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ABSTRACT 

This study examines the effect of social influence on smallholder farmers' acceptance of mobile 

phone banking services in the Dodoma Region. 355 smallholders’ farmers were selected randomly 

to form a sample. It was revealed that social influence measures have good predictive potential in 

explaining acceptance of mobile phone banking services. Income and education levels have 

statistically significant effects on acceptance of mobile phone banking services. The findings 

advise services providers to invest more in social interaction, experiences and advertisements and 

promotions to address the expectations of smallholder farmers. The study attracts policy reviews 

with focus on the socially related influences to attract more service users. These findings have 

implications to smallholder farmers who use mobile phone banking services. 

 

Keyword: Social influence; Mobile Phone Banking Services; Smallholder farmers. 

 

1. INTRODUCTION 

Many countries have experienced significant improvement in financial inclusion using mobile 

money services (Lwoga & Lwoga, 2017). Mobile payments involve the application of mobile 

phones to conduct mobile banking services (Akhter et al., 2020). Low-income earners particularly 

smallholder farmers perceive mobile banking services as substitutes for traditional banking 

services (Kamotho, 2008). In Tanzania like in other developing countries, agriculture is the major 

economic sector dominated by smallholder farmers who cultivate and or own farmland of less than 

2 acres (Liu & Basso, 2020). More than 80% of the total population is employed by the agricultural 

sector (Mtaturu, 2020).  The agricultural sector contributes 29.1% of the GDP despite the level of 

employment (URT, 2017). The level of agricultural production is not enough to feed the increasing 

population of Tanzania which may lead to food imports. The low level of production is influenced 

by inadequate financial services and low use of technology (Kiberiti et al., 2016).  The use of 

mobile phone banking is among the technologies that helped smallholder farmers in India to 

increase agricultural production (Krell et al., 2020). Mobile phone banking use significantly 

improved agricultural production among smallholder farmers in Ghana (Issahaku et al., 2018). 

Similarly, the use of mobile phone banking services for agriculture potentially assisted rural 

smallholder farmers in Uganda and Kenya as proclaimed by Baumüller (2018). Extant studies 

show that mobile phone banking services have a positive influence on household welfare gains 

through agricultural yields (see Kikulwe et al., 2014; Suri & Jack, 2016). Farmers using mobile 

phone banking services benefits through improvement in agricultural production (Baumüller, 
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2018). Unfortunately, there is low uptake of mobile phone applications to facilitate agricultural 

production (Kiberiti et al., 2016). Among the factors influencing acceptance of mobile phone 

banking services is social influence (Venkatesh et al., 2003). There have been limited studies to 

assess the effect of social influence on the mobile phone banking acceptance of smallholder 

farmers (Sarfaraz, 2017). Several studies concerning the use of mobile banking services among 

farmers concentrated on household income, money input intensity, market orientation, and farm 

productivity (Aggarwal et al., 2020; Batista et al., 2020; Gopane et al., 2020; Hartmann et al., 

2021; Abdl-Rahaman et al., 2022). Furthermore studies done on mobile banking services among 

farmers focused on mobile savings, analyzing the farm household use of mobile banking 

(Baumüller, 2018) without looking at the effect of social influence on the acceptance of mobile 

phone banking services.  

This study focuses on assessing the effect of social influence on the acceptance of mobile phone 

banking services by smallholder farmers in Tanzania specifically in the Dodoma region where 

smallholder farmers are engaged in grapes farming.  

 

The reasons for undertaking this study are; First, farmers who grow grapes are more likely to use 

mobile phone banking services to pay for agricultural inputs and labor. Secondly, grapes farmers 

interact with buyers who normally use mobile phone banking services to effect payments (grapes 

being a commercial crop). Third, the findings of this study benefit society considering that it 

explains the factors that influence acceptance of mobile phone banking services in Tanzania. 

Fourth, the study helps mobile phone banking services providers to recognize the socio-economic 

barriers to the unbanked population’s acceptance of mobile money services so that they can 

formulate strategies to address these obstacles. As a result, it would increase the use of mobile 

phone banking services and bridge the digital divide between the rich and the poor, the rural and 

urban population and toughen the socio-economic and developing agenda for growth. Finally, the 

knowledge generated in this study serves as a data source for policymakers during policy reviews 

to enhance the acceptance of mobile phone banking services by smallholder farmers. 

 

This study differs from other studies in the following ways.  First, most of the available literature 

on mobile phone banking resulted from studies conducted outside Tanzania and hence cannot 

reflect the characteristics of smallholder farmers in rural areas of Tanzania. Second, no study on 

the acceptance of mobile phone banking services has been conducted on smallholder farmers 

engaged in grapes farming in rural areas of Tanzania. Previous research has looked into how 

smallholder farmers can benefit from mobile phone banking services. In Ghana, smallholder 

farmers increased their agricultural production by using mobile phone banking (Issahaku et al., 

2018; Abdul-Rahman & Abdulai, 2022). Furthermore, in Uganda and Kenya, using mobile phone 

banking for agriculture helped the rural smallholder farmers to practice modern agricultural 

methods (Baumüller, 2018). Generally, smallholder farmers use mobile phone banking services to 

access financial services that help to pay for agricultural inputs, resulting in increased agricultural 

production. The social from the use of mobile phone banking services can influence its use.  

Our study results show that social influence affects the acceptance of mobile phone banking 

services by smallholder farmers. Experience from other users, advertisements and promotions, 

Family members’ influence, Social status, and social interaction all have good predictive potential 

in explaining smallholder farmers' acceptance of mobile phone banking services. 
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In addition, income and education levels play a key role in influencing smallholder farmers' 

acceptance of mobile phone banking services.  Our study is organized as follows. A literature 

review is presented in section 2, while section 3 describes the methodology and data, section 4 

describes the results and section 5 concludes the study.  

 

2. LITERATURE REVIEW 

2.1 Conceptual Definition 

Social influence is the level to which a person observes that essential others believe should use the 

technology (Venkatesh et al., 2003). Similarly, Ngugi and Bertsch, (2019) explained social 

influence as a degree an individual perceives that people important to them have believed they 

should use the new system.  

 

2.2 Linking social influence and acceptance of mobile phone banking services 

The level of acceptance and technology use has been demonstrated in different studies to be 

influenced by social influence. There must be influences for the users to accept technology use; 

otherwise, acceptance would be in question.   Users' willingness to accept mobile phone banking 

is influenced by nearby relatives, friends, and family members (Sarfaraz, 2017).  Although several 

factors are influencing the acceptance of mobile phone banking services, social relations have a 

role to play in enhancing technology use (Venkatesh et al., 2003).  In the same way, social 

influence was identified to be the most relevant antecedent in the desire to use mobile phone 

banking services (Lwoga & Lwoga, 2017). The successful usage of mobile phone banking services 

largely depends on several influencing factors. The factors are associated with culture, relatives, 

and friends (Richard & Mandari, 2017). 

Social influence is taken into account for technology users being influenced by household 

members to influence the head of the family on using mobile phone services (Malima et al., 2015). 

Other studies found smallholder farmers as technology users are influenced by the existing social 

relation including relatives and friends, family members, and social interactions (Singh & 

Srivastava, 2018; Asongu, 2018). The effect of social influence on the acceptance of mobile phone 

banking services among smallholder farmers has been revealed in different studies (see for 

example Batani et al., 2019; Victor et al., 2021).  The gap in the literature review is that studies 

have not put social influence into consideration when studying the acceptance of mobile banking 

by smallholder farmers (See, for example, Asravor, et al., 2021). Furthermore, unlike previous 

studies, we combined other confounding factors (i.e. income, education, marital status, age) with 

social influence to check whether it might affect the findings on smallholder farmers' acceptance 

of mobile phone banking services.  

3.0 Methodology 

This study was carried out in the Dodoma Region Tanzania where smallholder farmers are engaged 

in grapes farming. The study used a cross-sectional survey design that involved a total of 355 

grapes farmers obtained using a simple random sampling. The study area was chosen for the fact 

that farmers who grow grapes use mobile phone banking services more than smallholder farmers 

who grow other crops. Grape farmers are the users of mobile phone banking services to pay for 

labor, pay for agricultural inputs and receive payments for the produces. 

 

3.1 Sampling Technique 
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The study was conducted in three (3) districts of the Dodoma Region that is Dodoma Urban, 

Chamwino, and Bahi which are found in the central part of Tanzania. The multi-stage sampling 

technique was employed to sample responding smallholder farmers. The first stage involved the 

use of a purposive sampling technique to select three (3) districts whose farmers are engaged in 

grapes farming in Dodoma Region. The second stage involved the usage of purposive sampling to 

select the six (6) wards with high grapes production in the selected districts. The third stage was 

to select six (6) villages with high grapes production in the selected wards. The last stage involved 

a simple random sampling technique to sample the responding communities where the 355 heads 

of households were administered with the survey questionnaires. Multi-stage sampling was 

employed because the population of the study was too vast and reaching every farm household 

was highly impossible. The use of multi-stage sampling makes time and cost-effective as helps 

reduce the population into smaller manageable groups. The sampling techniques were adopted and 

justified like other previous studies (See, Asravor, 2020; Asravor et al., 2021).  

 

3.2 Data Collection 

The study used a survey questionnaire to collect primary data. The survey questionnaire had two 

parts; the first part had questions enquiring about the characteristics of smallholder farmers while 

the second part had questions concerning the social influence of smallholder farmers. The second 

part of the questionnaire focused on research variables namely Experience from other users, 

advertisements and promotions, Family members’ influence, Social status, and social interaction. 

Questions on research variables were structured in the Likert scale where respondents were 

required to indicate their level of agreement with the provided statements. The survey 

questionnaire was adapted from previous studies (Venkatesh, et al., 2003; Batani et al., 2019; 

Lwoga & Lwoga, 2017; Sing & Srivastava, 2018) and modified to suit this study.   

The study population stands at 2167 smallholder farmers as provided by District agricultural 

extension officers. A total of 355 questionnaires had been administered to respondents and kept 

for analysis. The information collected was based on literature about experiences from other users, 

advertisements and promotions, Family members’ influence, Social status, and social interaction 

as influences acceptance of mobile phone banking services with their socio-demographic 

characteristics.  

 

3.3 Methods of Analysis 

Descriptive statistics were used to profile the characteristics of respondents while multiple linear 

regressions were performed to analyze the link between social influence and acceptance of Mobile 

Phone Banking Services. The questionnaire included Likert scale statements in which respondents 

were asked to rate their level of agreement with the statements provided. The Likert scale is used 

to collect opinion data (See, for example, Saunders et al., 2012) and provides a convenient way to 

measure unobservable constructs (Jebb et al., 2021). It is also used to study social attitudes 

(Kothari, 2004; Lionello, et al., 2021) similar to our study on the acceptance of mobile phone 

banking services. Further, the Likert scale is an efficient and useful method to gather opinions or 

factual information and assess attitudes (Lam & Green, 2019).  

 

 Before analysis we first defined the categories for Likert scales: 1-Strongly agree, 2-Agree, 3-

Neither agree nor disagree, 4-Disagree, and 5-Strongly disagree as described by Lipovetsky 
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(2021). The use of multiple linear regression for variables measured on a Likert scale stems from 

the fact that Likert-type data has consistently supported the use of variables as approximately 

continuous (See, for example, Boone & Boone, 2012; Harpe, 2015). This study followed the work 

of Lipovetsky, 2021; Willits et al., 2016; Sun et al., 2021; Tutz, 2021; Johnson and Creech, 1983; 

Norman, 2010; Sullivan and Artino, 2013; Zumbo and Zimmerman, 1993 which found that Likert 

or ordinal variables with five or more categories can often be used as continuous without causing 

problems with multiple linear regression analysis. In such cases, the variable is commonly referred 

to as an ordinal approximation of continuous variables. 

Then collected data were analyzed using multiple linear regressions in the fact that it analyzes 

several independent variables with a single dependent variable (See, Khademi et al, 2017). Overall, 

the study used a multiple linear regression equation to express the existing relationship between 

smallholder farmers' acceptance of mobile phone banking services and social influence while 

controlling for other confounding factors such as income, education, age, and marital status. The 

social influence was measured by Experience from other users, advertisements and promotions, 

Family members’ influence, Social status, and social interaction. 

The multiple linear regression equation was given by 

Y = 𝜶 + ß X1  + 𝛄 Z′ + Ɛ𝒊,………………………………(1)   

Where, 

Y = smallholder farmers’ acceptance of mobile phone banking services  

X1= Experience from other users 

Z′= Vector of other explanatory variables such as advertisements and promotions, Family 

members’ influence, Social status, and social interaction, and confounding factors such 

as income, education, age, and marital status 

Ɛ𝒊,= error term 

𝛼 = constant value,  

ß and γ are the coefficients of explanatory variables. 

 

4. RESULTS 

4.1 Demographic characteristics of respondents 

Our study comprised 355 respondents, where 77.2% were males and 22.8% were females (Table 

1) Out of 355 respondents, 27.0% reported themselves to be under 35 years by age, 62% as aged 

from 36 to 55 years, and 11.0% as 56 and over as Table 1 indicates. This means that the age of 

responding smallholder farmers was matured enough to decide on acceptance of mobile phone 

banking services. This group was likely to respond to the relevant issues related to the acceptance 

of mobile phone banking services objectively and hence helpful in providing relevant data for the 

study. The likeliness response could be caused to general technology acceptance tendencies where 

young people outdo the aged.  

Smallholder farmers had sufficient experience in using mobile phone banking services as 65.9% 

had experience of 4 – 6 years. This experience is enough to explain the social influence affecting 

the use of mobile phone banking services. As revealed by Venkatesh, et al., (2003), experience in 

technology use plays an important part influences the decision of using a given technology. 

Regarding marital status it is learned that the majority of respondents (69.0%) were married, 7.0% 

were single, 16.1% were in relation,  and 7.9% were separated.  

http://ijbmer.org/


International Journal of Business Management and Economic Review 

                                                                                                                           Vol. 5, No. 03; 2022 

                                                                                                                               ISSN: 2581-4664 

http://ijbmer.org/ Page 116 
 

Table 1: Demographic Characteristics of respondents (N= 355) 

 Variable Frequency % 

Gender Male 274 77.2 

Female 81 22.8 

Age (Years) <  35 96 27.0 

36 – 55 220 62.0 

56+ 39 11.0 

Marital Status Single 25 7.0 

In relationship 57 16.1 

Married 245 69.0 

Separated 28 7.9 

Education Not attended 9 2.5 

Primary Education 119 33.5 

Secondary Education 129 36.4 

College Education 98 27.6 

Annual Income  

Below Tsh 500,000 16 4.5 

Tshs 500,001 - 1,000,000 29 8.1 

Tshs 1,000,001 - 1,500,000 55 15.4 

Tshs 1,500,001 - 2,000,000 78 21.9 

Tshs 2,000,001 - 2,500,000 78 21.9 

Tshs 2,500,001 - 3,000,000 63 17.7 

Tshs 3,000,000 Above 24 6.7 

No Response 13 3.7 

Experience in using 

the services (years) 

< 3 59 16.6 

4 – 6 220 62.0 

7 – 10 76 21.4 

Time spent walking to  

access the mobile 

phone banking 

service (min) 

< 11 248 70.0 

11 – 20 39 11.0 

21 – 30 43 12.0 

31 +  25 7.0 

Source: Authors’ computation (2021) 

  

In terms of income, 78 (21.9%) smallholder farmers earned between Tshs 2,000,001 - 2,500,000 

and 78 (21.9%) earned Tshs 1,500,001 - 2,000,000, while 16 (4.5%) of respondents earned less 

than Tsh 500,000. This implies that the majority (43.8%) earned an income ranging between Tshs 

1,500,001 to 2,500,000. As indicated in Table 1, mobile phone banking services is close to the 

household of smallholder farmers since the majority (70%) spend less than 11 minutes whereas 

only 7.0% spend more than 31 minutes to reach the service provider. This implies that distance is 

not blocking the accessibility of mobile phone banking services in the study area. 

For robustness of data, the multicollinearity test was conducted to determine the correlation 

between the explanatory variables. Tolerance and Variance Inflation Factor (VIF) was used to 

indicate the level of multicollinearity (See Table 2). The results showed that the measurement 

items had the lowest tolerance value of 0.296 and the highest value of 0.774. The analysis also 

indicates the VIF of 3.374 for the highest and 1.292 for the lowest value which is below the cut-
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off of 10 (Senaviratna & Cooray, 2021). The results indicate the absence of multicollinearity in 

the regression model hence calling for multiple linear regressions. 

Table 2. Multicollinearity Test Results 

No  Variable Tolerance VIF 

1 Experience from other users .376 2.659 

2 Advertisements and promotions .344 2.903 

3 Family members influence .296 3.374 

4 Social status .327 3.054 

5 Social interaction .774 1.292 

Source : Authors computation, (2021) 

 

4.2 Social influence on the acceptance of mobile phone banking services by smallholder 

farmers. 

The multiple linear regression analysis was conducted to determine the level at which social 

influence explains the acceptance of mobile phone banking services by smallholder farmers. Social 

influence was explained by five (5) measurement items namely experience from other users, 

advertisements and promotions, Family members’ influence, Social status, and social interaction 

without considering the effect of confounding variables (Table 3a). The study showed that the 

measurement items explain 74.5% of the variance to accept the use of mobile phone banking 

services.  Also, the statistical test (F-test) was conducted to determine the level of the existing 

relationship between social influence and acceptance of mobile phone banking services. The 

analysis results revealed the model to reach a statistical significance value of 0.000.  

 

The statistical test t (t-test) was conducted to determine the level of contribution of the 

measurement items to the prediction of the acceptance of mobile phone banking services. The 

analysis results (Table 3) indicate that the regression coefficients of measurement items were; 

Social status had the highest t – statistic value of 30.879 while the lowest t-statistic value for social 

interactions of 8.579.   

Table 3a: The Multiple Linear Regression Results 

Variable  Coefficient Std. Error t- statistics p- value 

(Constant) 0.016 0.087 0.180 0.858 

Experience from other users 1.054 0.047 22.189 0.000 

Advertisements and 

promotions 
1.142 0.046 24.839 0.002 

Family members influence 1.078 0.052 20.731 0.000 

Social status 1.479 0.048 30.879 0.000 

Social interaction 0.276 0.032 8.579 0.000 

Note:  Dependent Variable: Acceptance of Mobile Phone Banking Services  

 

The more the value of t-statistic value among the measurement items the more it is significant. 
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Experience from other users, advertisements and promotions, family members’ influence, social 

status, and social interaction all showed a positive and significant impact on the acceptance of 

mobile phone banking services.  

Table 3b shows the results on the social influence on the acceptance of mobile phone banking 

services among the smallholder farmers with the confounding factors (age, education, income, 

gender, and education). The confounding factors were controlled for in the regression model 

together with the social influence on the acceptance of mobile phone banking services.  

 

Table 3b: The social influence and confounding factors on acceptance of mobile phone 

banking service 

 Coefficient  Std. Error  t-statistics    P- Value 

(Constant) 1.656 0.052 33.044 0.000 

Age -0.072 -0.024 5.990 0.000 

Level of Education 0.098 0.017 5.793 0.003 

Annual Income 0.052 0.015 3.921 0.000 

Marital status 0.024 0.014 1.015 0.510 

Experience from other users 1.054 0.047 22.189 0.000 

Advertisements and promotions 1.142 0.046 24.839 0.002 

Family members influence 1.078 0.052 20.731 0.000 

Social status 1.479 0.048 30.879 0.004 

Social interaction 0.276 0.032 8.579 0.012 

Note:  Dependent Variable: Acceptance of Mobile Phone Banking Service 

R = 0.780, R2 = 0.608, Adjusted R2 = 0.600, Standard error estimate = 1.98460, Durbin-Watson = 

1.869, F-Statistics = 0.0000 

Table 3b shows that income and education levels have positive and statistically significant effects 

on influencing acceptance of mobile phone banking services. However, the age of smallholder 

farmers is negatively and significantly influences the acceptance of mobile phone banking 

services. This implies that older people are less likely to accept mobile phone banking services. It 

should be noted that young people appear to be more up to date and open to new ideas than older 

people. Similarly, the positive influence of annual income and education levels implies that as 

income and education rise, will influence acceptance of mobile phone banking services among the 

smallholder farmers. Thus, this indicates that wealth and education are highly related to technology 

acceptance.   

 

The study further revealed that experience from other users, advertisements and promotions, 

family members’ influence, social status, and social interaction all showed a positive and 

statistically significant impact on smallholder farmers' acceptance of using mobile phone banking 

services.  

A one-unit increase in social interaction results in a 0.276 unit increase in smallholder farmers' 
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acceptance of mobile phone banking services. Similarly, a one-unit increase in family members’ 

influence results in a 1.078 unit increase in smallholder farmers' acceptance of mobile phone 

banking services. In turn, a unit increase in advertisements and promotions, social status, and 

experience from other users lead to a corresponding unit increase in smallholder farmers' 

acceptance of mobile phone banking services. This implies that an increase in fitting mobile phone 

banking services with day-to-day activities and being useful to smallholders increases the 

possibility of smallholder farmers accepting the use of mobile phone banking services. The 

findings show that smallholder farmers perceive the use of mobile phone banking services to 

improve their productivity. The findings show that smallholder farmers have trust that social status, 

social interaction, experience with other users, family members' influence, and advertisements and 

promotions have a role to play in the acceptance of mobile phone banking services by smallholder 

farmers. 

.  

 

5. DISCUSSION OF FINDINGS 

The study intended to determine the existing relation between social influence (i.e. Experience 

from other users, advertisements and promotions, family members’ influence, social status, and 

social interaction) and acceptance of mobile phone banking services. The regression analysis 

included the control variables such as age, level of education, annual income, and marital status to 

check the robustness of the results if can affect the social influence results (See, for example, 

Abayomi et al., 2019). The analysis showed that our results are not affected by confounding 

factors. The current study shows that social influence is significantly related to acceptance of 

mobile phone banking services as shown by multiple linear regression results. This describes the 

basis for acceptance of Information, Communication and Technology products as rooted in the 

types of characteristics that lay a foundation for acceptability (Shaharudin, 2012). 

The acceptance of technology requires appropriate characteristics defining the technology needs 

of smallholder farmers’ acceptance of mobile phone banking services. Our results findings showed 

a significant effect of social influence (Experience from other users, advertisements and 

promotions, family members’ influence, social status, and social interaction) on the acceptance of 

mobile phone banking services by smallholder farmers of Tanzania. Our study findings broadly 

corroborate with other studies in linking social influence with the acceptance of mobile phone 

banking services. These results are consistent with the study by Batani et al., (2019) revealed social 

influence to be a significant predictor of acceptance of technology among smallholder farmers in 

Zimbabwe.  Similarly, the findings are reliable to the findings by Malima et al., (2015) who 

concluded the consequence of social influence on acceptance and use of the mobile phone for 

agricultural marketing. Chang et al., (2019) claimed that technology acceptance behavior is 

influenced by interactions with people surrounding the prospective users. 

 

Our findings are steady with study findings by Richard and Mandari, (2017) that, customers’ 

acceptance of mobile phone banking is influenced by cultural variances, nearby relatives, and 

friends.  Similarly, Asongu, (2018) revealed that individuals’ decisions to accept mobile commerce 

services are motivated by relatives and members of the family. A study by Al-Saedi et al., (2020) 

on developing an extended UTAUT model for mobile payment adoption revealed social influence 

positively and significantly influences the acceptance of mobile banking. Social influence is the 
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chief predictor of intentions to accept the use of technology (Hassan & Wood, 2020). In India 

Singh and Srivastava, (2014) concluded that acceptance of mobile phone banking is inclined on 

the influence of relatives and friends (e.g. household head is influenced by the family members to 

use mobile phone banking services. Our study results are in line with the Unified Theory of 

Acceptance and Use of Technology (UTAUT) by Venkatesh et al., (2003) that social influence has 

a key role in promising the acceptance of technology particularly (mobile phone banking services 

by smallholder farmers).  

 

While this study demonstrates that social influence is the foundation for smallholder farmers' 

acceptance of mobile phone banking services, contrary results were revealed by Moorthy et al., 

(2020) on what pushes the adoption of mobile payment. Similarly, in a study by Leong et al., 

(2021) social influence was found to be insignificant to mobile money payment usage in Malaysia. 

Contrary results are also revealed by Belousova and Chichkanov, (2020); Addai & Arthur, (2020), 

and Agyei et al., (2020). Furthermore, Mijoska et al., (2020) concluded that social influence does 

not give a significant influence on mobile banking adoption in North Macedonia. 

 

A point of parting from this study is that social influence significantly influences the acceptance 

of mobile phone banking services by smallholder farmers. This implies that experience from other 

users, advertisements and promotion, family members' influence, social status, and social 

interaction predicts the power of social influence on the acceptance of mobile phone banking 

services as discussed in the following subsection.  

 

5.1 Experiences from other service users 

Our findings showed that experience from other users has a positive and significant impact on the 

acceptance of mobile phone banking services by smallholder farmers. The findings of this study 

are comparable to the study by Agyei et al., (2020) who concluded experience from other users 

significantly influences the adoption of mobile banking. Consumers’ experience was a significant 

predictor of mobile phone banking in different studies (see Mombeuil, (2020); Rehman & Shaikh, 

(2020); Dandena et al., (2020). It is therefore concluded that increasing the interaction of 

smallholder farmers with experienced service users will further increase the use of mobile phone 

banking services by smallholder farmers. 

 

5.2 Advertisements and promotions 

Our findings indicate that advertisements and promotions have a positive and significant effect on 

the acceptance of mobile phone banking services by smallholder farmers. These results mean that 

an increase in advertisements and promotions of mobile phone banking services will further 

increase their use by smallholder farmers. The current study results are similar to the findings by 

Alshannag et al., (2020) on consumer acceptance of the Islamic banking system. Further, Zhu et 

al., (2021) concluded advertisements and promotions significantly affect the adoption of mobile 

banking in rural China. Also, the findings from different studies indicate advertisements and 

promotions significantly influence the acceptance of mobile phone banking services (see Fall et 

al., 2020; Chandrasekar & Y, (2021). In other words, increased investing in advertisements and 

promotions will influence more use of mobile phone banking services by smallholder farmers.   
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5.3 Family members' influence 

Our study findings show that family members have a positive and significant influence on the 

intention to accept the use of mobile phone banking services. The findings imply that if family 

members are influenced to use mobile phone banking services will boost acceptance of mobile 

phone banking services. The study findings corroborate the conclusion made by Singh and 

Srivastava, (2018) that mobile banking acceptance is influenced by relatives, friends, and 

household members.  Family members using mobile phone banking services influence the 

acceptance of mobile banking (Nayanajith et al., 2020). Furthermore, other studies (Fall et al., 

2020) revealed family network effects influence mobile banking. In other words, having many 

users of mobile phone banking services in the family influences service usage by smallholder 

farmers in that family.  

 

5.4 Social status 

Our study reveals social status with a positive and significant effect on the intention to accept the 

use of mobile phone banking services by smallholder farmers. The results of the study corroborate 

study findings by Krell et al., (2020) on factors influencing the acceptance of mobile banking by 

commercial banks in Kenya. A similar study by Sharma et al., (2020) on determining factors 

influencing the adoption of mobile wallets in India revealed social status to have a significant 

influence. These findings imply that smallholder farmers will use mobile phone banking services 

provided the users of mobile phone banking services users are perceived as being of high status. 

 

5.5 Social interaction 

The study reveals that social interaction influences the acceptance of mobile phone banking 

services by smallholder farmers. These results are similar to Hassan and Wood, (2020); and 

(Rajaobelina et al., 2021) on the cultural influence of consumers' perceptions of mobile banking 

where social interaction was significant to the acceptance of mobile banking.  On examining the 

importance of social interaction, and perceived enjoyment among female youth online buyers in 

India. Prastiawan et al., (2021) revealed social interaction concluded to have a positive significant 

impact on buying behavior in e-commerce. It is therefore concluded that the more smallholder 

farmers are interacting with mobile phone banking service users, the more increase the intention 

to acceptance of mobile phone banking services. That is the more smallholder farmers are 

interacting with mobile phone banking service users, the more they increase their intention to 

acceptance of mobile phone banking services. 

 

6. CONCLUSION 

The study examined the effect of social influence on the acceptance of mobile phone banking 

services by smallholder farmers in the Dodoma Region using a cross-section survey design. The 

study findings showed that social influence being measured by experience from other users, 

advertisements and promotions, family members’ influence, social status, and social interaction 

all have good predictive power to explain the acceptance of mobile phone banking services in 

Dodoma Tanzania. This study's results imply that acceptance of mobile phone banking services 

by smallholder farmers is motivated by Experience from other users, advertisements and 

promotions, family members’ influence, social status, and social interaction. In addition, income 

and education levels have statistically significant effects in influencing smallholder farmers' 
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adoption of mobile phone banking services. 

The study concludes that the increase in the interaction of smallholder farmers with experienced 

service users will increase the use of mobile phone banking services. Furthermore, the more 

service providers invest in advertisements and promotions, the more smallholder farmers will 

increase the use of mobile phones for banking services. Having many users of mobile phone 

banking services in the family will further influence service use by smallholder farmers in that 

family.  In addition, the more smallholder farmers are interacting with mobile phone banking 

service users, the more increases the usage of mobile phone banking services. This study calls for 

service providers to increase their investment in aspects of social concern to increase service 

uptake by smallholder farmers in Tanzania. These study findings have major implications for 

smallholder farmers who use mobile phone banking services in other countries. 

 

Data Availability Statement 

The data and materials that support the results or analyses presented in this paper is freely available 

upon request. 
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