical.

Sambaombe and Phiri (2022) analyzed the impact of online banking on customer satisfaction in commercial banks based on the TRA model using Stanbic Bank as a case study. The study adopted the cross-sectional study design and targeted bank customers.  Stratified sampling was used to sample 196 respondents and a questionnaire was used to collect data.  Kendall’s tau-b correlation was used to determine the relationship between online banking and customer satisfaction of banking services.  Binary logistic regression was used to determine the influence of online banking on the outcome variable (customer satisfaction).  However, A weak positive correlation between the use of online banking and customer satisfaction was established.  The findings were that gender, having a secondary education or below, negative behavioral belief, negative attitude, negative behavioral intention, and none usage of online banking reduces customer satisfaction.  The study there for suggested that in order for the bank to increase customer satisfaction, it needed to consider the above parameters in their strategic planning if its is to grow its customer base.  This study did not however give us a realistic conclusion.  The parameters that are commonly used to measure customer satisfaction include but not limited to perceived ease of use, convenience, responsiveness, reliability, tangibility and content quality.  The current study has addressed this by using these parameters to measure customer satisfaction. 

Mvula, (2019) conducted a study on the effects of us age of electronic banking on customer satisfaction on First National Bank (FNB).  The study employed a case study design using qualitative approach.  The study site was purposively selected.  The sample size was 145 customers and the respondents were selected using interval random sampling.  Data was collected using semi structured questionnaires and analyzed using descriptive statistics.  The results of the study showed that customers had a positive perception towards service delivery and this was influenced by the establishment of electronic banking products which include ATM services, mobile banking and internet banking.  The findings indicated that customers in the electronic banking channels are satisfied with electronic banking products.  The study recommended that management needed to promote efficient and smooth service delivery by reducing complexity.  There was need to engage in extensive customer education to sensitize customers on the use of electronic banking services.  The use of a qualitative approach in this study however did not statistically represent the findings and this makes it difficult to verify results.  The study also was conducted in only one branch of FNB Commercial suit branch with only customers as its main target population.  This study however carried out the study in a number of branches with both employees and customers as the target population.

Mwenda (2020) conducted a study to investigate the impact of electronic banking as a channel of service delivery at Atlas Mara Bank, Luanshya branch in Zambia.  The aim of the study was to investigate the low usage and adoption of electronic banking as a channel of service delivery and was guided by the following objectives; to identify the level of customer satisfaction with electronic banking as a channel of service delivery, to identify the causes of low usage of electronic banking and to make recommendations to management on how to improve the usage of electronic banking as channel of service delivery.  The study adopted the quantitative method.  Among the findings was that the Automated teller machine was a preferred channel of electronic banking services by customers due to convenience to access funds. The study also found a lack of knowledge and trust on how to use electronic services was affecting the usage.  The study further revealed that low usage and adoption of electronic banking in the bank was as a result of lack of Customer trust due to system unavailability caused by power outages.

Mulundano (2017) took a study in digital financial services for Higher Education Institutions in Zambia.  The aim of the study was to assess the current payment methods used in Zambia‘s higher learning institutions and develop a mobile phone application to mitigate the drawbacks presented in the existing payment system. The study revealed that Higher Education institutions faced a number of challenges related to the collection and management of student fees due to their dependency on few recommended commercial bank.  Initially students paid their fees through cash, cheques and electronic cards.  However, challenges raised due to escalated cases of frauds. For this reason, students were forced to pay through banks in the higher education institutions bank accounts.  This still came with its own challenges such as high bank charges and accessibility to the banking institutions. The study proposed mobile phone application based on the unstructured supplementary service data technology (USSD) in order to provide convenience to student’s mobile phone users.  A baseline study was carried out with banks, students and the general users from Kaoma, Chilanga and Lusaka.  The target group composed of 8 types of groups that is: students in higher education institutions, accounts personnel of higher education institutions, general users ( consumers), banks, agents and regulators.  The study adopted a mixed method research methodology and 130 respondents were randomly selected.  Self-administered questionnaires were used to collect information from the respondents.   The study revealed that  digital financial services were convenient because users were able to pervade various transactions by means of their mobile phones. Students argued that  a lot of time was spent on  depositing small amounts for students identity, library fees etc. The digital financial services enabled students transact efficiently and also for  low income people and the unbanked who have used this platform which is very pivotal for poverty reduction.  The study also revealed that digital financial services through the usage of mobile money services provided real time information by means of USSD was found to be beneficial to the users. Lastly the study also revealed that mobile money applications will also generate income for the system host.  The study did not however give a voice to the financial service providers such as banks and this study addressed this by including the employees of the bank in the study.


Kaulu, Sichinsambwe and Kazonga (2018) conducted a study to investigate the effectiveness of Xapit electronic and mobile banking in Zambia.  Its main objective was to determine the extent of effectiveness with which Xapit services are delivered to clients.  A cross-section descriptive design was used with the Technology Acceptance Model (TAM) and the Xapit Acceptance Model (XAM) forming the theoretical and conceptual framework respectively.  The target population was students from three different Universities that is: University of Zambia in Lusaka, Copperbelt university in Kitwe and Mulungushi university in Kabwe.  The main research instrument was a questionnaire administered to students who had Xapit.  The study adopted stratified random sampling.  The study revealed that Xapit is effective in service delivery (from users responses on a 5 point Likert scale), that 67.2% of the students did not see a service better than Xapit and that of the 32.8% opposed to this view; most consider First National Bank’s e-wallet as the best alternative to Xapit. Various other alternatives to Xapit with varying degrees of acceptance were discovered. The study recommended that ZANACO must continue its Xapit service offering because users viewed it as effective and the bank must work on inefficiencies such as system downtime, high cost in comparison to competition and obsolescence of the technological offering with time


















[bookmark: _Toc93107583]CHAPTER THREE
[bookmark: _Toc93107584]RESEARCH METHODOLOGY
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This chapter presents the research design, study area or site, study population, study sample, sampling techniques, data collection instruments, data collection procedure and timeline, data analysis instruments and procedures. The chapter concludes with ethical considerations.

[bookmark: _Toc93107586]3.1 Research Design
The study adopted the convergent parallel mixed research design.  This design ensured to capture objective and subjective data. In other words, the study ensured that findings were grounded on participants experiences and also gave a voice to the study population. This design also allowed generation of knowledge with regards to the current Tenga mobile application

[bookmark: _Toc93107587]3.2 Study area or Site 
The study was conducted in selected branches of Atlas Mara in Lusaka, Zambia and its customers. 

[bookmark: _Toc93107588]3.3 Target population 
The study targeted Atlas Mara employees who interact with customers more often and were expected to have more information on matters of customer satisfaction in regard to Tenga Mobile Application. Only those customers with active Tenga Mobile account were included.

[bookmark: _Toc93107589]3.4 Sample Size
The study sampled 89 respondents comprising of 15 employees and 74 customers. The sample estimate was arrived at by the application of Yamane (1967) formula below.
n=N/ (1+Ne2)
Where n=Sample size
N=population
e=margin of error.
Therefore, estimated sample size= n=114/ (1+114(0.05)2)
n=114/1.285=88.7
n=89

[bookmark: _Toc93107590]3.5 Sampling techniques

The study applied purposive and stratified random sampling techniques to select employees from the selected branches of Atlas Mara and staff members in Lusaka. Purposive sampling technique enabled the study to be more adaptive and specific to allow selecting people with information on Tenga Mobile application. On the other hand, stratified random sampling was used to select respondents/customers proportionally. This sampling technique enabled the study to obtain a sample population that best represents the entire population being studied.

[bookmark: _Toc93107591]3.6 Data collection instruments

In this study, data was collected using self-administered questionnaires from respondents in the selected branches of Atlas Mara Lusaka. The questionnaires contained both close-ended and open-ended questions and were designed differently for the two categories of respondents. The questionnaire from both categories of respondents were measured using Likert-type scale, where (a) =strongly disagree and (e) strongly agree.  

[bookmark: _Toc93107592]3.7 Data collection procedure and timeline

The study established the time when most respondents were available for participating in the study. In view of this, arrangements were made on the respondent concerning the time that respondents can complete answering the questionnaire. Respondents were requested to complete the questionnaires within a week. The aim of the research was outlined to all with no pressure placed on individuals to participate. The data was collected  after the ethical committee had approved the proposal.

[bookmark: _Toc93107593]3.8 Data analysis instruments and procedures

Data was analyzed using descriptive and inferential statistics. Descriptive statistics involved the use of table and figures. On the other hand, inferential statistics involved testing the hypotheses in order to measure the variables reliability, tangibility, and content quality, ease of use, convenience and responsiveness. The reason for this was to determine how these variables were related to customer satisfaction with regards to Tenga Mobile Application.   Data analysis was aided by using the Statistical Package for Social Sciences (SPSS). The SPSS is a tool that is used to analyze the data (Langdridge, 2004). 

The data for this study was both quantitative and qualitative. Quantitative data involved testing the hypothesis to determine the linear association of variables. This was later achieved through interpretation, explanations and discussions of results. The responses that were obtained from the questionnaires were coded using objectives as themes. This was then followed by cleaning of data in order to facilitate the analysis. After the data was coded, it was fed into the Statistical Package for Social Sciences (SPSS) application software version 20. The data was analyzed using both descriptive and inferential statistics.  Descriptive statistics involved the analysis of data using frequencies and percentages. With regards to inferential statistics, the correlation coefficient of Karl Pearson was used to determine the relationship of variables that were investigated or measured. Findings in the study were illustrated in figures and tables with an interpretation underneath. 

The study employed Karl Pearson correlation coefficient in order to check the linearity of the association between the variables.  In testing the hypothesis, customer satisfaction was considered to be the outcome variable. The test results were achieved by testing the independent variables that are illustrated in chapter one against this outcome variable. The results from these measurements were presented in correlation tables and results interpreted.  Field, 2012 indicates that the value of correlation should be 0.9 or less in order to prevent the aspect of multi-collinearity to crop up. The highest figure in the study was found to be 0.896 meaning that there were no Multi-collinearity challenges that existed in this research.  

Karl Pearson Correlation Table-Scale
The table below illustrates the reliability test with regards to Tenga Mobile Application and the corresponding customer satisfaction. The Table is designed in such a way that the first columns are serial numbers(S/N) for ordering purposes only. The second columns show the correlation coefficients and the third gives interpretations as stated by Field (2012).




	S/N
	Correlation Coefficient
	Interpretation

	1
	0.10-0.29
	Weak

	2
	0.30-0.49
	Medium

	3
	0.5-1.0
	Strong


Source, Field 2012. 

[bookmark: _Toc93107594]3.9 Ethical Considerations
In this study, ethical considerations were considered at 2 levels.

(i) Ethical principles:  informed consent was obtained from the participants before the study.  The study ensured  that no participant was injured directly or indirectly or both as a result of participating in the study and Justice was observed. The study provided the participants the rights to withdraw.  Due to the Covid 19 pandemic, the study ensured the safety of both the participants and researcher by strictly adhering to all preventive measures as advised by the national guidance.
 
(ii) Ethical rules: the study respected the participants rights to remain anonymous and respected their rights to privacy and confidentiality.  Participants were told the truth about every aspect of the research.
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[bookmark: _Toc524962167][bookmark: _Toc536812234][bookmark: _Toc93107597]4.0 Overview
This chapter focuses on tabular and descriptive statistics. Frequencies are used to present the data that was collected from questionnaires. Each research instrument question is followed by a table of descriptive statistics and a brief interpretation. This chapter is divided into two parts, Part A and Part B respectively.  Part A presents data collected from customers and part B from members of staff.

[bookmark: _Toc93107598]Part A: Customers 
This part contains data for customers who used Tenga Mobile Application. There were 74 customers who received questionnaires and 57 fully responded to the questions. This represents 77% customer response rate. 

[bookmark: _Toc524962168][bookmark: _Toc536812235][bookmark: _Toc93107599]4.1 Socio-Demographic Variables
 Figure 4.1: Sex of Respondents
Source: Field Data 2021
Figure 4.1 looks at the sex of respondents. The frequency shows that of the 57 who answered the question, 31 (54%) were female while 26(46%) were males. From these results it is clear that most respondents who used Tenga Mobile Application were females. 
Figure 4.2: Age of Respondents
Source: Field data 2021

Figure 4.2 looks at the age of respondents. The frequency shows that of the 57 who answered the question, the majority 29(51%) were aged between 31-40, while 16(28%) were aged between 20-30 and 11(19%) were aged between 41-50 years. The remaining 1(2%) were aged 51 years and above. From these results it is clear that most respondents who used Tenga Mobile Application were aged between 31-40 years.












Figure 4.3: Education Attainment of Respondents
Source: Field Data 2021
Figure 4.3 looks at the education attainment of respondents. The frequency shows that of the 57 who answered the question, 20(35%) were certificate holders, equally 20(35%) were diploma holders.  The other 10(18%) were degree holders. The remaining 7(12%) had different varied education attainment. From the findings, it is clear that most respondents were certificate and diploma holders.















Figure 4.4: Occupation of respondents

Source: Field Data 2021

Figure 4.4 looks at the occupation of respondents. The frequency shows that of the 57 who answered the question, the majority 27(47%) of respondents was under informal employment, and 23(40%) indicated any other occupation which included a mixture of formal and informal employment. The remaining 7(12%) were in formal employment. It is clear from the results presented in Figure 4.4 that most respondents were in informal employment. 












[bookmark: _Toc93107600]4.2 Extent to which customers use Tenga mobile application

Table 4.1: To what extent do you use Tenga Mobile application?

	Response 
	Frequency
	Percentage

	To a very great extent
	4
	7

	To a great extent
	8
	14

	To a less extent
	11
	19

	To a moderate extent
	30
	53

	Not to a great extent
	4
	7

	Total 
	57
	100


Source: Field Data 2021

In Table 4.1, the frequency shows that of the 57 who answered the question, 30(53%) stated that they used Tenga Mobile Application to a moderate Extent.  The other 11(19%) stated that it was used to a less extent, 8(14%) to a great extent and 4(7%) to a very great extent.  The remaining 4(7%) stated that Tenga Mobile Application was not used to a great extent.  From these results it is clear that most respondents used Tenga Mobile Application to a moderate extent.  

Table 4.2: How often do you use Tenga Mobile Application?

	Response 
	Frequency
	Percentage

	Always 
	12
	21

	Very Often 
	30
	53

	Sometimes 
	10
	18

	Rarely 
	5
	9

	Total 
	57
	100


Source: Field Data 2021

In Table 4.2, the frequency shows that of the 57 who answered the question, 30(53%) stated that they used Tenga Mobile Application very often.  The other 12(21%) stated that it was used always and 10(18%) indicated that it was used sometimes.  The remaining 5(9%) stated that it was rarely used.  From these results it is clear that Tenga Mobile Application was used very often. 

[bookmark: _Toc93107601]4.3 Challenges faced by customers while using Tenga Mobile Application
Table 4.3: How would you rate the security of money through Tenga Mobile Application?

	Response
	Frequency
	Percentage

	Very poor
	11
	19.3

	Poor
	12
	21.1

	Fair
	15
	26.3

	Good
	10
	17.5

	Very good
	9
	15.8

	Total
	57
	100


Source: Field Data 2021

In Table 4.3 the frequency shows that of the 57 who answered the question, 15(26.3%) indicated that the security of money through Tenga Mobile Application was fair, 12(21.1%) showed poor and 11(19.3%) indicated very poor. The other 10(17.5%) showed good and 9(15.8%) indicated that it was very good. From these results it is clear that security of Tenga Mobile Application was fair.

Table 4.4: How would you rate the privacy of customers’ on Tenga Mobile Application?

	Response
	Frequency
	Percentage

	Very poor
	1
	1.7

	Poor
	3
	5.3

	Fair
	7
	12.3

	Good
	36
	63.2

	Very good
	10
	17.5

	Total
	57
	100


Source: Field Data 2021

In Table 4.4, the frequency shows that of the 57 who answered the question,36(63.2%) indicated that privacy of customers’ Tenga Mobile Application was good, 10(17.5%) showed that it was very good and 7(12.3%) stated that it was fair. The other 3(5.3%) indicated that it was poor and 1(1.7%) showed that it was very poor. From these results it is clear that the privacy of customers ‘using Tenga Mobile Application was good.

Table 4.5: How is the level of confidentiality of customers’ personal information using Tenga Mobile Application?

	Response
	Frequency
	Percentage

	Very poor
	4
	7

	Poor
	5
	8.8

	Fair
	8
	14

	Good
	25
	43.9

	Very good
	15
	26.3

	Total
	57
	100


Source: Field Data 2021

In Table 4.5, the frequency shows that of the 57 who answered the question, the majority of respondents, 25(43.9%) indicated that the rate of confidentiality of customers’ personal information using Tenga Mobile Application was good, 15(26.3%) showed that it was very good and 8(14%) stated that it was fair. The other 5(8.8%) indicated that it was poor and 4(7%) showed that it was very poor. From these results, it is clear that the level of confidentiality of customers’ personal information using Tenga Mobile Application was good.







Table 4.6: Do you agree that information on Tenga Mobile Application is of good quality, clear, simple, precise and understandable?

	Response
	Frequency
	Percentage

	Strongly agree
	12
	21.1

	Agree
	34
	59.6

	Neutral
	7
	12.3

	Disagree
	3
	5.3

	Strongly disagree
	1
	1.7

	Total
	57
	100


Source: Field Data 2021

In Table 4.6, the frequency shows that of the 57 who answered the question, the majority of respondents, 34(59.6%) agreed, 12(21.1%) strongly agreed and 7(12.3%) were uncertain that that information for customers on Tenga Mobile Application is of good quality, clear, simple, precise and understandable. The other 3(5.3%) disagreed and 1(1.7%) strongly disagreed. From these results, it is clear that information on Tenga Mobile Application is of good quality, clear, simple, precise and understandable.

Table 4.7: Lengthy information of Tenga Mobile creates difficulties, mostly avoided and not viewed

	Response
	Frequency
	Percentage

	Strongly agree
	23
	40.4

	Agree
	27
	47.4

	Uncertain
	3
	5.3

	Disagree
	3
	5.3

	Strongly disagree
	1
	1.7

	Total
	57
	100


Source: Field Data 2021

In Table 4.7, the frequency shows that of the 57, who answered the question, the majority of 27(47.4%) agreed, 23(40.4%) strongly agreed and 3(5.3%) were uncertain that lengthy information on Tenga Mobile Application creates difficulties, mostly avoided and not viewed. The other 3(5.3%) disagreed and 1(1.7%) strongly disagreed.  From these results, it is clear that the lengthy information on Tenga Mobile Application created difficulties, mostly avoided and not viewed.

Table 4.8: The awareness level of Tenga Mobile Application is low

	Response
	Frequency
	Percent

	Strongly agree
	14
	24.6

	Agree
	33
	57.9

	Uncertain
	10
	17.5

	Total
	57
	100


Source: Field Data 2021

Table 4.8 looks at whether the awareness of Tenga Mobile Application was low.  The frequency shows that of the 57 who answered the question, the majority of respondents, 33(57.9%) agreed, 14(24.6%) strongly agreed 10(17.5%) were uncertain that the awareness level of Tenga Mobile Application was low. From these results, it is clear that the awareness of Tenga Mobile Application was low. 


Table 4.9: The awareness of Tenga Mobile Application plays an important role in customer satisfaction

	Response
	Frequency
	Percentage

	Strongly agree
	5
	8.7

	Agree
	28
	49.1

	Uncertain
	12
	21.1

	Disagree
	12
	21.1

	Total
	57
	100


Source: Field Data 2021

Table 4.9 looks at the awareness of Tenga mobile application playing an important role in customer satisfaction. The frequency shows that of the 57 who answered the question, the majority of respondents, 28(49.1%) agreed, 12(21.1%) were uncertain, 12(12.1%) disagreed and 5(8.7%) strongly agreed that the awareness of Tenga Mobile Application plays an important role in customer satisfaction. From these results, it is clear that the awareness of Tenga Mobile Application played an important role in customer satisfaction.

Table 4.10: The bank is not doing enough to raise the awareness on the importance of Tenga Mobile Application 

	Response
	Frequency
	Percentage

	Strongly agree
	10
	17.5

	Agree
	36
	63.2

	Uncertain
	7
	12.3

	Disagree
	3
	5.3

	Strongly disagree
	1
	1.7

	Total
	57
	100


Source: Field Data 2021

Table 4.10 looks at the role of the bank in raising awareness on the importance of Tenga Mobile Application. The frequency shows that of the 57 who answered the question, the majority of respondents, 36(63.2%) agreed, 10(17.5%) strongly agreed and 7(12.3%) were uncertain that the bank is not doing enough to raise the awareness on the importance of Tenga Mobile Application. The other 3(5.3%) disagreed and 1 representing 1.7% strongly disagreed. From these results, it is clear that the bank was not doing enough to raise the awareness on the importance of Tenga Mobile Application.

[bookmark: _Toc93107602]4.4 Relationship between Tenga mobile application services and customer satisfaction

[bookmark: _Toc93107603]4.4.1 Relationship between Reliability of Tenga Mobile Application and customer satisfaction 
This correlation sought to determine the relationship between reliability of Tenga Mobile Application and customer satisfaction.
Table 4.11: Correlations on Reliability of Tenga Mobile Application and customer satisfaction 

	
	
	Reliability 
	Customer Satisfaction


	Reliability  
	Pearson correlation
	1
	Dependable:            r=0.841
Accuracy:                 r=0.853

	
	Sig.(2-tailed)
	
	0.000

	Customer Satisfaction
	Pearson correlation

	Dependable:  r=0.841
Accuracy:     r=0.853
	1

	
	Sig.(2-tailed)
	0.000
	


Correlation is significant at the 0.01 level (2-tailed), n=57

It is evident from Table 4.11 that when reliability was correlated with customer satisfaction, it was positively and statistically significant (r=0.841; 0.853; p<0.000). This was in view of dependability and accuracy of Tenga Mobile Application. 

[bookmark: _Toc93107604]4.4.2 Relationship between Tangibility of Tenga Mobile Application and customer satisfaction 
This correlation sought to determine the relationship between Tangibility of Tenga Mobile Application and customer satisfaction. 

Table 4.12: Correlations on Tangibility of Tenga Mobile Application and customer satisfaction 
	
	
	Tangibility
	Customer Satisfaction


	Tangibility 
	Pearson correlation
	1
	Visually appealing: r=0.826

	
	Sig.(2-tailed)
	
	0.000

	Customer Satisfaction
	Pearson correlation

	Visually appealing:  r=0.826

	1

	
	Sig.(2-tailed)
	0.000
	


Correlation is significant at the 0.01 level (2-tailed), n=57
It is evident from Table 4.12 that when tangibility was correlated with customer satisfaction, it was positively and statistically significant (r=0.826; p<0.000). This was in view of visually appealing of Tenga Mobile Application. 

[bookmark: _Toc93107605]4.4.3 Relationship between Content quality of Tenga Mobile Application and customer satisfaction 
This correlation sought to determine the relationship between content quality of Tenga Mobile Application and customer satisfaction. 

Table 4.13: Correlations on content quality of Tenga Mobile Application and customer satisfaction 
	
	
	Content quality
	Customer Satisfaction


	Content quality
	Pearson correlation
	1
	Content quality: r=0.857

	
	Sig.(2-tailed)
	
	0.000

	Customer Satisfaction
	Pearson correlation

	Content quality:  r=0.857

	1

	
	Sig.(2-tailed)
	0.000
	


Correlation is significant at the 0.01 level (2-tailed), n=57

It is evident from Table 4.13 that when content quality was correlated with customer satisfaction, it was positively and statistically significant (r=0.857; p<0.000). This was in view of content quality of Tenga Mobile Application. 

[bookmark: _Toc93107606]4.4.4 Relationship between easy use of Tenga Mobile Application and customer satisfaction 
This correlation sought to determine the relationship between easy use of Tenga Mobile Application and customer satisfaction. 








Table 4.14: Correlations on easy use of Tenga Mobile Application and customer satisfaction 

	
	
	Easy to use
	Customer Satisfaction


	Easy to use
	Pearson correlation
	1
	User friendly: r=0.962

	
	Sig.(2-tailed)
	
	0.000

	Customer Satisfaction
	Pearson correlation

	Easy to use  r=0.962

	1

	
	Sig.(2-tailed)
	0.000
	


Correlation is significant at the 0.01 level (2-tailed), n=57

It is evident from Table 4.14 that when ease of use was correlated with customer satisfaction, it was positively and statistically significant (r=0.962; p<0.000). This was in view of Easy to use of Tenga Mobile Application. 

4.4.5 Relationship between Convenience of Tenga Mobile Application and customer satisfaction 
This correlation sought to determine the relationship between convenience of Tenga Mobile Application and customer satisfaction. 








[bookmark: _Toc90627949]Table 4.15: Correlations on convenience of Tenga Mobile Application and customer satisfaction 

	
	
	Convenience
	Customer Satisfaction


	Convenience
	Pearson correlation
	1
	Convenience: r=0.736

	
	Sig.(2-tailed)
	
	0.000

	Customer Satisfaction
	Pearson correlation

	Convenience  r=0.736

	1

	
	Sig.(2-tailed)
	0.000
	


Correlation is significant at the 0.01 level (2-tailed), n=57

It is evident from Table 4.15 that when convenience was correlated with customer satisfaction, it was positively and statistically significant(r=0.736; p<0.000). This was in view of convenience of Tenga Mobile Application.

[bookmark: _Toc93107607]4.4.6 Relationship between Responsiveness of Tenga Mobile Application and customer satisfaction 
This correlation sought to determine the relationship between responsiveness of Tenga Mobile Application and customer satisfaction. 

Table 4.16: Correlations on responsiveness of Tenga Mobile Application and customer satisfaction 

	
	
	Responsiveness
	Customer Satisfaction


	Responsiveness
	Pearson correlation
	1
	Responsiveness: r=0.835

	
	Sig.(2-tailed)
	
	0.000

	Customer Satisfaction
	Pearson correlation

	Responsiveness:  r=0.835
	1

	
	Sig.(2-tailed)
	0.000
	


Correlation is significant at the 0.01 level (2-tailed), n=57

It is evident from Table 4.16 that when responsiveness was correlated with customer satisfaction, it was positively and statistically significant(r=0.835; p<0.000). This was in view of responsiveness of Tenga Mobile Application. 

[bookmark: _Toc93107608]Part B: Members of Staff 
This part contains data for selected members of staff from Atlas Mara Branches.  There were 15 staff members who received questionnaires and all of them were fully answered. This represents 100% staff response rate. 

[bookmark: _Toc93107609]4.5 Socio-Demographic Variables
 Figure 4.5: Sex of Respondents
    Source: Field Data 2021

Figure 4.5 looks at the sex of respondents. The frequency shows that of the 15 who answered the question, most responds 8(53%) were female while 7 (47%) were males. From these results it is clear that most respondents were females. 






Figure 4.6: Age of Respondents

Source: Field Data 2021

Figure 4.6 looks at the age of respondents. The frequency shows that of the 15 who answered the question, the majority 8(53.3%) were aged 31-40, while 4(26.7%) were aged 20-30 and 2(13.3%) were aged between 41-50 years. The remaining 1(5.7%) were aged 51 years and above. From these results it is clear that most respondents were aged 31-40.








Figure 4.7: Education Attainment of respondents
Source: Field Data 2021

Figure 4.7 looks at the education attainment of respondents. The frequency shows that of the 15 who answered the question, the majority 8(53.3%) were undergraduate degree holders or equivalent. The other 4(26.7%) were diploma holders. The remaining 3(20%) attained masters’ qualification. From these results it is clear that most staff members were undergraduate degree holders. 

[bookmark: _Toc93107610]4.6 Extent to which customers use Tenga mobile application
Table 4.17: To what extent do your customers use Tenga Mobile application?

	Response 
	Frequency
	Percentage

	To a very great extent
	1
	6.7

	To a great extent
	2
	13.3

	To a less extent
	3
	20

	To a moderate extent
	8
	53.3

	Not to a great extent
	1
	6.7

	Total 
	15
	100


Source: Field Data 2021

In Table 4.17, the frequency shows that of the 15 who answered the question, 8(53.3%) stated that customers used Tenga Mobile Application to a moderate extent. The other 3(20%) stated that it was used to a less extent, 2(13.3%) to a great extent and 1(6.7%) to a very great extent.  The remaining 1(6.7%) stated that Tenga Mobile Application was not used to a great extent. From these results it is clear that most respondents used Tenga Mobile to a moderate extent.  

Table 4.18: How often do your customers use Tenga Mobile Application?

	Response 
	Frequency
	Percentage

	Always 
	3
	20

	Very Often 
	9
	60

	Sometimes 
	2
	13

	Rarely 
	1
	7

	Total 
	15
	100


Source: Field Data 2021

In Table 4.18, the frequency shows that of the 15 who answered the question, 9(60%) stated that customers used Tenga Mobile Application very often.  The other 3(20%) stated that it was always used and 2(13%) indicated that it was used sometimes.  The remaining 1(7%) stated that it was rarely used.  From these results it is clear that Tenga Mobile Application was used very often. 










[bookmark: _Toc93107611]4.7 Challenges faced by customers while using Tenga Mobile Application
Table 4.19: How would you rate the security of money through Tenga Mobile Application?

	Response
	Frequency
	Percent

	Very poor
	1
	6.7

	Poor
	1
	6.7

	Fair
	4
	26.7

	Good
	7
	46.7

	Very good
	2
	13.3

	Total
	15
	100


Source: Field Data 2021

In Table 4.19, the frequency shows that of the 15 who answered the question, 7(46.7%) indicated that the security of money through Tenga Mobile Application was good, 4(26.7%) showed that it was fair and 2(13.3%) indicated that it was very good. The other 1(6.7%) showed that it was poor. The remaining 1(6.7%) indicated that it was very poor. From these results it is clear that security of money through Tenga Mobile Application was good.

Table 4.20: Do you agree that information for your customers on Tenga Mobile Application is of good quality, clear, simple, precise and understandable?

	Response
	Frequency
	Percent

	Strongly agree
	11
	73.3

	Agree
	2
	13.3

	Neutral
	1
	6.7

	Disagree
	1
	6.7

	Total
	15
	100


Source: Field Data 2021

In Table 4.20, the frequency shows that of the 15 who answered the question, the majority of respondents, 11(73.4%) strongly agreed, 2(13.3%) agreed and 1(6.7%) was neutral and 1(6.7%) disagreed.   From these results, it is clear that information for customers on Tenga Mobile Application was of good quality, clear, simple, precise and understandable.  

Table 4.21: The awareness of Tenga Mobile Application plays an important role in customer satisfaction

	Response
	Frequency
	Percentage

	Strongly agree
	2
	13.3

	Agree
	12
	80

	Disagree
	1
	6.7

	Total
	15
	100


Source: Field Data 2021

In Table 4.21, the frequency shows that of the 15 who answered the question, the majority of respondents, 12(80%) agreed, 2(13.3%) strongly agreed and 1(6.7%) disagreed that the awareness of Tenga Mobile Application plays an important role in customer satisfaction. From these results, it is clear that the awareness of Tenga Mobile Application played an important role in customer satisfaction.












[bookmark: _Toc93107612]CHAPTER FIVE
[bookmark: _Toc93107613]DISCUSSION OF FINDINGS
[bookmark: _Toc93107614]5.0 Overview
This chapter discusses the findings on Tenga mobile Application and customer satisfaction in selected Atlas Mara Bank branches in Lusaka. 
. 
[bookmark: _Toc93107615]5.1 Response rate
In this study, a total of 89 questionnaires were self-administered to both Tenga Mobile Application customers and selected members of staff from Atlas Mara branches and 72 were fully answered representing an overall 81% response rate. This was composed of 74 customers who received questionnaires of which 57 were answered representing 77% customer response rate and 15 members of staff who all answered representing 100% staff response rate respectively.

[bookmark: _Toc93107616]5.2 Socio-Demographic Variables
The findings revealed that most customer respondents who used Tenga Mobile Application were females. Similarly, most members of staff who responded were females. The frequency in Figure 4.1 shows that 54% of customer respondents were females while 46% were males. With regards to members of staff, Figure 4.5 shows that 53% of respondents who were members of staff were female.   The findings revealed that most respondents who used Tenga Mobile Application were aged between 31-40 of which the majority was certificate and diploma holders and under informal employment. This result differs from Gomachab et al., (2018) study on the impact of mobile banking on customer satisfaction in Namibia whose study revealed that most respondents who were FNB customers, were aged below 25 years. This implies that most customers who used mobile banking application in Namibia were youths as young as or less than 25 years. This category could cover tertiary educations and secondary school pupils. Figure 4.3 shows that of 35% were certificate holders and, equally 35% were diploma holders.  Onyebushi et al study on mobile banking and adoption challenges in Nigeria (2016) equally differs from the current study whose findings revealed that the aged used mobile banking more as compared to the middle aged.

However, education attainment of members of staff was different from customers of Tenga Mobile Application. With regards to members of staff most of them as indicated in  figure 4.7 were undergraduate degree holders compared to Customers in figure 4.3 whose higher qualification were certificate and diploma.  In Figure 4.2, the frequency shows that of the majority 51% were aged 31-40. Similarly, the majority 53.3% of members of staff were equally aged 31-40 as indicated in Figure 4.6. 

[bookmark: _Toc93107617]5.3 Extent to which customers use Tenga mobile application

The study found that   Customers used Tenga Mobile Application to a moderate extent.  In Table 4.1, the majority 53% stated that customers used Tenga Mobile Application to a moderate Extent. However, Tenga Mobile Application was used very often. In Table 4.2, 53% of respondents stated that customers used Tenga Mobile Application very often.  Staff members in table 4.21 indicated that 53% stated that customers used Tenga Mobile Application to a moderate extent. However, both customers (53%) and staff members (60%) indicated that Tenga mobile Application was used very often as indicated in Table 4.2 and Table 4.22 respectively.

This is consistent in parts with Efemini et al., (2015) study on the Product Importance and involvement measurement using a mobile banking perspective in Switzerland whose results indicates that  the average usage was 2-3 times a week. Although the current app appeared to be a complete tool, there was a need to include other features. More than a half the population was described as having an enduring importance towards the product. Additional finding suggests that the mobile banking market could be described as being in a mature stage with few new adopters.  However, the number of usages was more specific in Efemini et al., (2015) unlike the current study where the frequency was described in general terms.  

It was also interesting to know that the extent of use was much higher during Covid-19 as most financial transactions were conducted online. Though this was not the focus of the study, it was an important discovery. The study by Katema (2020) in Ethiopia revealed that Covid-19 pandemic led to an increase in mobile banking services which became a new normal and necessity for users of financial services.  

However, Katema et al., (2019) study on factors that influence the adoption of mobile banking in Kitwe commercial banks revealed that the extent of using mobile banking services largely depended on demand at a particular time.  Lungu et al., study found that mobile banking enabled customers to access funds any time they want, and also considered it a cost-effective way to provide banking services to the unbanked.  This implies the extent was determined by need and cost that customers incurred on transactions unlike the current study whose findings were classified into general terms such as “very often”.

Mwenda (2020), study on the impact of electronic banking as a channel of service delivery at Atlas mara bank, Luanshya branch in Zambia argues that the low-level usage and low level of trust could be attributed to limited knowledge on awareness of the Mobile application.   Mwenda found that the Automated teller machine was a preferred channel of electronic banking services by customers due to convenience to access funds. The study also found a lack of knowledge and trust on how to use electronic services and this affected the usage.  The study further revealed that low usage and adoption of electronic banking in the bank was as a result of lack of Customer trust due to system unavailability caused by power outages. Nevertheless, the current study has different findings because the use of Tenga Mobile Application was found to be of good quality.

[bookmark: _Toc93107618]5.4 Challenges faced by customers while using Tenga Mobile Application

The study revealed that security of Tenga Mobile Application was fair. This is evident in Table 4.3, where the majority 26.3% indicated that the security of money through Tenga Mobile Application was fair. The study further found that the privacy of customers’ Tenga Mobile Application was good.  Table 4.4 shows that, most respondents 63.2% indicated that privacy of customers’ Tenga Mobile Application was good. This implies that confidentiality was assured and experienced. In Table 4.5, the study found that 43.9% of respondents indicated that the rate of confidentiality of customers’ personal information using Tenga Mobile Application confidentiality was good.  

The study further reveled in Table 4.6 that the majority 59.6% of respondents agreed that information for customers on Tenga Mobile Application is of good quality, clear, simple, precise and understandable. This is also true in Table 4.20, where the frequency shows that of the 15 who answered the question, the majority of respondents 73.3% strongly agreed, that information for customers on Tenga Mobile Application was of good quality, clear, simple, precise and understandable.  From these results, it is clear that information for customers on Tenga Mobile Application was of good quality. 

This is in conformity with Kaulu, et al., (2018) study on the effectiveness of Xapit electronic and mobile banking in Zambia where it was found that   Xapit was effective in-service delivery (from user’s responses on a 5-point Likert scale). This implies that the services were of good quality. Similarly, in the current study concerning Tenga Mobile Application, good quality services imply that services were effective.  

Although  the application was found to be of good quality, the study found that the lengthy Tenga Mobile Application information created difficulties, mostly avoided and not viewed. Table 4.7 indicates that most respondents 47.4% agreed, that lengthy Tenga Mobile Application information creates difficulties, mostly avoided and not viewed. From the above analysis it can be argued that customers prefer not to spend more time and energy analyzing information.  This makes their operating difficult.  Gunawardana et al (2015) argued that customers tend to avoid systems which demand additional physical and mental effort.  This agrees with Sajid et al., (2021) that  suggests that managers should not lack behind to formulate quick access and user-friendly applications in order to build trust and customer satisfaction.  Customers are particularly intrigued by information quality that may include but not limited to correctness of information, timeliness and sufficiency. 

 The findings of the study further revealed that there was low awareness of Tenga Mobile Application. In Table 4.12 the majority of respondents 57.9% agreed that the awareness level of Tenga Mobile Application was low, although it  plays an important role in customer satisfaction. This is evident in Table 4.13, where the majority of respondents, 49.1% agreed that the awareness of Tenga Mobile Application plays an important role in customer satisfaction. 

These results are in conformity in some parts with Ngango et al, (2015) study of banking Institutions in Rwanda, whose findings revealed that Electronic banking system had a great impact on bank performance. This was because of increased profitability, reduction in bank cost of operations, and increase bank asset and bank efficiency. It could be that some Clients of Tenga Mobile Application considered the application as a great enabler as far as conducting online banking was concerned. 

These findings are further supported by Simuchimba, (2011) study on self-service banking technologies in Zambia whose results revealed that most Clients especially in Zambia used ATMs more than other electronic banking services such as mobile and internet banking and this was mainly due to the costs associated with them. However, Simuchimba argued that, even though ATMs were not very much generally accepted, in other countries especially in developed countries, internet and mobile banking services were widely used and adopted by the majority compared to the usage of ATMs. This was attributed to the   likely exposure to physical risks.  

However, the study as indicated by customers found that the bank was not doing enough to raise the awareness on the importance of Tenga Mobile Application. In Table 4.14, the majority 63.2% agreed that the bank was not doing enough to raise the awareness on the importance of Tenga Mobile Application. Equally in Table 4.21, the majority 80% staff agreed that the awareness of Tenga Mobile Application played an important role in customer satisfaction.

These findings are supported in parts by Simuchimba (2011) study on Exploring Information Seeking Behaviour of Users of Self-Service Banking Technologies in Zambia where he found that Self-Service Banking Technologies users lacked adequate information for them to effectively use the banking services.  This may imply that some customer who used Tenga Mobile Application where not aware of detailed information about Tenga Mobile Application.  As a result, it was difficult for them to consistently use it.  This is also supported by Lema (2017) whose study on factors influencing the adoption of mobile financial services found that that mobile financial service was positively related to individual awareness, perceived usefulness, perceived benefits but it is negatively related to cost effects.  

Nevertheless, these findings are not consistent with Naimat (2013) study on the effects of trust in adoption of internet banking in Nigeria whose results revealed that  there was low-level of trust in the security measures of internet banking technology and the capability of internet banking systems to protect privacy including banking systems in Nigeria.  The study further found that the issues that inhibited the development of online banking in Nigeria were lack of trust, security, poor infrastructure and information communication technology. Impliedly, it could be suggested that the customers of Tenga Mobile Application did not have much issues with regards to security. 

[bookmark: _Toc93107619]5.5 Relationship between Tenga mobile application services and customer satisfaction
[bookmark: _Toc93107620]5.5.1 Relationship between Reliability of Tenga Mobile Application and customer satisfaction 

The study revealed that there was a positive relationship between Reliability of Tenga Mobile Application and customer satisfaction. In Table 4.11, when reliability was correlated with customer satisfaction it was positively and statistically significant (r=0.841; 0.853; p<0.000). This was in view of dependability and accuracy of Tenga Mobile Application.  From this revelation, reliability can be seen to be an important dimension of service of mobile banking.   According to Zhang et al., (2019) Reliability is examined as one of the basic elements of service quality that significantly pretend customer satisfaction. It is indispensable that business firms pronounce the service exactly in the first position.  There are some fundamental elements of reliability that are necessary for returning customers in the banking industry. For instance, process the order timely, keep financial records safely, offer the financial information exactly and deliver the service certainly.  Reliability of banking industry service influences on customer satisfaction positively. This is consistent with Sampaio, et al., (2017) on Apps for Mobile Banking and Customer Satisfaction using a Cross Cultural Study in Brazil, India and the United States of America (USA). The study found that the benefits offered by mobile banking were positively related to customer satisfaction. Additionally, three consequences of customer satisfaction were analyzed: trust, loyalty and positive word-of-mouth. The practical implication of this study was that it could be useful for banks to understand perceived justice.  It can be concluded therefore that having a reliable mobile banking application can in turn provide a greater customer loyalty, provide more value to customers.

[bookmark: _Toc93107621]5.5.2 Relationship between Tangibility of Tenga Mobile Application and customer satisfaction 

The results indicate that Tangibility of Tenga Mobile Application was positively related to customer satisfaction. In Table 4.12, when tangibility was correlated with customer satisfaction, it was positively and statistically significant(r=0.826; p<0.000). This was in view of visually appealing of Tenga Mobile Application.  Similarly, this is consistent with Sampaio, et al., (2017) on Apps for Mobile Banking and Customer Satisfaction using a Cross Cultural Study in Brazil, India and the United States of America (USA). The study found that the benefits offered by mobile banking were positively related to customer satisfaction. Additionally, three consequences of customer satisfaction were analyzed: trust, loyalty and positive. Tangibility can be said to be the visible aspects of a service.  These may include physical facilities, appearances of personnel or equipment’s.  As such it is a very important factor in determining the level of service quality perception among customers.  Customers will be naturally attracted by what they see as such organizations should ensure to do their best.  From the findings it is evident that tangibility is significant for affecting the pre purchase behavior perceived customer satisfaction in banks.

[bookmark: _Toc93107622]5.5.3 Relationship between Content quality of Tenga Mobile Application and customer satisfaction 

There was a positive correlation between content quality of Tenga Mobile Application and Customer satisfaction.  In Table 4.13, when content quality was correlated with customer satisfaction, it was positively and statistically significant(r=0.857; p<0.000).  This conforms with Sampaio, et al.,(2017) study in Americas whose results revealed that the benefits offered by mobile banking were positively related to customer satisfaction. This was attributed to trust, loyalty and positive words spoken by the words of the mouth. Though Mvula, (2019) study showed that customers had a positive perception towards service delivery on FNB mobile Banking, this was consistent with quality of services provided.  Mvula 2019 further indicates that customers in the electronic banking channels were satisfied with electronic banking products because they were of good quality. Content quality can be said to be one that answers all the doubts and queries of customers in a single spot.  As such this helps attract the right audience of the product being sold.  If customers find the contents valuable, they are more likely to share and use it.  It can be concluded therefore that content quality is of importance and can give rise to customer recommendations thereby increase the profits of the organization.  It can also improve public image and give a rich customer experience.  

[bookmark: _Toc93107623]5.5.4 Relationship between Easy Use of Tenga Mobile Application and customer satisfaction 

The study found a positive correlation between easy use of Tenga Mobile Application and customer satisfaction.  In Table 4.14, when ease of use was correlated with customer satisfaction, it was positively and statistically significant(r=0.962; p<0.000). This was in view of the application that was found to be user friendly to customers.  The ease of use attribute refers to the user’s perspective and their assessment of effortless use of online banking (Alhassany and Faisal, 2018). This is consistent with  Migwi (2017) study on effects of mobile banking strategies on customer satisfaction in the Kenyan banking industry whose findings indicates that  the product was easy to use.  As seen, ease of use can be seen as an important aspect of customer usage of computer technologies like online banking and it is particularly important for new users.  This is further supported by Sampaio, et al., (2017) study in Americas whose results revealed that the benefits offered by mobile banking were positively related to customer satisfaction. This is further consistent with Sakala and Phiri (2019) study on Factors Affecting Adoption and Use of Mobile Banking Services in Zambia Based on Technology Acceptance Model (TAM).  Sakala et al found that there was a significant positive relationship between perceived ease of use, perceived usefulness, user attitude, external variables, user intention and system use. Equally, Tenga Mobile Application was found to be user-friendly by the customers. From the above findings it can be concluded that the easier a product application of software is to use; the more customers will be reached and the more likely a broader range of customers it may attract.  This should in tern enable the bank or any organization reach higher customer engagement level. An easy to use application can build a direct and personalized marketing channel and offer valuable consumer insights. Numerous studies have identified that ease of use positively relates to customer satisfaction, therefore it can be stated that ease of use attribute has a significant relationship and positively impacts customer satisfaction.

[bookmark: _Toc93107624]5.5.5 Relationship between Convenience of Tenga Mobile Application and customer satisfaction 

The result indicates that Tenga Mobile Application was convenient to customers. In   Table 4.15, when convenience was correlated with customer satisfaction, it was positively and statistically significant(r=0.736; p<0.000). Convenience which can be described as a state of being able to proceed with something without difficulties is very important to customers as can be deduced from the findings.  As such it can be argued that Mobile banking allows the customer to access the bank portal 24/7 from any location resulting in a high degree of convenience. Therefore, online banking is beneficial to customers due to cost savings, space and time it offers, instant response to issues, and improved service delivery, which allows convenient use of the services.   This also agrees with Mulundano (2017) who argues that mobile phone payment systems in the real time principle will provide convenience to user of this mobile banking service. This agrees with Sampaio, et al., (2017) study in Americas whose results revealed that the benefits offered by mobile banking were positively related to customer satisfaction.  This implies that customers found it convenient when using the applications. This is further supported by Gomachab et al.,(2018) study on the impact of mobile banking on customer satisfaction in Namibia whose results indicates that mobile banking services in the banking sector had an overall satisfaction rate of 75 % which is said to be reliable, convenient, cost effective and available on different mobile networks. Mwaba (2021) findings are also in agreement with the current study findings. The study also revealed that convenience (perceived usefulness & perceived ease of use) played an important role in the adoption of mobile banking.  It can be argued therefore that services should be targeted to suit the convenience of customers who will in turn be satisfied and maintain accounts with the bank.  The modern consumer behavior prioritizes convenience and applications that make that available at customer’s fingertips are at an advantage.  It is also one way of boosting the organizations return on Investment in many ways.  Furthermore, convenience of mobile banking and customer satisfaction are closely linked, and the customer satisfaction level can be enhanced with an improvement in the degree of convenience to mobile banking users. Therefore, based on the literature it can be postulated that convenience has a significant impact on customer satisfaction.

[bookmark: _Toc93107625]5.5.6 Relationship between Responsiveness of Tenga Mobile Application and customer satisfaction 

The Tenga Mobile Application system was found to be responsive to the customers or users. In Table 4.16, when convenience was correlated with customer satisfaction, it was positively and statistically significant(r=0.835; p<0.000). Responsiveness is the feelings and capability of the organization to support the customers and offer the quick services (Othman and Owen 2001).  According to the findings it can be concluded that when members of staff are readily available to offer prompt services to the customer it satisfies them.  Sardana and Bajpai (2020) stated in their research findings that responsiveness has been the critical in gratifying the expectation of customers in the Indian e-banking service.  This is supported by Sampaio, et al., (2017) study in Americas whose results revealed that the benefits offered by mobile banking were positively related to customer satisfaction.  This implies that customers found the Bank to be friendly in terms of attending to queries of Tenga Mobile Customers. This study can therefore conclude that Responsiveness has positive influence on customer satisfaction in the mobile banking services.
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[bookmark: _Toc93107627]CONCLUSION AND RECOMMENDATIONS

[bookmark: _Toc93107628]6.0 Overview
This chapter will give a conclusion and recommendations of the study.

[bookmark: _Toc536812250][bookmark: _Toc93107629][bookmark: _Toc501612004][bookmark: _Toc533723009]6.1 Conclusion
The study found that customers used Tenga Mobile Application to a moderate extent.  However, Tenga Mobile Application was used very often. Similarly, most staff members also indicated that Tenga Mobile Application was used to a moderate extent.  

The study revealed that security of Tenga Mobile Application was fair. The study further found that the privacy of customers’ Tenga Mobile Application was good. The results showed that information for customers on Tenga Mobile Application is of good quality, clear, simple, precise and understandable and timely. Despite being of good quality, the study found that the lengthy Tenga Mobile Application information created difficulties, mostly avoided and not viewed. 

The findings revealed that there was low awareness of Tenga Mobile Application although it plays an important role in customer satisfaction. However, the study as indicated by customers found that the bank was not doing enough to raise the awareness on the importance of Tenga Mobile Application. In Table 4.14, the majority 63.2% agreed that the bank was not doing enough to raise the awareness on the importance of Tenga Mobile Application although most staff members acknowledged that awareness of Tenga Mobile Application plays an important role in customer satisfaction.  

The study revealed that there was a positive relationship between customer satisfaction and Reliability (r=0.841; 0.853; p<0.000). Tangibility (r=0.826; p<0.000), content quality (r=0.857; p<0.000), easy use (r=0.962; p<0.000), convenient (r=0.736; p<0.000) and responsiveness (r=0.835; p<0.000) of Tenga Mobile Application.  This is supported by Sampaio, et al., (2017) study in Americas whose results revealed that the benefits offered by mobile banking were positively related to customer satisfaction. This implies that customers were generally satisfied with Tenga Mobile Application despite some few challenges. 

For any business to survive, it depends highly on customers and there satisfaction especially in the service industry.  From the study, it is important to conclude that a Customer is considered to be the center of concern in every business; as such the researchers and the business personnel are highly interested in customer satisfaction. Higher customer satisfaction yields strong relationships and reliable relationship results in long-term relationship through motivation and intentions. Here, customer purchase intentions are of greater concern, and the study assessed theTenga mobile application with parameters such as tangibility, content quality ease of use , reliability, convenience and  responsiveness on customer purchase intention with the mediating role of customer satisfaction.

























[bookmark: _Toc501612005][bookmark: _Toc533723010][bookmark: _Toc536812251][bookmark: _Toc93107630]6.2 Recommendations
The study developed the following recommendations originating from the study:
1.  Atlas Mara management should raise awareness on the benefits of mobile banking services that include financial inclusion, easy access to mobile banking services and convenience in performing transactions. This can possibly be achieved by physically educating customers on how to use mobile banking applications at the time the customers visit the bank and not just by using brochures.  This will make the operations less complex for customers and increase the adoption level of the Tenga Mobile Application. A massive awareness program should also be encouraged to publicize the purpose and benefits of the mobile banking system.  This can be done through different platforms such as radio, billboards, fliers, social media and television adverts.

According to the ZICTA (2017) statistics, the Zambian population of about 16 million has 13.4 million mobile subscribers representing a penetration rate of about 81.92percent. These statistics imply that the telecommunications sector is near saturation. With these statistics it is evident that mobile banking in Zambia has great potential for growth.  With massive awareness programs stated above, the bank has potential to attract even more unbanked customers which will in turn increase its revenue base and gain more market share.

2. Management should engage in continuous improvement of the operating systems used in service delivery services.   Having regular customer feedback is one way necessary to help serve the customer better.  For example, the study has revealed that lengthy Tenga Mobile information is usually avoided and not viewed.  Getting regular feedback can help management find out the expectations of customers and also if they are satisfied with current services.  With such knowledge the bank can improve to better serve the customer.

Management should invest in Research and Development (R&D) as a way of effecting continuous improvement.  This will provide powerful knowledge and insights, leading to improvements to the existing processes where efficiency can be increased and costs reduced.  This will also allow the business to develop new products and services to allow it to survive and thrive in the competitive market.

3.  The Bank should introduce a service quality model that will allow managers to effectively monitor the service quality offered in all the branches.  This will ensure an excellent service at all times thereby increase market share as regard to the mobile banking application.

4.  The bank should invest in Up-to-date technologies in digital banking applications to always be technologically present in this competitive edge.  Mobile applications are one of the major elements of modern technology that are consistently changing how consumers shop and satisfy their needs.  With the increasing pace of technological advancement, consumer expectations also grow and for this reason the bank needs to invest in up-to-date technologies.  Mobile applications are often a great channel for meeting these expectations. 
This can also save on operational costs or Constant expenditure like staff salaries, office rent, maintenance of equipment and tons of paper.  Digital infrastructure and electronic files results in optimized cost structure and higher profits.

5. The bank should invest in skilled manpower and ICT experts’ in order to stop and prevent fraudulent personnel and hackers from manipulating the bank data and stealing from bank/mobile accounts.   These experts will also ensure network failures and breakdowns are avoided. This will ensure customer confidence is maintained.

6. The cashless policy should be vigorously pursued to discourage carrying of huge amounts of cash by customers.  If such policies are implemented more customers will take interest in mobile banking and encouraged to register.

7. Managers to continuously evaluate the parameters that enhance customer satisfaction in order to increase customer awareness of their ability to provide high quality and emerging mobile banking services.
[bookmark: _Toc536281520][bookmark: _Toc536812256]

[bookmark: _Toc93107634]6.3 Areas for future research

[bookmark: _Toc93107635]This study has laid down the foundation by bringing out findings on Factors Affecting Tenga Mobile Application on customer satisfaction in selected Atlas Mara Branches. This study has not addressed the views of other commercial banks using the same research topic.  Therefore, there is need to conduct a similar study using other commercial banks and compare the results. 
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APPENDIX I: QUESTIONNAIRE FOR STAFF MEMBERS

UNIVERSITY OF ZAMBIA AND ZIMBABWE OPEN UNIVERSITY

Topic: An assessment of Tenga mobile application and customer satisfaction in selected branches of Atlas Mara Bank.   Lusaka, Zambia.

I am a student at the University of Zambia and Zimbabwe Open University carrying out a research on the reference topic above as a partial fulfillment for the award of master’s degree in Business Administration. I seek to get your opinion about the issue in question to facilitate the study.

Your opinion will be highly confidential and specifically used for academic purposes. Your personal identification either by name or residential address will not be required.

Please be assured that the information obtained from you will be treated with the utmost confidentiality.

Your time and co-operation will be appreciated.

Yours faithfully,
Tionenji Ngwenya

Instructions
· Read and understand the questions carefully before answering 
· These questions should be completed by staff members only
· Please give answers that apply to you by ticking “√” in the appropriate boxes in the response column





Section A: Social- Demographic Variables
1. Sex
a. Male [  ]
b. Female [  ]

2. Age
a. 20-30 [   ]
b. 31-40 [   ]
c. 41-50 [    ]
d. 51 and above [   ]

3. Education
a. Secondary [  ]
b. Diploma [  ]
c. Degree [  ]
d. Postgraduate [  ]

4. Length of service at the bank
a. Less than 3 years
b. 4-7 years [  ]
c. 8-11 years [  ]
d. More than 11 years [  ]
e. Any other please specify…………………………….

Section B: Extent to which customers use Tenga mobile application
5. To what extent do your customers use Tenga Mobile application?
a. To a very great extent [  ]
b. To a great extent  [  ]
c. To a less extent  [  ]
d. To a moderate extent  [  ]
e. Not to a great extent  [  ]
f. Any other specify…………………………………………………………….


6. How often do your customers use Tenga Mobile Application?
a. Always [ ]
b. Often [ ]
c. Sometimes [  ]
d. Rarely [  ]
e. Any other, please specify………………………………………………………..

Section C: Challenges faced by customers while using Tenga mobile application
7. How would you rate the privacy of customers’ Tenga Mobile Application?
      a. Very poor[     ]
b. Poor [     ]
c. Fair  [     ]
d. Good [     ]
e. Very good [  ]

8. How is the level of confidentiality of customers’ personal information using Tenga Mobile Application?
a. Very poor[     ]
b. Poor [     ]
c. Fair  [     ]
d. Good [     ]
e. Very good [  ]

9. How would you rate the security of money through Tenga Mobile Application?
a. Very poor[     ]
b. Poor [     ]
c. Fair  [     ]
d. Good [     ]
e. Very good [  ]
f. Any other comment please specify…………………………………….


10. Do you agree that information for your customers on Tenga Mobile Application is of good quality, Clear, simple, precise and understandable? 
a. Strongly agree [  ]
b. Agree [  ] 
c. Somewhat agree [  ]
d. Disagree [  ]
e. Strongly disagree [  ]
f. Any other, please specify…………………………..

11. Do you agree that the lengthy information creates difficulty and is mostly avoided by your customers?
a. Strongly agree [  ]
b. Agree [  ] 
c. Somewhat agree [  ]
d. Disagree [  ]
e. Strongly disagree [  ]
f. Any other, please specify………………………….

12.  How is the awareness level of Tenga Mobile Application by your customers?
a. Very high [  ]
b. High [  ] 
c. Somewhat high [  ]
d. Not very high [  ]
e. Not high [  ]
f. Any other, please specify………………………….

13.  Do you agree that the awareness of Tenga Mobile Application plays an important role in customer use?
a. Strongly agree [  ]
b. Agree [  ] 
c. Somewhat agree [  ]
d. Disagree [  ]
e. Strongly disagree [  ]
f. Any other, please specify………………………….
14.  Do you agree that the Bank management is doing enough to raise the awareness on the importance of Tenga Mobile Application services?
a. Strongly agree [  ]
b. Agree [  ] 
c. Somewhat agree [  ]
d. Disagree [  ]
e. Strongly disagree [  ]
f. Any other, please specify………………………….


Section D: Relationship between Tenga mobile application and customer satisfaction
Reliability
15. Do you agree that Tenga Mobile Application is dependable in handling customer service problems?
a. Strongly agree [  ]
b. Agree [  ]
c. Somewhat agree [  ]
d. Disagree [  ]
e. Strongly disagree [  ]

16. Do you agree that Tenga Mobile Application is timely in providing services to customers?
a. Strongly agree [  ]
b. Agree [  ]
c. Somewhat agree [  ]
d. Disagree [  ]
e. Strongly disagree [  ]





17. How accurate is Tenga Mobile application in processing and keeping customer records?
a. Very accurate [  ]
b. Accurate [  ]
c. Somewhat accurate [  ]
d. Not very accurate [  ]
e. Not accurate [  ]

Tangibility
18. Do you agree that the facilities for Tenga Mobile Application are visually appealing?
a. Strongly agree [  ]
b. Agree [  ]
c. Somewhat agree [  ]
d. Disagree [  ]
e. Strongly disagree [  ]

19. How do employees responsible for Tenga Mobile Application handle customer queries?
a. Very good [  ]
b. Good [  ]
c. Somewhat good [  ]
d. Not very good [  ]
e. Not good [  ]
f. Any other, please specify…………………………………………….

Content quality 
20. Do you agree that Tenga mobile application has good content quality? 
a. Strongly agree [  ]
b. Agree [  ]
c. Somewhat agree [  ]
d. Disagree [  ]
e. Strongly disagree [  ]

21. Give reasons for your choice in question 20 above……………….
…………………………………………………………………………….

Ease of use 
22. Do you agree that Tenga mobile application is user friendly?
a. Strongly agree [  ]
b. Agree [  ]
c. Somewhat agree [  ]
d. Disagree [  ]
e. Strongly disagree [  ]

23.  Give reasons for your choice in question 22 above……………………………
……………………………………………………………………………………….

Convenience
24. Do you agree that Tenga mobile application services are convenient to your customer?
a. Strongly agree [  ]
b. Agree [  ]
c. Somewhat agree [  ]
d. Disagree [  ]
e. Strongly disagree [  ]

25. Give reasons for your choice in question 24 above………………………

Responsiveness
26. How Prompt are Tenga mobile services to customers
a. Very prompt [  ]
b. Prompt [  ]
c. Somewhat prompt [  ]
d. Not very prompt [  ]
e. Not prompt [  ]

27. How ready are you to give feedback when customers request informational related to Tenga Mobile?
a. Very ready [  ]
b. Ready [  ]
c. Somewhat ready [  ]
d. Not very ready [  ]
e. Not ready [  ]
f. Any other, please specify……………………………………………….

Section E: Possible Options for Using Tenga Mobile Application and Customer Satisfaction 

28. How best can Tenga Mobile Bank Application usage be achieved..........
…………………………………………………………………………………….
…………………………………………………………………………………..


Thank you for your time and cooperation



















[bookmark: _Toc93107637]APPENDIX II: QUESTIONNAIRE FOR CUSTOMERS

UNIVERSITY OF ZAMBIA AND ZIMBABWE OPEN UNIVERSITY

Topic: An assessment of Tenga mobile application and customer satisfaction in selected branches of Atlas Mara Bank.   Lusaka, Zambia

I am a student at the University of Zambia and Zimbabwe Open University carrying out a research study on the reference topic above as a partial fulfillment for the award of Master’s Degree in Business Administration. I seek to get your opinion about the issue in question to facilitate the study.

Your opinion will be highly confidential and specifically used for academic purposes. Your personal identification either by name or residential address will not be required.

Please be assured that the information obtained from you will be treated with the utmost confidentiality.

Your time and co-operation will be appreciated.

Yours faithfully,
Tionenji Ngwenya

Instructions
· Read and understand the questions carefully before answering 
· These questions should be completed by the customers only
· Please give answers that apply to you by ticking “√” in the appropriate boxes in the response column





Section A: Social- Demographic Variables
1. Sex
a. Male [  ]
b. Female [  ]
2.    Age
a.  20-30 [   ]
b. 31-40 [   ]
c. 41-50 [    ]
d. 51 and above [   ]

2. Education
a. Secondary [  ]
b. Diploma [  ]
c. Degree [  ]
d. Postgraduate [  ]

4. Occupation 
a. Formal employment [     ]
b. Informal employment [     ]
c.  Any other, specify…………………………………    

5. Length of being a Tenga Mobile customer 
a. Less than 3 years
b. 4-7 years [  ]
c. 8-11 years [  ]
d. More than 11 years [  ]
e. Any other please specify…………………………….





Section B: Extent to which Tenga mobile application is used
6. To what extent do you use Tenga Mobile application?
a. To a very great extent  [  ]
b. To a great extent  [  ]
c. To a less extent  [  ]
d. To a moderate extent  [  ]
e. Not to a great extent  [  ]
f. Any other specify……………………………………………………………. 

7. How often do you use Tenga Mobile Application?
a.  Always [ ]
b.  Often [ ]
c.  Sometimes [  ]
d.  Rarely [  ]
        e.  Any other, please specify……………………………………………………….

Section C: Challenges faced while using Tenga mobile application
8. How would you rate the privacy of Tenga Mobile Application?
a. Very poor[     ]
b. Poor [     ]
c. Fair  [     ]
d. Good [     ]
e. Very good [  ]

9. The Level of confidentiality of personal information while using Tenga Mobile Application is?
a. Very poor[     ]
b. Poor [     ]
c. Fair  [     ]
d. Good [     ]
e. Very good [  ]


10. How would you rate the security of money through Tenga Mobile Application?
a. Very poor[     ]
b. Poor [     ]
c. Fair  [     ]
d. Good [     ]
e. Very good [  ]
f. Any other comment please specify…………………………………….

11. Information on Tenga Mobile Application is of good quality, Clear, simple, precise and understandable 
a. Strongly agree [  ]
b. Agree [  ] 
c. Somewhat agree [  ]
d. Disagree [  ]
e. Strongly disagree [  ]
f. Any other, please specify………………………….

12. Lengthy information creates difficulty and is mostly avoided and not viewed 
a. Strongly agree [  ]
b. Agree [  ] 
c. Somewhat agree [  ]
d. Disagree [  ]
e. Strongly disagree [  ]
f. Any other, please specify………………………….

13. Do you agree that the awareness level of Tenga Mobile Application is high?
a. Strongly agree [  ]
b. Agree [  ] 
c. Somewhat agree [  ]
d. Disagree [  ]
e. Strongly disagree [  ]
f. Any other, please specify………………………….

14.  Do you agree that the awareness of Tenga Mobile Application plays an important role in customer use?
a. Strongly agree [  ]
b. Agree [  ] 
c. Somewhat agree [  ]
d. Disagree [  ]
e. Strongly disagree [  ]
f. Any other, please specify………………………….

15. Management is doing enough to raise the awareness on the importance of Tenga Mobile Application services for you as a customer?
a. Strongly agree [  ]
b. Agree [  ] 
c. Somewhat agree [  ]
d. Disagree [  ]
e. Strongly disagree [  ]
f. Any other, please specify………………………….

Section D: Relationship between Tenga mobile application and customer satisfaction
Reliability
16. Do you agree that Tenga Mobile Application is dependable in handling customer service problems?
a. Strongly agree [  ]
b. Agree [  ]
c. Somewhat agree [  ]
d. Disagree [  ]
e. Strongly disagree [  ]
17. Do you agree that Tenga Mobile Application is timely in providing service?
a. Strongly agree [  ]
b. Agree [  ]
c. Somewhat agree [  ]
d. Disagree [  ]
e. Strongly disagree [  ]
18. How accurate is Tenga Mobile application in processing and keeping records?
a. Very accurate [  ]
b. Accurate [  ]
c. Somewhat accurate [  ]
d. Not very accurate [  ]
e. Not accurate [  ]

Tangibility
19. Do you agree that the facilities for Tenga mobile application are visually appealing?
a. Strongly agree [  ]
b. Agree [  ]
c. Somewhat agree [  ]
d. Disagree [  ]
e. Strongly disagree [  ]

20. How do employees responsible for Tenga Mobile application handle your queries?
a. Very good [  ]
b. Good [  ]
c. Somewhat good [  ]
d. Not very good [  ]
e. Not good [  ]
f. Any other, please specify…………………………………………….

Content quality 
21. Do you agree that Tenga mobile application has good content quality? 
a. Strongly agree [  ]
b. Agree [  ]
c. Somewhat agree [  ]
d. Disagree [  ]
e. Strongly disagree [  ]

22. Give reasons for your choice in question 20 above……………….
…………………………………………………………………………….

Ease of use
23. Do you agree that Tenga mobile application is user friendly?
a. Strongly agree [  ]
b. Agree [  ]
c. Somewhat agree [  ]
d. Disagree [  ]
e. Strongly disagree [  ]

24.  Give reasons for your choice in question 22 above……………………………
……………………………………………………………………………………….

Convenience
25. Do you agree that Tenga mobile application services are convenient to you?
a. Strongly agree [  ]
b. Agree [  ]
c. Somewhat agree [  ]
d. Disagree [  ]
e. Strongly disagree [  ]

26. Give reasons for your choice in question 24 above……………………………….
…………………………………………………………………………………………..

Responsiveness
27. How prompt is Tenga mobile services to you?
         a. Very prompt [  ]
         b. Prompt [  ]
         c. Somewhat prompt [  ]
         d. Not very prompt [  ]
         e. Not prompt [  ]


28. How ready is the bank able to give you informational related to Tenga Mobile?
a. Very ready [  ]
b. Ready [  ]
c. Somewhat ready [  ]
d. Not very ready [  ]
e. Not ready [  ]
f. Any other, please specify……………………………………………….

Section E: Possible Options for Using Tenga Mobile Application and Customer Satisfaction 

29. How best can Tenga Mobile Bank Application usage be achieved?
…………………………………………………………………………….
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Sex of Respondents
Frequency	
Male	Female	Total	26	31	57	Percentage	
Male	Female	Total	0.46	0.54	1	Column1	Male	Female	Total	Sex of Respondents

Number of Respondents



Age of Respondents
Frequency	
20-30	31-40	41-50	51 and above	Total 	16	29	11	1	57	Percentage	
20-30	31-40	41-50	51 and above	Total 	0.28000000000000003	0.51	0.19	0.02	1	Column1	20-30	31-40	41-50	51 and above	Total 	Age in Years

Number of Respondents



Education Attainment
Frequency	
Certificate 	Diploma	Degree	Others	Total	20	20	10	7	57	Percentage	
Certificate 	Diploma	Degree	Others	Total	0.35	0.35	0.18	0.12	1	Column1	
Certificate 	Diploma	Degree	Others	Total	Education Level

Number and Percentage



Occupation of Respondents 
Frequency	
Formal employment	Others	Informal employment	Total	7	23	27	57	Percentage	
Formal employment	Others	Informal employment	Total	0.12	0.4	0.47	1	Occupation

Number of respondents



Sex of Respondents
Frequency	
Male	Female	Total	7	8	15	Percentage	
Male	Female	Total	0.47	0.53	1	Column1	Male	Female	Total	Sex of Respondents

Number of Respondents



Age of Respondents
Frequency	
20-30	31-40	41-50	51 and above	Total 	4	8	2	1	15	Percentage	
20-30	31-40	41-50	51 and above	Total 	0.26700000000000002	0.53300000000000003	0.13300000000000001	5.7000000000000002E-2	1	Column1	20-30	31-40	41-50	51 and above	Total 	Age in Years

Number of Respondents



Education Attainment
Frequency	
Undergraduate	Diploma	Msters	Total 	8	4	3	15	Percentage	
Undergraduate	Diploma	Msters	Total 	0.53300000000000003	0.26700000000000002	0.2	1	Column1	Undergraduate	Diploma	Msters	Total 	Education Level

Number of Respondents
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APPROVAL OF STUDY,

27" October, 2021
REF NO.HSSREC-2021-SEP-035

Tionenji Ngwenya

The University of Zambia
IDEAUNZA-ZOU

P.0. Box 32379

Dear Ms. Ngwenya,
RE: AN ASSESSMENT OF TENGA MO
SATISFACTION IN SELECTED ATLAS MARA B
ZAMBIA”
Refience is made to your submission of the protocol captioned above. The HSSREC resolved to
approve his study and your partcipation as Principal Investigator for a period of one year.

‘Approval and Expiry Date Approval Date: Expiry Date:
27" October, 2021 26" October, 2022

{
Protocol Version and Date Version - Nil. 26% Octaber, 2022
Toformation Sheet, « English. ~[FouEevied
Consent Forms and Dates
Consen form 1 and Date | Version -Nil o be provided
| Recruitment Materials Nil Nil
| Other Study Documents Questionnaire.
{ Number of Participants Approved for
| Study

Specific conditions will apply to this approval. As Principal Investi i
estiy itis
ensure that the contents of this letter are adhered to. ll‘lhe:‘mna!r;d yuu

suspended. Should the study be
informed. ly be suspended, study sponsors and other
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