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Abstract: Globally, remittances represent an important flow of international financial resources. In the East 

African trading bloc, the dynamic population movements between countries has led to widespread distribution 

of population across the region. This has driven the demand for migrant workers to send money home. Mobile 

money has seen a rapid growth within individual East African countries with Kenya, Tanzania and Uganda 

topping the global volume of mobile money transfers. One would expect the Mobile Money Remittance within 

the East African region to follow a similar trend being an extension of the local service. However, its uptake 

across borders appears to be slow. This study seeks to identify the consumer determinants that affect the uptake 

of the service. The study is based on the Technology Acceptance Model which gathers insight through the lens of 

usefulness, ease of use, perceived cost, availability of alternatives and risk perception. Once the data was 

collected a Cronbach alpha was applied to ensure their reliability for the purpose. The research showed that 

Perceived Usefulness and Perceived Ease of Use are key drivers for the mobile international remittance. This 

could be expected given the mobile money background of the users. In addition, the Perceived Cost of 

International Mobile Remittance is a key driver of behavioral intent. There was little evidence to show that 

Attractiveness of Alternatives and Perceived risk actually discouraged users from using International Mobile 

Remittances. 

Key words: Mobile Money Remittance in East Africa, Technology Acceptance Model, Empirical study, 

Cronbach alpha. 

 

I. Introduction 
The advent of Mobile phones has transformed the financial industry and access to services. The GSMA 

reports that mobile money services are now available to 1.9 billion people with 270 live services (as of 

December 2015) (GSMA – The Mobile Economy 2016). 

Mobile money services have transformed local money transfer methods in Sub-Saharan Africa, with 

potential to improve the efficiency of international remittances. The World Bank reports that remittances costs 

globally are approximately 7.42% of the amount transferred. While South Asia is the cheapest receiving country 

at 5.41%, Sub Saharan Africa remains as one of the highest of 9.52%. (World Bank - Remittance Prices World 

Sept 2016).  The following graph shows time-series of the costs of remittance based on where the money is 

being sent. The figures were calculated using the World Banks SmaRT methodology (World Bank June 2016) 

 

 
Figure 1 Average total costs by region of the world (World Bank, Remittance Prices Worldwide (2016)) 
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The below graphs show the price differential between the different types of Remittance Service Providers (RSP) 

viz. banks, Post Offices and MTOs. 

 
Figure 2 Total averages over time by RSP type (World Bank, Remittance Prices Worldwide (2016)) 

 

The same World Bank report describes the split between the different types of remittance methods. It is 

important to note how Pre-Paid card services and Mobile services are among the cheaper modes of international 

remittance. 

 
Figure 3 Average cost by Service type in Q3 2016 (World Bank, Remittance Prices Worldwide (2016)) 

 

In 2015, the GSMA SOTIR report (GSMA 2015) noted that cross-border remittances increased by 

51.8% and represented the fastest growing of all mobile money services. 

 
Figure 4 Live corridors for cross-border mobile money remittances initiatives (December 2015) (GSMA 2015) 

Nevertheless, while remittances represent a very small component of the mobile money ecosystem (0.1% by 

volume and 1% by value) it demonstrates a 10-fold multiplier of transaction versus volume. 
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Figure 5 Global Product mix by volume and value (December 2015) (GSMA 2015) 

 

Global remittance flows exceeded $580 billion in 2014 and the World Bank Group estimates that Sub-

Saharan Africa alone will receive $34 billion in 2016. In addition, the global financial institutions have 

identified the significance of the contribution of remittances to local development and have committed to 

reducing the current rate to less than 5%. (G8 – Responsible Leadership for a Sustainable Future). This will lead 

to greater volumes transacted via mobile phones with cheaper costs for consumers, greater capital flows to 

developing countries, and increased support of infrastructure that can help combat corruption and counter the 

financing of terrorism.  (Richard 2012) 

Geographic branch and ATM penetration is lowest in developing markets while mobile subscription 

growth rates are at the highest level in these markets. (Daly 2010). Specialist remittance service providers such 

as Western Union, with over 350,000 points of presence, targeted to the relevant segmentation, address this 

issue to a degree. However, the high costs associated with maintaining this type of distribution network create 

another significant entry barrier for consumers. The World Bank estimates that reducing remittance commission 

charges by 2-5% could increase the flow of formal remittances by 50-70%, boosting local economies. (World 

Bank 2016) 

In her introduction to the GSMA report, Francesca Brown (GSMA 2015) describes how the UK – as 

part of its Sustainable Development Goals is targeting to reduce the average cost of remittances to less than 3% 

of the amount being transferred by 2030 while ensuring that individual remittance corridors charge no higher 

than 5% by the same time. This requires the need to ensure interoperability of mobile networks, proportionate 

anti-money laundering standards and cross-border money flows. Mobile money is one of the most exciting 

innovations in financial services, with more than 400 million registered customer accounts across more than 90 

countries. (Farooq 2016). Mobile money services are available in 85 percent of countries where the number of 

people with an account at a financial institution is less than 20 percent. The results show that mobile money is 

driving a price revolution in international remittances. It is doing this by increasing competition, leveraging 

existing networks and infrastructure, and capturing smaller remittance values than traditional players. 

While sending remittance via mobile money is cheaper than most other methods, it is commonly used 

to send small amounts ($82 in June 2015) compared to typical remittance values ($500). Money Transfer 

Operators have dropped prices in markets where they are in competition with mobile money operators – 

indicative of the need for supportive regulatory environments to support the fledgling industry. By extension, 

this has increased the level of financial inclusion in the areas where it has been deployed. 

GSMA highlights (GSMA 2015) that mobile money services (covering 170 million mobile money 

accounts) offered customers the ability to send money across 45 country corridors (mostly between African 

markets where formal remittance channels are limited). The report highlights how $5.2 billion (1.2 % of the 

$431.6 billion remitted to developing countries) was sent across 45 corridors. The perceived benefits are 

increased convenience and security. As remittances come directly to the phone they can then be used to pay 

bills, make transfers, or simply store value, without having to travel to an agent. On the sending side, customers 

can easily check the cost of initiating transfers from a mobile phone, allowing them to send funds when the 

exchange rate is most appropriate. 

One in seven Africans (120 million) (World Bank 2016) receives remittances from friends and family 

abroad, as much as a third of total GDP in some African markets. Although „North-South‟ remittance flows are 

the largest, one in three remittances are sent from within Africa. (Scharwatt, 2015). 

 

Daly (2010) claims that figures from the Philippines published in a World Bank and GSMA paper, 

documented a churn reduction from 3% to 0.5% for Mobile Money customers. He also identifies three use cases 
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for mobile money: Mobile to mobile, Mobile to cash and Cash to mobile. The mobile to mobile use case is 

purely an electronic remittance which originates from the send consumer‟s mWallet and terminates in a receive 

consumer‟s mWallet, in a different market. This presents the lowest cost to the consumer as the distribution 

costs are removed on either end. The mobile to cash use case originates from a consumer‟s mWallet and 

terminates at a cash-out point in a different market while Cash to Mobile involves the sender sending cash to the 

recipient‟s mobile wallet. 

Remittances are an important source of income for many low and middle-income households in 

developing countries. Second, remittances provide the hard currency needed for importing scarce inputs that are 

not available domestically and additional savings for economic development (Ratha, Taylor and Quibria et al). 

Le (2011) develops a model which examines the motivation of sending remittances (typically due to altruistic or 

business motivations) and shows that remittances not only compensate the recipients for unfavorable economic 

conditions but also serve as an important flow of capital as well as monetary rewards for investment managerial 

efforts. 

These scenarios illustrate the importance of the following design principles for mobile remittances 

(Singh, 2009): First, design for everybody, including users who lack print and financial literacy. This approach 

is particularly important when the recipient has little financial literacy and numeracy. Universal design (Preiser, 

2001) must be a starting point of the design of mobile remittances, particularly if women are to become banked 

and financially included because of this technology.  Second, given a choice of cash-in and cash-out points to 

make the mobile a preferred channel. The greater choice will widen the options so that the characteristics of the 

channel meet the needs of the senders and recipients for different kinds of remittances. Third, use the ability of 

mobile remittances to target multiple recipients. This will enable the remittance to empower women, without 

directly confronting traditional patterns of money management and control. Fourth, ensure the privacy of the 

information of money transfers, keeping in mind the boundaries of information sharing within the family. Issues 

of fit, privacy and trust are particularly important as they differ across cultures. Fifth, engender trust in the 

transaction, the provider and the agent by clarifying ways of gaining redress. Quinn (2005) finds evidence, using 

selectivity corrected remittance and savings equations to show that developing access to better savings and 

investment mechanisms for household‟s results in increase remittance inflows from household members. 

Driffield (2013) observes that both FDI and migrant remittances have a positive impact on growth in 

developing countries. In addition, this is attenuated by a better institutional environment, in that countries that 

protect investors and maintain a high level of law and order will experience enhanced growth. Lindley (2009) 

raises issues of wider significance relating to recent debates on Somali migrants' remittances, informal 

economies and conflict and how it can become an opportunity for adaptive commercial actors using social ties 

to navigate the dangers of civil war. Apecu and Abadalla (2014) have recorded that East Africa has witnessed a 

rapid rise in money transfer services through leveraging mobile phone applications and use. 

 

II. Theoretical Background 
User acceptance has been identified as the crucial success factor (Zmijewska, Lawrence & Steeke, 

2004). It is based on a belief that the most important component in mobile payments systems – and by 

extension, international remittance - is the user (Bradford, 2003).  

Kreyer et al. (2002) use the example of credit cards to support the key role of the customer in the 

process of acceptance of a new payment method. Credit cards spread in Europe due to strong consumer demand, 

even though merchants were forced to pay 3-5% fees. Amberg et al (2003) similarly sees the user acceptance as 

a critical success factor for mobile services. If eventually it is the user who decides whether a new system is 

accepted, user adoption behavior deserves thorough analysis and discussion.  

Dahlberg et al (2003) has identified that the application areas of mobile payment solutions have 

broadened to include among other things vending, ticketing, purchase of mobile telephony services, mobile 

commerce (ring-tones, logos, news, mobile games…), electronic banking, peer to peer fund transfers, purchase 

from the Internet, and purchase of services/goods from service providers and shops. Mobile payment solutions 

cover all main financial payment methods; cash, direct debit, credit card, and payment against service bill. The 

idea of providing international remittance through mobile phones attracts customers owing to its convenience. 

Moreover, the services can be widely used only if they imply a reduction in costs as compared to traditional 

banking or remittance tools (Darbellay & Weber, 2010).  

Several previous studies on mobile payments have focused on using the Technology Acceptance Model 

(TAM) (Schierz et al. 2010; Kim et al. 2010; Yan and Pan 2014; Shaw 2014) based on the traditional model 

proposed by Davis (Davis, 1989; Davis et al., 1989) as well as other models such as the Innovation Diffusion 

Theory (Rogers 1962, 1983, 1995; Rogers & Shoemaker 1971; Lu et al. 2011; Li et al. 2014) and Unified 

Theory of Acceptance and Use of Technology (UTAUT) (Wang and Yi 2012; Slade et al. 2014) to examine m-

payment user behavior.  



Determinants of Mobile Money Remittance in East Africa 

DOI: 10.9790/5933-0803021729                                         www.iosrjournals.org                                     21 | Page 

While there has been a lot of attention to mobile payment systems, little focus has been applied to 

cross-border transfers. While cross-border transfers would at first sight seem similar to ordinary mobile 

payments, differences arise from the fact that the sending and receiving currencies are often different. In 

addition, owing to regulatory boundaries rules and regulations may differ between countries thus increasing the 

perceived risk of consumers sending money. Lastly, knowledge and complexity of transfer fees and redress 

mechanisms are often vaguely understood by end-users thus contributing to their overall resistance to use the 

service. The objective of this study is to extend the current literature by investigating the facilitators and 

inhibitors of mobile remittance systems. 

 

Review of different technology acceptance models 

The different models can be grouped into three major groups: Innovations Diffusion Theory (IDT) 

(Rogers 1995; Moore & Benbasat 1991; Plouffe, Hulland & Vandenbosch 2001); Intention Based Theories – 

specifically the Technology Acceptance Model (TAM) (Davis 1989; Davis, Bagozzi & Warshaw 1989; 

Venkatesh & Davis 1996, 2000) and other theories such as Social Cognitive Theory (SCT) (Compeau, D.R. & 

Higgins 1995; Compeau, D.R., Higgins & Huff 1999).  

While a compressive comparison of user acceptance models is beyond the scope of this paper, TAM 

was chosen since it is easy to apply across different research settings and compares favorably in parsimonious 

compatibility (Han 2003). This provides grounds to compare it with other mobile payment studies. In addition, 

while TAM does not consider Social Norms, Davis (Davis, Bagozzi and Warshaw (1989)) explained that Social 

Norm scales have a very poor psychometric standpoint, and may not exert any influence on Behavioural Intent. 

Darlberg et al (2003) identifies perceived usefulness and perceived ease of use jointly affects a person's 

attitude toward using the system and consequently the behavioral intention to use the system, which then leads 

to actual systems use. The measures of perceived usefulness include overall usefulness, time savings, increased 

job performance, productivity increase, effectiveness and performance increase. Correspondingly, measures for 

the perceived ease of use include flexibility of use, clarity, ease of use, ease of understanding, ease of learning 

and ease of control. (Darlberg, Mallat and Oorni, 2003). 

Many authors used the TAM and various extended versions of TAM to research consumer acceptance 

of mobile banking applications (Chung and Kwon, 2009; Gu, Lee and Suh, 2009; Kleijnen, et al., 2004; Luarn 

and Lin, 2005; Yu and Fang, 2009). Davis et al. (1989) observes that, compared to theory reasoned action 

(TRA), TAM constitutes a simpler and more parsimonious model because the belief variables are mainly 

context-independent (PU- Perceived Usefulness; and PEOU- Perceived Ease of Use), whereas, in the case of the 

TRA, it is necessary to develop a series of leading beliefs specific to the context. TAM is frequently used in 

studies of mobile service adoption because of its ease of applicability and simplicity (Chong et al., 2012, 

Venkatesh and Davis, 2000, Zampou et al., 2012, Zhou, 2013). 

TAM has been criticized for not fully capturing why mobile phone users do not adopt mobile 

commerce, which in the present case is mobile banking (Lee and Jun, 2007). Tobbin (2010) suggested that 

PEOU and PU were most significant determinants of Behavioral Intention (BI) to use mobile money. TAM 

however did not focus on other variables that could impact the ease of use, usefulness and user acceptance and 

thus did not fully explain behavioral intention towards mobile money (Mukherjee, 2015). Researchers have 

noted that the TAM omits variables that may be important predictors of IT/IS usage (Mathieson, et al., 2001). 

Lee and Jun (2007) argued that TAM should also be able to analyze factors affecting the adoption intentions 

beyond perceptions of usefulness, ease of use and social norms. TAM is also limited in people‟s willingness and 

determination to adopt technology for a specific purpose is sufficient for adoption (Luarn and Lin, 2007). 

 

III. Theoretical Framework 
For our study, we will use the valence framework as a guiding principle. This framework looks at 

perceived risk and perceived benefit as drivers for consumer decision making (Lu et al 2011). This may help to 

breakdown the factors influencing the choice mobile remittance technologies. Nevertheless, this framework 

does not define the precise dimensions of the model and so for this we shall use the Technology Acceptance 

Model. 

The Technology Acceptance Model (TAM) builds on the theory of reasoned action (TRA) (Fishbein 

and Ajzen, 1975). TAM looks at the uptake of new technology as explained by the behavioural intention (BI) 

that is guided by an individual‟s attitude towards using the technology which in turn is influenced by two 

psychological components; perceived usefulness (PU) and perceived ease of use (PEOU).  

PEOU was defined as the extent to which the system was perceived to be free of effort, and PU was 

defined as the extent to which the system was perceived to enhance the job performance of an individual (Davis, 

1989).  

Behavioural intention was defined as a cognitive decision making process to perform a behavior or 

action (Das and Pal 2011). Attitude refers to a prospective user‟s favorable or unfavorable feelings toward using 
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a specific technology or system. Behavioral intention is the direct determinant of a prospective user‟s 

technology or system usage, a necessary precursor to the actual behavior (Fishbein and Ajzen, 1975). 

 

 
Figure 6 TAM Model 

 

Perceived Risk (PR) 

Perceived risk (PR) is commonly thought of as felt uncertainty regarding possible negative 

consequences of using a product or service. Perceived risk was identified as a barrier to the usage of any system 

and was hypothesized to impact the intention to use mobile money negatively (Mallat, 2007). It has formally 

been defined as a combination of uncertainty plus seriousness of outcome involved‟‟ (Bauer, 1967) and „the 

expectation of losses associated with purchase and acts as an inhibitor to purchase behavior‟‟ (Peter and Ryan, 

1976). It is also referred to as the perception of potential negative outcomes that might occur if the system was 

used or adopted (Tobbin, 2011). 

One factor that research has identified as a critical determinant of consumers' willingness to buy a new 

product or brand is the perceived risk associated with the purchase. (Grewal et.al, 2006). Previous research 

suggests that a new product's price and the way advertised information is communicated affect consumers' 

perceptions of the performance risk of a new product (Shimp and Bearden 1982). Most of scholars claimed that 

consumers‟ perceived risk is a kind of a multi-dimensional construct (Lee, 2009). Six components or types of 

perceived risk have been identified: financial, performance, social, physical, privacy, and time-loss (Jacoby and 

Kaplan, 1972; Kaplan et al., 1974; Roselius, 1971). However, the dimensions of perceived risk may vary by 

product (or service) class (Featherman and Pavlou, 2003). 

In the case of mobile remittance, the risk is two-fold: whether there is risk in storing the money in the 

electronic wallet and the risk if the recipient will receive the money. Given that this study is conducted in East 

Africa where there is already a huge uptake of mobile money, the risk of storage of the money in the electronic 

wallet is a significant barrier. However, the possibility of the recipient receiving the funds is a source of 

considerable risk. 

 

Perceived Financial Cost (PFC) 

Perceived Financial cost was a matter of concern in adopting mobile financial services (Das and Pal, 

2011). Besides abundant discussions regarding consumer satisfaction, Voss, Parasuraman, and Grewal (1998) 

suggested that the perceived price decision has an impact on consumers' satisfaction in service industries. 

Perception about cost was especially important in the developing countries, where consumers might find the 

service useful, but the cost might act as a prohibitive factor (Mukherjee, 2015). Perceived financial cost was 

listed as an important predictor of m-payments usage (Zmijewska et al., 2004). 

The costs of adopting mobile financial services include the registration fees for accessing the network, 

a service or usage charge per transaction, cost of a new handset incase the old handset is not able to support the 

interface needed to use mobile money service and other possible non-monetary costs including health hazards 

etc. The paper focuses on perceived financial cost only as a determinant of mobile remittance usage intention. 

 

Attractiveness of Alternatives (AOA) 

Attractiveness of alternatives means the reputation, image and service quality of the replacing carrier, 

which are expected to be superior or more suitable than those of the existing carrier. Attractiveness of 

alternatives are more strongly associated with customer satisfaction. (Ping, 1999). Attractiveness of alternatives 

is intimately linked to service differentiation. If a company offers differentiated services that are difficult for a 

competitor to match or to provide with equivalents, or if few alternative competitors exist in the market, 

customers tend to remain with the existing company (Bendapudi & Berry, 1997). Depending on the quality of 

competing alternatives, the customer perceives a benefit in changing the provider (Oliver 1997). The more 

attractive the alternatives are, the higher the perceived benefits when switching (Jones et al. 2000). Therefore, 
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consumers are likely to switch once they perceive alternative offerings as being superior with respect to the cost-

benefit ratio (Kalyanaram and Little 1994; Sivakumar and Raj 1997). (Mallat, 2007) explored consumer 

adoption of mobile payments in a qualitative study where it was compared with other traditional modes of 

payments like credit/debit cards or cash. It is generally expected that credible alternatives would negatively 

impact the intention to adopt mobile money therefore AOA was used to refer to perception of how effective the 

alternatives were in comparison with such a service (Cheong, Park and Hwang).Demand from the rural 

population were the key drivers for adoption of mobile financial services (Das and Pal, 2011). 

Remittance is not a new service and has existed for as long as peoples have crossed borders for work 

and migration. Indeed, banks and Money Transfer Operators dominate the market place. Consequently, the use 

of mobile remittances is equally threatened by competition from these alternatives. This study seeks to 

investigate how this perception affects the consumer choices in the use of mobile remittance. 

 

Research Model and Hypothesis Development 

The research model used is shown in the figure below: 

 

Customer 
Acceptance

Perceived Ease 
of Use (PEOU)

Perceived 
Usefulness 

(PU)

Perceived 
Financial Cost 

(PFC)

Attractiveness of 
Alternatives

(AOA)

Perceived Risk 
(PR)

 
Figure 7 TAM Model Proposed 

 

There was need to understand comprehensively the behavioural intention to mobile money for 

international money remittances. PU and PEOU were considered as important determinants for the behavioural 

intended use of mobile money remittances.  

To better understand the specific elements covered under each determinant, convenience and speed of 

making transactions were considered in the case of PU. Thus, we hypothesize: 

H1: Perceived usefulness has a positive effect on international mobile money remittance. 

Ease of payment procedure, knowledge of remittance corridors and understanding of the interaction with the 

system (e.g. the system response) were taken as an integral part of the payment system and were considered for 

PEUO. Thus, we hypothesize: 

H2: Perceived ease of use has a positive effect on international mobile money remittance. 

In the market, there exists alternative methods of making money remittances. The customer‟s choice to switch to 

the mobile money remittances will be influenced by factors like the cost and risk of using alternatives.  

H3: Attractiveness of alternatives negatively impacts the behavioural intention to use international mobile 

money. 

Risk creates a significant barrier to the adoption and acceptance of mobile money remittances. Key elements 

considered here include chance of making errors, risk of unauthorized use and risk of losing money while using 

the system. 

H4: Perceived risk negatively impacts the behavioural intention to use international mobile money. 

Cost is an important determinant of intention to use mobile financial services in a global context (Das and Pal, 

2011). As mentioned in various World Bank studies (World Bank 2016), the cost of sending money to Sub-

Saharan Africa and within Sub-Saharan African countries is among the highest in the world. 

H5: Perceived financial cost positively impacts the behavioural intention to use international mobile money. 

Many researchers focus on determining whether the various factors affect the behavioural intention of customers 

in the acceptance and use of mobile money remittances. No specific research has compared the different 

elements of the TAM model to determine the most influencing factor. 

 

IV. Research Methodology 
The study seeks to analyze the different perceptions users of international money transfer have towards 

Mobile Money as an alternative for remittance. This study can be identified as ex post facto research given that 
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the respondents were studied presumably after they had made their choice on which medium of money transfer 

they adapted. 

Customer acceptance of mobile money remittance is the dependent variable that is influenced by 

various independent variables including; perceived ease of use, perceived usefulness, perceived financial costs, 

attractiveness of alternatives and perceived Risk. The study was carried out in Nairobi which is the financial hub 

for Kenya, East Africa and has widespread use of mobile money. 

Purposive Sampling technique was used to target individuals who use international money remittance 

services. In this type of sampling, the respondents for the sample are selected deliberately by the researcher; his 

choice concerning the items remains supreme (Kathari, 2004). 

An online survey was used to collect the respondents. Questionnaire was piloted before distribution and 

in order to ensure validity, triangulation was applied within the tool with the use of Cronbach‟s alpha to 

establish the reliability of the questions. 

The research design was based on individual users of mobile money services. The survey included both 

those who used mobile money to send internationally as well as those who had not sent money using mobile 

money. However, the respondents needed to have known about sending and receiving money and also needed to 

have done it. The survey was shared online and was also physically administered to users to capture the data. A 

Likert scale was used for most the questions where the answers were based on a five-point scale where the 

lowest value was the last likely and the highest value being the most likely. The values were then aggregated 

together to form a single value for each variable under consideration. Appropriate weightings were applied to 

each value and then used to calculate the final value. The customer acceptance was determined by how often the 

customer used the service. 

 

Sampling and Data Collection 

The actual online survey was conducted using Google Forms. The physical administration was done by 

using a printed version of the questionnaire. Once the physical questionnaires were collected, they were entered 

into the online survey tool to ensure consistency of the data capture. 

The survey was circulated to over 500 respondents using e-mail, personal conversations, email, social 

media and various chat forums. It was also shared as a physical form and participants were asked to fill in the 

questionnaire in the presence of the person administering the questionnaire.  

The target audience were Kenyans (or people familiar) with the Kenya mobile remittance market. The 

survey was conducted both among local and international users but all in the context of sending money to and 

from Kenya. The data was collected through the period of November and December 2016. 
 

Data Analysis 

The number of responses received were 101 which represents a 20% response rate.  This is in line with 

the literature regarding the use of online surveys.Out of the 101 questionnaires responded to there were 55 males 

who responded and 46 females who responded. This reflects a gender balance in terms of respondents as well as 

service / potential service usage. The average age of the respondents was about 34 years. 

 

 
Figure 8 Respondent by Age 

80% of the respondents were based in Kenya. Manyof the users were quite experienced with mobile money 

services, as can be seen in the graph below: 
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Figure 9 User experience of mobile money 

 

While all the respondents had heard of mobile remittance 50% of the respondents had not sent or received 

international remittance. In this scenario, we measured the behavioural intention to send and receive mobile 

international remittance. 

 

 
Figure 10 Respondents frequency of using international remittances 

 

The below pie charts show the distribution of the countries to which money is sent from Kenya and received 

from other counties. 

 

 
Figure 11 Respondents distribution of countries sent to and received from 

 

Excel and SPSS were used for the data analysis. The data was downloaded from Google Forms with 

prepopulated data. However, some recodification was required to apply the appropriate weighting to the 

questions as well as to adjust for the direction of the question. 

Once the data was collected a Cronbach alpha was applied to ensure their reliability for the purpose. 

The Cronbach alpha values are shown below: 
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Table 1 Cronbach Alpha by research constructs 

Item Cronbach's Alpha

Behavorial Intention 0.7051

Perceived Usefulness 0.6576

Perceived Ease of Use 0.8494

Perceived Financial Cost 0.6944

Attractiveness of Alternatives 0.6817

Perceived Risk 0.7161  
 

The overall Cronbach alpha was 0.795. This shows that the measurement (through the questionnaire) of 

the theoretical constructs met the minimum reliability requirements needed for the research. Cronbach alpha 

requirements above 0.7 provide a strong indication of validity for the use of measuring instruments while 

measurements between 0.6 and 0.7 are indications of moderately strong reliability. As can be seen from the 

above data, 3 of the values (BI, PU, and PFC) are above the 0.7 threshold and 2 of the values (PFC and AOA) 

are very near it indicative of a reasonably strong reliability. One measure is only moderately strong (PU). 

The data was then analyzed using multiple regression in SPSS. The results are as shown in the table below: 

 

Table 2 Model Summary 

Model 1 R R Square Adjusted R square Std Error of the Estimate

1 0.952 0.907 0.902 0.83733

Model Sum of Squres df Mean Square F Sig

Regression 650.206 5 130.041 185.476 0.000

Residual 66.606 95 0.701

Total 716.812 100

Model 1
standardized 

Coeffeicients

B Std Error Beta T Sig

Constant 0.504 0.463 1.088 0.279

PU 1.172 0.116 0.412 10.088 0.000

PEOU 1.145 0.137 0.373 8.385 0.000

PFC 0.546 0.086 0.226 6.352 0.000

AOA 0.502 0.093 0.173 5.416 0.000

PR 0.468 0.099 0.175 4.709 0.000

Unstandardized Coeffeicients

Coefficients

ANOVA

Model Summary

 
 

Discussion 

By applying the beta co-efficient in the proposed model we can see model takes the shape as seen in the Figure 

below. 

Customer 
Acceptance

Perceived Ease 
of Use (PEOU)

Perceived 
Usefulness 

(PU)

Perceived 
Financial Cost 

(PFC)

Attractiveness of 
Alternatives

(AOA)

Perceived Risk 
(PR)

+1.172 +1.145

+0.546

+0.542
+0.468

 
Figure 12 Updated model with beta coefficients 

From the above model, we can see that the Perceived Usefulness and Perceived Ease of Use are 

significant contributors to the use of International Remittance. This is probably driven by already existing user 

experience of Mobile Money – given its huge success in Kenya. This allows us to reject the null hypothesis that 

Perceived Usefulness and Perceived Ease of Use of the service has no impact on the intention to the use the 



Determinants of Mobile Money Remittance in East Africa 

DOI: 10.9790/5933-0803021729                                         www.iosrjournals.org                                     27 | Page 

service. Hence this supports our H1: Perceived usefulness has a positive effect on international mobile money 

remittance and H2: Perceived ease of use has a positive effect on international mobile money remittance. 

With respect to the Attractiveness of Alternatives hypothesis, it is possible that the lack of alternatives 

would drive the uptake of the service. Hence we would reject the null hypothesis that Attractiveness of 

Alternatives has no impact on behavioral intent. Hence we would reject our hypothesisH3: Attractiveness of 

alternatives negatively impacts the behavioural intention to use international mobile money, and recommend 

further research into this area. 

In a similar fashion, we would reject the null hypothesis that perceived risk negatively impacts the 

behavioral intent of using mobile remittance and we would need to reject our hypothesis that H4: Perceived risk 

negatively impacts the behavioural intention to use international mobile money as it would appear that existing 

users of mobile money services already have a certain level of trust in mobile money platforms and expect them 

to be safe. 

Lastly, we would reject the null hypothesis that perceived cost has no impact on international mobile 

remittance and hence accept our proposed hypothesis H5: Perceived financial cost positively impacts the 

behavioural intention to use international mobile money. 

 

Improvements 

This research can be further enhanced by purposive sampling in which actual mobile money service 

providers allow researchers to access their customers to answer the same questionnaire. This would allow for a 

greater number of samples to be obtained as well as data from more relevant customers. In addition, incentives 

could be provided for the participants to encourage their response to the survey. This will need user consent as 

well as approval from the National Research Body. The research can also be further improved by dividing 

sampling populations into net receivers and net senders and determine their behavioral patterns based on these 

criteria.  Lastly, the use of transaction values in future research can give grounds for comparisons with the 

amounts (and thus the perceived risk) of funds transferred by traditional methods.  

 

V. Conclusion And Directions For Future Research 
As can be seen from the previous discussions there are numerous avenues to extend this research. 

Further research is possible particularly along specific corridors (e.g. Kenya – Uganda or Kenya - Tanzania). 

Each corridor will have its own mitigating factors in terms of demographics as well as facilitating conditions 

which provide further variables for analysis. Other areas of study include the possibilities of Kenyans abroad 

paying for local services using mobile money. While this does not fit snugly in the domain of personal 

remittances it still reflects inflows of money into the economy. Lastly, but not least, there is the possibility of 

studying the underground or shadow money transfer money mechanisms where agents setup shop in foreign 

countries and appear to be operating locally. 
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