ASSESSMENT OF MOBILE MONEY AND ITS IMPACT ON BUSINESS PERFORMANCE

ABSTRACT
This study focused on the assessment of mobile money and its impact on business performance using SMEs in Rivers State as case study. The study is was specifically focused on examining if mobile money increases productivity examining if mobile money transfer facilitates increase in sales volume and examining the impact of Mobile Money on business market share. The study adopted the survey research design and randomly enrolled participants in the study. A total of 100 responses were validated from the enrolled participants where all respondent are SMEs operators in Lagos State. The study findings indicated that usage of mobile money transfer service contributes toward business growth and development among SMEs by speeding up the transaction costs. Findings from the study revealed that various uses of mobile money transfer service have a positive impact on SMEs growth. The study concludes that mobile money transfer service has a positive contribution towards the development of business in Lagos since majority of traders depend on it as opposed to the financial institutions such as commercial banks. It is evident to acknowledge that majority of respondents have deep knowledge and understand on the usage and basic functions of mobile money transfer services. The study recommends that the mobile money service provider should improve this service adequately and ensure the system has produced a receipt which will help for audit trials and verification purpose. It has been noted that a physical verification of any transaction is quite important in case of audit purpose and reconciliation of an account. Having the system that produces receipt, this will help SMEs to tract payment and receipt easier.
CHAPTER ONE

INTRODUCTION

1.1 Background to the study
Businesses, which involve individuals, groups of individuals, companies or corporations in public and private sectors play an important role in the economic development of a given country. In this era of globalization, the demands for goods and services lead to an intense competition especially among Small and Medium Enterprises (SMEs) operations in information technology, which supports efficient functioning of enterprises through management procedures and quality of operations (Januszewska, et al., 2015; John, et al., 2018).

Mobile money services can be broadly categorised into three groups: m-transfers, mpayments and m-financial services. M-transfers involve money transfer from one user to another, normally without any accompanying exchange of goods or services (Jenkins, 2008). These are also referred to as person-to-person (P2P) transfers and may be domestic or international (Jenkins, 2008). M-payments involve money exchange between two users with an accompanying exchange of goods or services. M-financial services are mobile money services in which mobile money may be linked to a bank account to provide the user with a whole range of transactions that they would access at a bank branch. Users access financial-related services like insurance and micro-finance among others via their mobile phones (Jenkins, 2008).

Empirical studies on mobile money services (e.g. Ngilangwa and Venkatakrishnan, 2013; Ngaruiya, et al., 2014) show that an increase of the usage of ICT by enterprises, as a new way of doing business in the 21st century, has brought benefits to SMEs. Such benefits include; availability of money transfer at lowercoststhan those offered by the traditional banking system. In the latter, some transactions are done within the premises of the bank and hence involve travel at time costs. In related perspective, Mbogo (2010) observes that mobile money services by micro businesses tend to enhance their success and growth. In the same context,Madila and Msamba(2016)argue that business success is facilitated by socio-economic context and the level of science and technology of the time. The state of art technology, which is used in a particular business supports efficient functioning of enterprises through linkages with customers and suppliers and hence attain more business success (Njau and Njuga, 2015).Technology usage can provide an avenue for SMEs to have competitive advantages by either increasing sales volume or customer base, which in turn helps to improve business prospects.

Globally, mobile money services (MMS) usage has increasingly become a facilitating condition for the formation and operation of SMEs, contributing to their progression and eventually becoming profitable income generating entities (Elms and Low, 2013, John, et al., 2018). In the same vein, many economies are getting away from cash payment due to proliferation of financial institutions and the increase in financial inclusion, which involves the use of credit and debit cards via mobile phones (TCRA, 2018). It is apparent that, MMS usage has widened the chances for business firms to increase their shares in the market, efficiency and effectiveness in the market, and hence promoting business transactions and meeting business prospects (Merritt, 2010; Chale and Mbamba, 2014). MMS usage has enabled new types of money flow, has enhanced interoperability particularly for unbanked members of the society, has led to the emergence of local lending businesses, and hence it has improved the employment level (Dick and Camer, 2014; Gilman, 2016).

Moreover, MMS usage has extended SMEs’ business linkages with a broad range of customers and suppliers of various goods and services (Donovan, 2012; Irura and Munjiru, 2013). MMS are available in two-thirds of low- and middle-income countries (LMICs) and have greatly been used by the populationsthat lackdirect access to formal Financial Institutions (FIs) (Ardjouman, 2014; John, et al., 2018). The usage of Mobile Money Services (MMS) in facilitating money transfer transactions is found to have a number of advantages, including (i) improving access to and the use of information, thereby reducing search costs; (ii) improving coordination among agents and increasing market efficiency; enhancing money circulation, reducing economic vulnerability, fostering entrepreneurship, increasing savings, promoting financial autonomy, enhancing money security and facilitating social capital accumulations (Aker and Mbiti 2010, Simiyu and Oloko, 2015). On these grounds, a technology is considered successful when it is well and used by the intended users and or hascontributed to the progression of enterprises into income generating and profitable.

Mobile money services (MMS) usage is a major source of enhancing competitive advantage as well as a cost effective means through which the SMEs can reach customers globally and compete with their global counterparts. In this regard, the Government of the United Republic of Nigeria is committed to actively ensure that the MMS ecosystem is running smoothly and assists SMEs to use it in their businesses operations.

MMS usage has played a vital role in improving business operation;however there are conflictingopinions about SMEs involvement in mobile business technology. For instance, Salah and Irwin (2010), revealed that although SMEs in Nigeria are aware of the benefits of mobile technology, very few have adopted it and hence they experience low uptake of MMS in business operation. According to Meena (2014),theMMS usage has boosted SMEs business success through reduced cost in performing financial transactions. The benefits have thus influenced their SMEs to continue using MMS in their business orientation.

In the same contexts, theories and studies on technology usage have inconsistent conclusions on factors influencing the usage of mobile technologies in Africa. However, studies done outside Africa have had contrastive findings; for example,Li’s, et al. (2014) study on the adaption of mobile payments shows that the number of merchants, the scope of services, the perceived ease to use, and compatibility of electronic systems have a significant influence on mobile payments in China. In another study on the receptiveness of mobile banking by Malaysian local customers in Sabah (Amin, et al., 2012) it was found that the perceived credibility, the perceived enjoyment, and the perceived self-efficacy are important determinants in predicting the intentions of Malaysia’s customers’ of using mobile banking.

Furthermore, Al-Fahim, et al. (2014) in a study on the adoption of internet banking services by Small and Medium Sized- Enterprises in Yemen, indicated that competitive pressure was the highest predictor followed by regulatory support and financial institution support while ICT readiness was insignificant. Merrit (2010) also conducted a study on Mobile Money Transfer Services,the Next Phase in the Evolution in Person-to-Person Payments in America and found that Money transfer services for both domestic and international remittances are shifting from traditional providers to wireless carriers who are able to compete for consumer market share on the basis of technological ubiquity and lower costsof services. Given the reflections from these few studies outside Africa it is apparent that there are unique characteristics that influence the adoption of mobile banking and MMT.

In the African context, Kuyoro, et al. (2013) conducted a study on ICT solution to Small and Medium Scale Enterprises (SMEs) in Nigeria.The findings indicate that ICT helped SMEs to create business opportunities, to combat pressures from competition and assisted to cut costs by improving their internal processes. ICT also helped SMEs to improvetheir products through faster communication with their customers and to promote and distribute their products through online channels. Crabbe, et al. (2009) on their study of usage of mobile banking in Ghana, established that social and cultural factors such as perceived credibility, facilitating conditions; and demographic factors do play a significant role in the adoption of MMS in SMEs operations.

Paucity of evidence on the influencing factors of MMS usageamong SMEs has motivated more studies in this particular aspect (Kimani, et al., 2016).The current study therefore aimed at filling the existing gap by identifying and analysingthe factors that influence the usage of mobile money services in SMEs Operations in Nigeria. Thus the study provides a framework for better understanding factors influencing mobile money services usage on SME business undertakings in Nigeria.

1.2 Statement of `Problem 

From last decade, Nigeria has witness rapidly increase of the use of Mobile Money transfer in urban and rural areas. The service has stimulated the growth and expansion of small and medium enterprises. Today, more than one million of people from informal sector where SMEs belong use this service to transfer, drawn and deposit money in banks and from bank to simcard (TCRA/2018). The mobile money transfer has gained popularity because are accessible 24 hrs does not need document to open account and accessible even to rural/ remote areas where the majority of the population reside. Mobile money transfer can cause significant benefits for the SMEs through improved access to information, enable cheap and reliable money transfer service through mobile phones at low cost. The mobile money transfer has been a key engine towards the socio-economic development as it contributes to the increases government revenue through the payment of the income and annual tax. Not only that the mobile money transfer services has contributed towards the creation of employment opportunities to the business people who conduct mobile money transfer services (Okutoyi, 2013). The SMEs used to spend most of their time in banks and incur a lot of cost when transfer, deposit and receiver money from one personal account to another banking account. Although mobile money transfer has noticeable contribution towards the SMEs, there are several problems associated with mobile sector such low security system. Also lack of trust and worries of hacker on their personal account.

1.3 Objective of the study

The main objective of the study is to assess mobile money and its impact on business performance. Specifically,the study aims;

To determine if mobile money increases productivity 

To examine if mobile money transfer facilitates increase in sales volume.

To examine the impact of Mobile Money on business market share

1.4 Research question
The study aims to answer the following research questions

Does mobile money increase productivity of the business?

Does mobile money increase the business sales volume?

Does mobile money increase the business market share?

1.4 Significance of the study
The study seeks to determine the role the mobile money services play in the growth and development of SMEs in Nigeria. So far there has been no clear insight into the role that mobile payments play in the development of SMEs. As such this study will help technology providers, government agencies and development partners to understand the contribution of mobile money service technology on the growth of SMEs. This will help them provide better technical support and advice to their clients as well as providing new innovations. The government will further provide the required regulations and other interventions that are necessary to ensure smooth operations for all concerned parties. Further the study will assist the SMEs operators to fully understand the entrepreneurial impact of this technology on their business so as to cope with the increasing developments in the mobile services on one hand, and the challenges of the micro business operating environment, on the other hand. The study will also be useful to future scholars who may use findings of this study as the basis for their studies.

1.6 Scope of the study

The study was limited to the influence of mobile money services on the business performance of SMEs in Port Harcourt, Rivers state, Nigeria. Port Harcourt was considered to be appropriate for this study since it is ranked highly among the fastest economically growing city in Nigeria. In addition, the city has a big number of SMEs that have provided the much needed employment to the majority of residents in the area. Further, there are many mobile money services agents in city signifying that this is a common service demanded by a majority of residents in the area thus providing a fertile ground for this study. The entire study is primarily focused on the exploring the impact of mobile money on business performance.

1.7 Limitation of the study
Time constraints will the hindrance factor for the success of this research project. The time scheduled towards the completion of this research project is not enough as indicated by principal researcher, therefore the allocated time for data collection and report writing is also not enough. However, the budgetary allocation prepared to accomplish the research project is also not enough to enable the researcher to collect data under the assistance of assistant researcher who will be paid by principal researcher and also all stationeries cost requires money where by the researcher has no enough fund that can help to pay all stationeries cost accordingly.

1.8 Operational Definition Of Terms
Mobile Banking: It is the use of a mobile telecommunications network as a platform to perform traditional banking activities such as performing balance checks, transferring money between accounts and making payments (Paul & Henry 2013).

Mobile Money: Mobile money refers to service whereby customers use their mobile devices to send and receive or transfer money electronically (Senso & Venkatakrishana, 2013).

Mobile Payment: Mobile payment is the payment of products and services. This can be C2B money transfer, from a customer to a business as when paying utility bills and for purchases from a business, or B2C money transfer, where a business disburses funds to customers for instance when a microfinance institution disburses loans to customers (Paul & Henry 2013).

Perceived Ease of Use (PEU): Is defined as the degree to which a person believes that using a particular system would need little effort or no effort in using technology (Eramus et al., 2015).

Perceived Usefulness: Refers to the degree to which a person believes that using a particular system would enhance his or her performance (Erasmus et al., 2015).

SMEs: In the United States and European Union (EU) countries, SMEs are enterprises with employees under 500 while in developing countries any enterprise employing below 100 employees would constitute an SME (UNCTAD, 2001).

CHAPTER TWO

LITERATURE REVIEW

2.1 Conceptual review
2.1.1 Concept of Mobile money
Mobile money refers to the money that can be accessed and used through the mobile devices that is being used by primary user of the mobile phone. The mobile phone nowadays can be used as bank account, debit card as well as automated money system that can be done electronically. In addition, mobile money is regarded as innovative application that matching the set of financial services that can be done through mobile phones as it enables the user to access financial services through its mobile phone. The financial services that can be provided through the mobile money system can be business to person payment for buy goods and services, mobile banking that enable the customers to send, receive, deposits and withdraw money the account of the user through mobile phone (Ndunge and Mutinda:2012).

Mobile money refers to the mobile payment operating under the umbrella of financial regulation initiated by mobile operator via the customer’s account. This new technology is more beneficial towards the customers since it help them conduct their business with other traders smoothly without use cash, cheque and credit cards. It enables the customer to make payment in wide range of services by using their mobile phone. This innovation has helped the low income earner and poor people to access financial services at cheaper and affordable cost. In developing countries mobile money has become a solution to the socio-economic development through the extension of financial services to the unbanked customers who use the mobile phone various payment (Jenny and Mbiti, 2010). In Tanzania, mobile money usage has been spread all over the Tanzania this is due to the technological improvement that contributed toward the expansion of the mobile money usage. The main mobile money companies in Tanzania are Vodacom, Airtel, Halotel, Zantel and Tigo.

2.1.2 SMEs and use of mobile money for business growth
A recent study by InterMedia (2013) investigated uptake, use and market potential of mobile money services in Tanzania. The survey involved 2,980 households. The data was collected via questionnaires and interviews. The study revealed that the majority of registered mobile money users for business purposes used it primarily to purchase inventory and receive payments for goods and services. It was also found that there was no difference among rural, urban and peri-urban registered users in the way they used mobile money services for business. Higgins et al. (2012) investigated the mobile money usage patterns of Kenyan SMEs. The authors surveyed 865 SMEs which were urban and semi-urban based businesses. They found that whether Kenya SME owners used mobile money to receive payment, pay bills, salaries, or suppliers, they are higher in volumes of both mobile money adaptation transactions. Data showed that of the 865 SME owners who responded, 861(99.5%) used mobile money services in their personal or business dealings, and 67% used it for business (ibid.). Mbogo (2010) investigated success factors attributable to use of mobile payments by micro-business operators. The study was based on a survey conducted through administration of questionnaires. The data was collected from a sample of 409 microbusiness entrepreneurs in Nairobi, Kenya. The study applied TAM, which was extended to include other factors to help predict success and growth in microbusinesses. Key findings showed that convenience, accessibility, cost, support and security factors are related to behavioural intention to use and actual usage of the mobile payment services by the micro businesses to enhance their success and growth. Moreover, it was found that mobile money promotes entrepreneurship by providing a platform for development of new services and by enhancing performance of small enterprises. Odia (2012) investigated mobile money in Nigeria with insights from Kenya and employed TAM to examine factors that influence a user’s intention to use mobile money. The research was based on a questionnaire survey and semi-structured interview. Results indicated that predictors of the intention to use mobile money in Nigeria included convenience, security/privacy, trust, perceived ease of use and perceived usefulness, with convenience being the most significant of all factors. Tobbin (2011) combined TAM and DoI to investigate key factors that influenced Ghanaian consumers’ acceptance and use of mobile money transfer. A selfadministered questionnaire was used to collect data. Perceived ease of use and perceived usefulness were found to be the most significant determinants of behavioural intention to use mobile money transfer in Ghana. Perceived trust, trailability and perceived risk were also found to significantly affect behavioural intention. Although the study provides useful insights into factors that lead to adaptation of mobile money in Ghana, it has limitations. First, mobile money transfer was at the infant stages, and the researchers had to explain to most of respondents about it. Second, several respondents were illiterate such that the questionnaire required translating, which may have affected their understanding and interpretation. Lastly, the study was urban based, which may not have been a perfect representation of the entire population. Echchabi and Aziz (2013) used DoI to examine the intention of Moroccan customers to adopt mobile money. The study employed descriptive statistics, one sample t-test and multiple regressions. Using 400 questionnaires, which were randomly distributed to Moroccan banks’ customers, they found that Moroccan customers had willingness to adopt mobile money. Furthermore, results show that complexity, relative advantage, compatibility, and trialability are good predictors of intention to adopt mobile money in Morocco. Lule et al. (2012) employed TAM to study m-banking adaptation in Kenya. The study was based on 450 questionnaires distributed to mobile money users. The study revealed that perceived ease of use, perceived usefulness, perceived self-efficacy and perceived credibility significantly influenced customers’ attitude towards usage of m-banking.

2.1.3 Level of satisfaction with mobile money services among SMEs and their influence on growth of firm
The study by Saleem and Rashid (2011) in Pakistan examined the relationship between customer satisfaction and mobile banking in Pakistan. Questionnaires were given to 230 bank employees and 230 bank customers. Findings revealed that customers concerns about security, authenticity and reliability of technology were significant. Results imply that firms should focus upon IT application, innovative services, security, customer trust and risk because they are key indicators of technology adaptation. Morawczynski and Pickens (2009) conducted an ethnographic study in Kenya, on how poor people used M-PESA and its impact on their lives. More than 350 people were interviewed. The majority of respondents indicated that they were satisfied with mobile money services and more than two thirds admitted that the service had improved their lives. Ayo et al. (2012), on a prototype mobile money implementation in Nigeria, conducted an experiment with 30 mobile money users to assess performance of the mobile money system components. A questionnaire was administered to capture users’ impression of the mobile money system and users’ satisfaction with the system. Nearly two thirds admitted that they were satisfied with the system. Further, nearly two thirds of the sample felt comfortable using the system.  

2.1.4 Challenges faced by SMEs in using mobile money to grow their business

InterMedia (2012) carried out a project to track the uptake use and market potential of mobile money services in Uganda through 3,000 respondents among households. The data was collected based on interviews with individual registered users of mobile money. Some of the problems reported by users of mobile money included inadequate number of available agents, especially in rural areas; inconsistent performance of mobile money agents; insufficient cash to help with transactions; agents’ absenteeism and insufficient understanding of mobile application and network problems. Ngugi et al. (2010) investigated critical factors that lead to rapid growth of mobile money banking services in Kenya. The methodology was based on a critical review of existing literature, secondary data and a survey targeting mobile phone users living in urban centres. A questionnaire was sent via email and 102 people responded. In addition, 67 people aged between 20 and 40 years completed all questions, thus reflecting the younger, internet frequenting generation. Key challenges included frequent system failure, security and fraud related challenges as well as lack of electronic float among most agents limiting the amount one could receive at any time. Although the study sheds some light on mobile money adaptation, sample of participants may not be ideally representative of the greater Kenyan population as these were young people.

Higgins et al. (2012) investigated mobile money usage patterns of Kenyan SMEs. The authors surveyed 865 SMEs that were randomly selected from a website database of 160,000 Kenyan SMEs. The sample focused on urban and semi-urban businesses. The study revealed that high tariffs and inadequate access to record-keeping including payment –management interfaces, were main barriers to adaptation.
2.2 Theoretical framework

2.2.1 Technology acceptance model on mobile money transfer

Technology acceptance model was introduced by Fred Davies in 1985 in his doctor of philosophy thesis at MIT Sloan School of management. He further explained about motivational factors that influence customers intention on the usage towards mobile banking include perceived ease in use, perceived usefulness and attitude of the customers towards the system. Davies stated that the readiness of the user towards the use of particular technology or not to use the technology to a great extent is determined by attitude (Davis, 1985).

2.4.2 Innovation diffusion theory
According to the Zhou, et al (2010) defined innovation as the new idea that formulated by researcher /scientist in order to meet a particular solution towards certain existing in a society. The innovation of service, products, system and process can a played a pivotal role of promote and enhance efficiency of new method of production in the management or an organization operation smoothly and successful. It was postulated some few principal characteristics of innovation diffusion includes relative advantage used to assess and determine for the relative advantage of the perceived mobile money transfer innovation is better that previous system of transfer money not yet introduced. In addition, the innovation of mobile money transfer service was compatible towards the demand of people in a sense that enable to transfer money to any account of his or her choice. Latestly, the society can made a decision of adopted or rejected the innovation if the perceived benefit of innovation had seen, the society would make a decision of adopted the innovation while if there was no perceived benefits of innovation also the society would rejected the innovation.
2.3 Empirical studies
The survey has been conducted by Huang (2008) to determine the role of mobile money transfer in promoting small medium enterprises in Auckland, New Zealand. The primary data were collected using a questionnaire. The findings of this research project indicated that a mobile money transfer service was played a fundamental role towards the growth and supporting of the business activities conducted by SMEs in Auckland (Huang, 2008). Chogi (2006) conducted a study to assess the usefulness mobile money transfer in enhance small medium enterprises operation in Nairobi, Kenya.The data for research project was collected by using Questionnaire. The result of the research project indicated that mobile money transfer is helpful towards the success of SMEs since it help to reduce cost operation and increase the revenue of the small medium enterprises as the beneficiaries of the mobile money services. Donner and Escobari (2010) carried out a study to determine the usage of mobile money service among the small medium enterprises in developing countries. The data for this study was gathered by using a questionnaire from 14 studies that had assessed the mobile money transfer services usage by SMEs. The findings reveled that mobile money transfer helped SMEs to be more productive and increased the annual profit. Wambari (2009) investigated the impact of mobile money transfer in developing countries a case study of Kenya. The questionnaire used to collect data from sample size of 50 SMEs. The result of this study indicated that mobile money transfer to a great extent has enabled the SMEs to improve their business and helped the business owner to transfer funds on different account on time without spent time in financial institutions such as banks as done previous time. Higgins et al. (2012) conducted a study to assess and determine the role of mobile money transfer usage pattern among the Small medium enterprises in Kenya. The researchers used a questionnaire to gather data from 1350 small medium enterprises owners respectively. The result of the study revealed that about 95% of the small medium enterprises used mobile money transfer.Furthermore; the study indicated that small medium enterprises grew and expanded tremendously due to the usage of the mobile money transfer services. Bangens and Soderberg (2008) determined and assessed the role of mobile money transfer and its potential to provide basic mobile money services to the vast of majority of the people in sub Saharan countries. The data from this study was collected using primary and secondary data. The results showed that the mobile money service had contributed towards the improvement of SMEs operations and competiveness in their business enterprises.

CHAPTER THREE

RESEARCH METHODOLOGY

3.1
INTRODUCTION


In this chapter, we described the research procedure for this study. A research methodology is a research process adopted or employed to systematically and scientifically present the results of a study to the research audience viz. a vis, the study beneficiaries.
3.2
RESEARCH DESIGN

Research designs are perceived to be an overall strategy adopted by the researcher whereby different components of the study are integrated in a logical manner to effectively address a research problem. In this study, the researcher employed the survey research design. This is due to the nature of the study whereby the opinion and views of people are sampled. According to Singleton & Straits, (2009), Survey research can use quantitative research strategies (e.g., using questionnaires with numerically rated items), qualitative research strategies (e.g., using open-ended questions), or both strategies (i.e., mixed methods). As it is often used to describe and explore human behaviour, surveys are therefore frequently used in social and psychological research.
3.3
POPULATION OF THE STUDY


According to Udoyen (2019), a study population is a group of elements or individuals as the case may be, who share similar characteristics. These similar features can include location, gender, age, sex or specific interest. The emphasis on study population is that it constitute of individuals or elements that are homogeneous in description. 


This study was carried out to assess mobile money and its impact on business performance. Selected SMEs in Port Harcourt, Rivers state form the population of the study.
3.4
SAMPLE SIZE DETERMINATION

A study sample is simply a systematic selected part of a population that infers its result on the population. In essence, it is that part of a whole that represents the whole and its members share characteristics in like similitude (Udoyen, 2019). In this study, the researcher adopted the convenient sampling method to determine the sample size. 
3.5
SAMPLE SIZE SELECTION TECHNIQUE AND PROCEDURE

According to Nwana (2005), sampling techniques are procedures adopted to systematically select the chosen sample in a specified away under controls. This research work adopted the convenience sampling technique in selecting the respondents from the total population.
In this study, the researcher adopted the convenient sampling method to determine the sample size. Out of all the entire population of Smes operators in Port Harcourt, Rivers State, the researcher conveniently selected 120 out of the overall population as the sample size for this study. According to Torty (2021), a sample of convenience is the terminology used to describe a sample in which elements have been selected from the target population on the basis of their accessibility or convenience to the researcher.
3.6 
RESEARCH INSTRUMENT AND ADMINISTRATION

The research instrument used in this study is the questionnaire. A survey containing series of questions were administered to the enrolled participants. The questionnaire was divided into two sections, the first section enquired about the responses demographic or personal data while the second sections were in line with the study objectives, aimed at providing answers to the research questions. Participants were required to respond by placing a tick at the appropriate column. The questionnaire was personally administered by the researcher.
3.7
METHOD OF DATA COLLECTION

Two methods of data collection which are primary source and secondary source were used to collect data. The primary sources was the use of questionnaires, while the secondary sources include textbooks, internet, journals, published and unpublished articles and government publications.
3.8
METHOD OF DATA ANALYSIS

The responses were analysed using the frequency tables, which provided answers to the research questions.
3.9
VALIDITY OF THE STUDY

Validity referred here is the degree or extent to which an instrument actually measures what is intended to measure. An instrument is valid to the extent that is tailored to achieve the research objectives. The researcher constructed the questionnaire for the study and submitted to the project supervisor who used his intellectual knowledge to critically, analytically and logically examine the instruments relevance of the contents and statements and then made the instrument valid for the study.
3.10
RELIABILITY OF THE STUDY

The reliability of the research instrument was determined. The Pearson Correlation Coefficient was used to determine the reliability of the instrument. A co-efficient value of 0.68 indicated that the research instrument was relatively reliable. According to (Taber, 2017) the range of a reasonable reliability is between 0.67 and 0.87.
3.11
ETHICAL CONSIDERATION

he study was approved by the Project Committee of the Department.  Informed consent was obtained from all study participants before they were enrolled in the study. Permission was sought from the relevant authorities to carry out the study. Date to visit the place of study for questionnaire distribution was put in place in advance.
CHAPTER FOUR

DATA PRESENTATION AND ANALYSIS

This chapter presents the analysis of data derived through the questionnaire and key informant interview administered on the respondents in the study area. The analysis and interpretation were derived from the findings of the study. The data analysis depicts the simple frequency and percentage of the respondents as well as interpretation of the information gathered. A total of hundred and twenty (120) questionnaires were administered to respondents of which 100 were returned. The analysis of this study is based on the number returned.

4.1
DATA PRESENTATION
Table 1: Gender Distribution of Respondents

	Gender
	Frequency
	Percentage

	Male
	48
	48%

	Female
	52
	52%

	Total
	100
	100.0%


Source: Author’s Computation from Field Survey 2022

The table above shows the gender distribution of respondents. 48% of the respondents were male and the remaining 52% were female. Thus, female respondents were slightly higher than their male counterparts.

Table 2: Age Distribution of Respondents
	Age
	Frequency
	Percentage

	20-30 years
	24
	24%

	31-40 years
	47
	47%

	Above 40 years
	29
	29%

	Total
	100
	100.0%


Source: Author’s Computation from Field Survey 2022

The table above shows the age distribution of respondents. 24% of the respondents are between the age bracket of 20-30 years; 47% which constituted the majority are between the age bracket of 31-40 years and 29% are above 40 years.

Table 3: Marital Status of Respondents
	Marital Status
	Frequency
	Percentage

	Single
	13
	13%

	Married
	87
	87%

	Total
	100
	100.0%


Source: Author’s Computation from Field Survey 2022

The table revealed the marital status distribution of respondents. Majority of the respondents, which constituted 87% are married while the remaining 13% respondents are unmarried.

Table 4: Educational Qualification of Respondents
	Qualification
	Frequency
	Percentage

	SSCE
	11
	11%

	HND/B.Sc
	80
	80%

	M.Sc/PhD
	9
	9%

	Total
	100
	100.0%


Source: Author’s Computation from Field Survey 2022

The table revealed the educational qualification of respondents. 11% of the respondents are SSCE holders, 80% of them, which formed the majority, are HND/B.Sc holders and 9% are M.Sc/PhD holders.

Table 5: Position of Respondents
	Position
	Frequency
	Percentage

	Manager
	12
	12%

	Accountant
	31
	31%

	Auditor
	26
	26%

	Cashier
	24
	24%

	Others
	7
	7%

	Total
	100
	100.0%


Source: Author’s Computation from Field Survey 2022

Table 5 unveiled the distribution of position of respondents. 12% are managers, 31% are accountants, 26% are auditors, 24% are cashiers and 7% are mostly administrative staff.

ANSWERING RESEARCH QUESTIONS

Question 1: Does mobile money increase productivity of the business?

Table 4.3: Respondent on question 1

	Options
	Frequency
	Percentage

	Yes
	60
	60

	No
	19
	19

	Undecided
	21
	21

	Total
	100
	100


Source: Field Survey, 2021
From the responses obtained as expressed in the table above, 60 respondents constituting 60% said yes. 19 respondents constituting 19% said no. While the remain 21 respondents constituting 21% were undecided.

Question 2: Does mobile money increase the business sales volume ?

Table 4.4: Respondent on question 2

	Options
	Frequency
	Percentage

	Yes
	56
	56

	No
	21
	21

	Undecided
	23
	23

	Total
	100
	100


Source: Field Survey, 2021
From the responses obtained as expressed in the table above, 56 respondents constituting 56% said yes. 21 respondents constituting 21% said no. While the remain 23 respondents constituting 23% were undecided.

Question 3: Does mobile money increase the business market share?

Table 4.5: Respondent on question 3

	Options
	Frequency
	Percentage

	Yes 
	61
	61

	No 
	17
	17

	Undecided
	22
	22

	Total
	100
	100


Source: Field Survey, 2021
From the responses obtained as expressed in the table above, 61 respondents constituting 61% said yes. 17 respondents constituting 17% said no. While the remain 22 respondents constituting 22% were undecided.

CHAPTER FIVE

SUMMARY, CONCLUSIONS AND RECOMMENDATIONS:

5.1 Introduction

This chapter summarizes the findings on the assessment of mobile money and its impact on business performance, SMEs in Port Harcourt, Rivers State as case study. The chapter consists of summary of the study, conclusions, and recommendations.

5.2 Summary of the Study

In this study, our focus was on the assessment of mobile money and its impact on business performance, SMEs in Port Harcourt, Rivers State as case study. The study is was specifically focused on examining if mobile money increases productivity examining if mobile money transfer facilitates increase in sales volume and examining the impact of Mobile Money on business market share.
The study adopted the survey research design and randomly enrolled participants in the study. A total of 100 responses were validated from the enrolled participants where all respondent are SMEs operators in Port Harcourt, Rivers State.

5.3 Conclusions

With respect to the analysis and the findings of this study, the following conclusions emerged;

Majority of SMEs were using mobile money transfer service for traditional functions of sending and receiving money. Some business owners were utilizing mobile money transfer service for business related transaction services include deposit or withdraw money from their bank accounts, pay bills, pay salaries and purchase goods. The study findings indicated that usage of mobile money transfer service contributes toward business growth and development among SMEs by speeding up the transaction costs. Findings from the study revealed that various uses of mobile money transfer service have a positive impact on SMEs growth.

This study concludes that mobile money transfer service has a positive contribution towards the development of business in Lagos since majority of traders depend on it as opposed to the financial institutions such as commercial banks. It is evident to acknowledge that majority of respondents have deep knowledge and understand on the usage and basic functions of mobile money transfer services.

5.4 Recommendation

Based on the findings the researcher recommends that;

The researcher recommended that business people whoever want to improve the saving capacity should first consider the use of MMT as the means that helped the business people improved their saving ability. The service providers should first educate the entire community on the benefit of using MMT as far as the study MMT service had impacted positively on the business owner standard of living.

The researcher recommended that the mobile money service provider should improve this service adequately and ensure the system has produced a receipt which will help for audit trials and verification purpose. It has been noted that a physical verification of any transaction is quite important in case of audit purpose and reconciliation of an account. Having the system that produces receipt, this will help SMEs to tract payment and receipt easier.

The researcher recommended that mobile money transfer service provider should consider on improving security system of the mobile money system so as to protect the user against fraudsters, so it is further recommended that users should be educated on the guideline to protect them from fraudster.

The recommended that mobile money transfer service providers should improve upon network and system so that can solve the problems of system and network challenges which is hinder the performance of business transaction among the user of mobile money transfer service, therefore, telecommunication should invest on infrastructure so that all transaction service can take place smoothly and faster. 
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APPENDIX

QUESTIONNAIRE
PLEASE TICK [√] YOUR MOST PREFERRED CHOICE AND AVOID TICKING TWICE ON A QUESTION

SECTION A

PERSONAL INFORMATION

Gender

Male [  ]

Female [  ]

Age 

18-25
[  ]

20-30
[  ]

31-40
[  ]

41 and above [  ]

Educational level

WAEC
[  ]

BSC/HND
[  ]

MSC/PGDE
[  ]

PHD

[  ]

Others………………………………………………(please indicate)

Marital Status
Single
[  ]

Married [  ]

Separated [  ]

Widowed [  ]

Section B
Question 1: Does mobile money increase productivity of the business?

	Options
	PLEASE TICK

	Yes
	

	No
	

	Undecided
	


Question 2: Does mobile money increase the business sales volume ?

	Options
	PLEASE TICK

	Yes
	

	No
	

	Undecided
	


Question 3: Does mobile money increase the business market share?

	Options
	PLEASE TICK

	Yes 
	

	No 
	

	Undecided
	


