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Abstract

This paper focuses on identifying the factors affecting customer’s
adoption of mobile marketing by examining the effects of perceived
usefulness, perceived ease of use, and perceived customer’s knowledge in
the telecommunications industry of Tanzania. The study extended the
Technology Acceptance Model (TAM), with Diffusion of Innovation Theory
(DOI), in predicting the customer’s mobile marketing adoption. Survey
strategy was employed in data collection by administering the structured
questionnaires and collected data using multi stage sampling on 406
respondents in Dar es Salaam. After then, it was analyzed using factor
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analysis, correlation analysis, and multiple linear regression analysis.
Findings indicated that perceived usefulness, perceived ease of use, and
perceived customer knowledge have significant and positive influence on the
adoption of mobile marketing in the telecommunication industry in
Tanzania. The study contributes to telecommunication practitioners with the
integrated theoretical framework, which suggest that telecommunication
practitioners need to develop mobile platforms that are easy to use, useful in
solving customers’ problems and in designing products whose benefits are
easily understood by customers. Through holistic mobile marketing
approach, this study makes parsimonious contribution to knowledge by using
few variables in predicting the customer’s adoption of mobile marketing in
Telecommunication industry in Tanzania.

Keywords: Mobile Marketing, Perceived usefulness, Perceived ease of use,
perceived customer knowledge, Technology Acceptance Model.
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1.0 Introduction

The increased adoption of mobile marketing has boosted business
productivity worldwide (Hall, 2018). This has been facilitated by the use of
mobile marketing applications in undertaking marketing activities. Currently,
mobile marketing platform is among the marketing channels of distribution
for enhancing business interactions and communication between customers
and marketers (Asa & Uwem, 2017; Barutcu et al., 2017). The emergence of
advanced mobile technology has facilitated the increase in business
opportunities, hence assisting marketers and customers’ linkage without the
consideration of time and place (Eze et al., 2020).

According to Mobile Marketing Association (MMA, 2009)
definition, mobile marketing is the marketing activities and processes
facilitated by mobile technologies through wireless communication for
creating, communicating, and delivering customers’ and stakeholders’ value
through mobile devices online (Strom et al., 2014).

There is a growing body of knowledge concerning mobile marketing
adoption in developed countries (Mansour, 2016), but the adoption is still
little in developing countries (Lamptey, 2017). Among the various models
that has been applied is the Technology Acceptance Model (TAM) (Ajibade,
2018 ; Davis et al., 1989), which indicated much adoption of mobile
marketing in developed countries (Lamptey, 2018).

Lately, the advancement of mobile marketing in Tanzania is
gradually being evidenced by the presence of technological development that
facilitates vast online transaction services (URT, 2018). If well utilized, these
offer compelling opportunities to a number of consumers to interact through
mobile technology in order to increase their marketing and business
capabilities (Jauhari & Dutta, 2010). Despite that, the number of customers
involved in mobile marketing in Tanzania is still low in comparison to other
African countries (Chille et al., 2021; Malamsha, 2019; Masamila, 2014;
Mtebe & Raisamo, 2014; Mwantimwa, 2019; Wilson & Mbamba, 2017).
However, there are paucity in studies concerning mobile marketing in
Tanzania (Lwoga & Lwoga, 2017; Malamsha, 2019). It is evident that most
of the past studies in Tanzania were based on mobile payment and mobile
banking as part of mobile marketing. However, there are scantily any studies
that have focused on mobile marketing in terms of perceived usefulness
(PU), perceived ease of use (PEOU), and perceived customer knowledge
(PCK). This is based on the holistic way of mobile marketing as per its
definition and scope as described by the Mobile Marketing Association
(MMA, 2009; Lwoga & Lwoga, 2017; Malamsha, 2019), compared to the
studies done in developed countries (Lamptey, 2018).
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Past studies have indicated that using TAM alone showed that actual
behavior and behavioral intention could be different phenomenon to the
adopters, and this is the setback in using the TAM model alone (Ajibade,
2018; Keung et al., 2004). In their study, Rodgers (2003) and Saaksjarvi
(2003) indicated that, in order for individuals to adopt the new technology,
there is a need for the customers’ understanding of the products and services
through customers’ knowledge, and this knowledge is transmitted gradually
as explained on Diffusion of Innovation Theory (DOI). With those reasons,
this study has combined the Technology Acceptance Model (TAM) to
include the Diffusion of Innovation Theory (DOI) by adding a construct of
perceived customer knowledge. Thus, this is in studying the factors that
influence the adoption of mobile marketing in telecommunication industry in
Tanzania and testing it.

Due to paucity in studies guided by Technology Acceptance Model
(TAM) on the effects of PU, PEOU in Tanzania, especially in the
telecommunication industry, compared with developed countries (Lamptey,
2018), this study attempts to design and develop “Integrative Adoption
Model” by combining the Technology Acceptance Model (TAM) and
Diffusion of Innovation Theory (DOI) for localized Mobile Marketing
Technologies (MMT) that ties with customer involvement in driving
business transaction. This is done by assessing the effects of Perceived
Usefulness (PU) and Perceived Ease of Use (PEOU) as the major constructs
of TAM and extending the Technology Acceptance Model (TAM) with the
construct of Perceived Customer Knowledge (PCK) which is guided by the
Diffusion of Innovation Theory (DOI), in order to identify the factors that
can influence customers’ mobile marketing adoption in the
telecommunication industry in Tanzania.

Basically, the research study responds to the insufficient
contextualized adoption models, and the new ways of interacting with
advanced technologies that offer a wide-range of online marketing services.
As such, the model will entrench customers to adopt the cutting edge of
mobile marketing technology designing, development, and implementation
process throughout the product or service cycle.

Technology Acceptance Model (TAM) has been used in various
studies in Tanzania for assessing the effects of user acceptance of mobile
payment (Antony & Mutalemwa, 2014; Lwoga & Lwoga, 2017; Kalugendo,
2018). Perceived ease of use, perceived usefulness, perceived awareness,
perceived benefits, and cost effects were used to influence mobile banking
adoption (Abdinoor & Mbamba, 2017). Furthermore, this also include the
following: Perceived trust and ease of use in adoption of mobile marketing
(Chille et al., 2021); perceived usefulness, perceived ease of use and
compatibility (Lwoga & Lwoga, 2017); and the relationship between mobile
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payment knowledge and perceived ease of use (Lwoga & Lwoga, 2017).
Another model that has been used is the Unified Theory of Acceptance of
Technology (UTAUT) (Chachage et al., 2013; Tossy, 2014). However, these
studies places emphasis on students’ intention to use mobile payment
(Chachage et al., 2013); mobile payment acceptance on Small and Medium
Enterprises (SMEs) (Kalugendo, 2018); mobile banking (Abdnoor &
Mbamba, 2017); mobile payment (Lwoga & Lwoga, 2017); and relationship
between consumer personality, web design, and trust on consumer purchase
of automobile using trust and signaling theories (Masele & Malama, 2019).
Nonetheless, there are scant studies which have been done in Tanzania on
the effects of Perceived Usefulness (PU), Perceived Ease of Use (PEOU),
and Perceived Customer Knowledge (PCK) on mobile marketing adoption
especially in the telecommunication sector.

Since there are few studies on mobile marketing adoption, especially
on the effects of perceived usefulness, perceived ease of use and perceived
customer knowledge on customers’ mobile marketing adoption especially in
the telecommunication sector, most of the studies done are on the aspects of
mobile payment and mobile banking (Lwoga & Lwoga, 2017; Malamsha,
2019). Thus, their findings have indicated that there is still low adoption on
mobile marketing platforms, which implies that there are scant studies on the
holistic mobile marketing approaches as per definitions of the Mobile
Marketing Association (MMA, 2009).

However, previous studies in both developed and developing
countries have mixed results on the influence of perceived usefulness and
perceived ease of use with mobile marketing. Some scholars found positive
and significant relationships (Abdinoor & Mbamba, 2017; Hamza & Shan,
2014; Lwoga & Lwoga, 2017; Suki & Suki, 2011; Tobbin & Kuwornu,
2011), while other scholars found insignificant relationships either on
perceived usefulness or ease of use with mobile marketing adoption
(Chinomona & Sandala, 2013; Hu et al,, 2019; Kim et al., 2010).

Past studies have also indicated mixed results on the effects of
customer knowledge on technology adoption especially on the mobile
marketing adoption. On one hand, some studies have indicated positive
relationship between customer knowledge and mobile marketing adoption
(Bosil & Junhiack, 2009; Lwoga & Lwoga, 2017; Obina & Nkoe, 2016). On
the other hand, other studies indicated non-significant effects between
customer knowledge and mobile marketing adoption (Aydin & Burnaz,
2016; Musa et al, 2016). However, these studies were mostly on ether
mobile payment or mobile banking and not holistic mobile marketing as per
the objectives under this study.

Nevertheless, there are few studies in telecommunication industry,
specifically on customers’ adoption of mobile marketing and relating it with
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perceived usefulness and perceived ease of use and perceived customer
knowledge in telecommunication industry in Tanzania. Therefore, due to
paucity of studies in the sector, there is a need to assess the influence of
perceived usefulness, perceived ease of use, and perceived customer
knowledge on mobile marketing adoption in the telecommunication industry
in Tanzania.

There are various models and theories which have been used in
describing the adoption and diffusion of technology. These are; Theory of
Planned Behavior (TPB) (Ajzen, 2002), Theory of Reasoned Action (Khraim
et al.,2011), Technology Organization Environment (TOE) (Pudjianto et al.,
2011), Diffusion of Innovation Theory (DOI) (Rodgers, 2003), Technology
Acceptance Model (TAM) (Venkatesh et al., 2016). Among these theories
and models, TAM has been used in many studies because it highlights better
adoption behavior of consumers in using technology (Ofori, 2019). The
current study has revealed that there is a need of using TAM by combining it
with DOI to increase the explanatory power of the model in predicting
customers’ adoption of mobile marketing in telecommunication industry in
Tanzania. The major TAM constructs are Perceived Usefulness (PU) and
Perceived Ease of Use (PEOU), which are behavioral components of the
model, while other components of the model are Behavior Intention (BI) and
Attitude (AT) as supporting components of PU and PEOU (Venkatesh et al.,
2012).

However, Behavior Intention (BI) under TAM was dropped as
previous studies have indicated that BI does not necessarily lead to the actual
use of the system (Ajibade, 2018; Bagozzi, 2007; Taylor & Todd, 1995).
However, in his study, Davis et al. (1989) argued that attitude partially
influence the perceived usefulness (PU) and perceived ease of use (PEOU)
towards behavior intention (BI). Ren (2019) also argued that subjective
norms manipulation affects only behavior intention (BI) and not attitude, and
concluded that an attitude can remain the same to an individual regardless of
the adoption and innovation process in new information technology. With
those reasons therefore, attitude was also excluded as part of this study under
TAM constructs. Therefore, this study attempts to design and develop
“Integrative Adoption Model” by combining the Technology Acceptance
Model (TAM) and Diffusion of Innovation Theory (DOI) by assessing the
effects of PU, PEOU, and PCK in order to identify the factors that can
influence customers’ mobile marketing adoption in the telecommunication
industry in Tanzania.

Perceived Usefulness and the Adoption of Mobile Marketing

Perceived Usefulness (PU) is the major construct of the Technology
Acceptance Model (Davis, 1989) by which consumers can prefer a product
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when they think it useful to them. This in turn reinforces the consumer’s
intention to adopt the product or service (Kim et al., 2010). Many studies
have indicated the use of perceived usefulness (PU) and perceived ease of
use (PEOU) as major components of technology adoption.

Various studies have shown significant effects on PU and the
adoption of mobile marketing (Abdinoo & Mbamba, 2017; Hamza & Shah,
2014; Mehra et al, 2020; Olubumni & Adeyemi, 2018). Therefore, this
study has proposed the hypothesis on the factors that influence customers’
adoption of mobile marketing in telecommunication industry in Tanzania as
follows:

HI1: Perceived usefulness has significant and positive influence on
customers’ adoption of mobile marketing in the telecommunication industry.

Perceived Ease of Use (PEOU) and the Adoption of Mobile Marketing

Perceived Ease of Use (PEOU) refers to how a person feels in using
the technology that s/he will be free from effort (Venkatesh et al., 2016).
According to Venkatesh et al. (2016), consumers will always perceive ease
to use the information system at an ealier stage when they experience using
the proposed information system, in accordance with their beliefs on the
information system products or services they are using.

Various studies have shown significant effects on PEOU and the
adoption of mobile financial service (Chitungo & Munongo, 2013; Hamza &
Shah, 2014; Kim et al., 2010; Said et al., 2019 ; Tobbins & Kuwornu,
2011;Wamuyu, 2014), when consumers are using the mobile marketing
products and services. In Tanzania, Lema (2017) indicated that perceived
ease of use does not influence the adoption of mobile financial services for
the unbanked population. However, Lwoga and Lwoga (2017) found that
PEOU has influence on mobile payment. Also, Lubua and Semlambo (2017)
indicated that PEOU has a significant influence on mobile payment in Small
and Medium Enterprises (SMEs). Therefore, this study proposed the
following hypothesis:

H2: Perceived ease of use has significant and positive influence on
customers’ adoption of mobile marketing in the telecommunication industry.

Perceived Customer Knowledge (PCK) and the Adoption of Mobile
Marketing

Perceived customer knowledge refers to individual learning about
innovation and thereafter finds information about innovation (Rodgers,
2003). Various studies have shown significant effects on Perceived Customer
Knowledge and adoption of mobile financial service as part of mobile
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marketing (Bosil & Junhjack, 2009; Obina & Nkoe, 2016; Lwoga & Lwoga,
2017), while the study by Aydin and Burnaz (2016) and Musa et al. (2016)
indicated that customer knowledge has no influence on mobile marketing
adoption by customers. Therefore, this study proposed the following
hypothesis:

H3: Perceived customer knowledge has significant and positive influence on
customers’ adoption of mobile marketing in the telecommunication industry.

Methodology

The study was undertaken using primary data from mobile phone
users from the five municipalities of Dar es Salaam, namely Ubungo,
Kinondoni, Ilala, Kigamboni, and Temeke. The areas were chosen due to the
large contribution of Dar es Salaam to the country’s Gross Domestic Product
(GDP), which accounts for 30% in 2018 (Tanzania Invest, 2018). Out of 440
questionnaires, 406 were returned. The questionnaires collected information
about respondent characteristics, Adoption of Mobile Marketing (AMM),
Perceived Usefulness (PU), Perceived Ease of Use (PEOU), and Perceived
Customer Knowledge (PCK). The population consisted of all customers of
the three telecommunication companies namely Vodacom, Airtel and MIC
(T) Limited (Tigo) in the 5 municipalities. Multistage sampling was applied
in the selection of respondents who use mobile marketing platforms.
7-point Likert type scale was used ranging from 1 (Strongly disagree) to 7
(strongly agree). Perceived Usefulness (PU) was measured by five items,
which were adapted from Davis (1989) and Gao et al. (2011). Perceived
Ease of Use (PEOU) was measured by five items, adapted from Venkatesh et
al. (2012) and Gao et al. (2011). Perceived customer knowledge was
measured by 4 items adapted from Wang et al. (2009) and Kim et al. (2010),
while the Adoption of Mobile Marketing (AMM) were measured by 7 items
adopted from Davis (1989) and Duzevi et al. (2016).

Results
Respondent Characteristics

The sample characteristics under the study were the customers of the
three telecommunication companies. First are the employees which included
the respondents with formal employment and paid up salaries who had
mobile phones, accounting for 128 (31.5%) of the respondents. Second are
business persons such as sales agents and wholesalers of consumers and
industrial products who have mobile phones, accounting for 89 (21.9%) of
the respondents. Third are customers working in the informal sectors (not
with formal employment) which were retailers of consumers and industrial
products with mobile phones, accounting for 96 (23.6%) and 93 (22.9%) of
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them were students from tertiary education institutions. Since gender has an
influence on technological adoption (Lwoga & Lwoga, 2017), the gender of
the respondents was analyzed. Out of 406 participants who returned the
questionnaires, 203 (50%) participants were females and 203 (50%) were
males.

Reliability Test

Reliability was tested to ascertain if the available research tools
measures the intended outcomes (Saunders et al., 2012). Cronbach’s alpha
was used to measure the internal consistency of the research instruments.
The results on the reliability on Cronbach’s alpha ranged from 0.905 to
0.921. Since all the values were above 0.7, which is the cutoff point, this
indicated that the questionnaire used was reliable in measuring the studied
constructs (Saunders ef al., 2012). Table 1 indicates the reliability results.

In order to assess if items measured the same construct, exploratory
factor analysis was done. Before exploratory factor analysis, Kaiser Mayer
Olkin (KMO) and Bartlett’s Test for Sphericity (BTS) were tested for factor
analysis suitability. Hence, it is argued that KMO should be greater than 0.6
and BTS values should be less than 0.05 of the significant level to indicate
that Factor Analysis is suitable for the data (Basto & Pereira, 2012). Since
BTS had a value of less than 0.001 and KMO had a value of 0.8, the data
were suitable for FA.

According to Basto and Pereira (2012), for items which measure
similar outcomes to have similarities, factor loading should have the cutoff
point of above 0.3 such that the item with factor loading above 0.3 were
retained for analysis. As indicated in Table 2, factor loading had value above
0.3 which is the cutoff point which indicated that items were reliable for the
studied phenomenon and analysis.

Table 1.Summary of Reliability and Validity of Data

Reliability
Construct Cronbach’s | No. of | KMO BTS
alpha items X%(P-Value)
Adoption of Mobile 0.921 7 0.915 1840.2 (<0.001)
Marketing
Perceived Usefulness (PU) 0.920 5 0.894 1427.878
(<0.001)
Perceived Ease of Use 0.905 5 0.857 1286.215
(PEOU) (<0.001)
Perceived Customer’s 0.899 4 0.842 | 970.949 (<0.001)
Knowledge (PCK)

Source: Fieldwork, (2020)
Where;
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KMO: Kaiser-Meyer-Olkin Measure of Sampling Adequacy
BTS: Bartlett's Test of Sphericity

Table 2. Factor Loading for each item under the studied constructs

Construct Item Factor Loading
Perceived Ease of Use PEOU1 0.879
(PEOU) PEOU2 0.855
PEOU3 0.845
PEOU4 0.838
PEOUS 0.837
Perceived Usefulness (PU) PU2 0.893
PU4 0.890
PU3 0.875
PU1 0.862
PUS 0.834
Perceived Customer Knowledge | PCK3 0.885
(PCK)
PCK4 0.878
PCK2 0.871
PCK1 0.869
I(Xi&lﬁc))n of Mobile Marketing AMMI 0837
AMM?2 0.819
AMM3 0.831
AMM4 0.8
AMMS 0.794
AMMG6 0.836
AMM?7 0.842

Source; Fieldwork (2020)

Extraction Method: Principal Component Analysis

Rotation Method: Varimax with Kaiser Normalization

Only one component was extracted per each construct from its related variables.
The solution was not rotated (No rotated component matrix)

Correlation Analysis
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Correlation Analysis was undertaken to establish the relation between the
variables. According to Senthilnathan (2019), correlations ranging from +-
0.00 to +-0.30 shows little correlation, +-0.30 to+-0.50 shows low
correlation, +-0,50 to +-0.70 moderate, -+0.70 to +-0.90 high, and -+0.90 to
1.00 extremely high correlation. Multicollinearity is possible in the model
when r>= +-0.9 (Senthilnathan, 2019). The correlation in Table 3 indicates
that correlation between independent variables and dependent variables
ranges from r= 0.550 to r= 0.707 at p<0.01. This shows that all independent
variables have significant relationship with Adoption of Mobile Marketing
(AMM) in the Tanzania telecommunication industry.

Table 3. Inter- Correlation among Variables (N=406)

Variable AMM PU PEOU PCK
AMM 1 0.692** 0.568** 0.550**
PU 0.692%** 1 0.707** 0.787**
PEOU 0.568** 0.707** 1 0.597**
PCK 0.550%** 0.787** 0.597** 1
N 406 406 406 406

**Correlation is significant at the 0.01 level (2-tailed); Source; Fieldwork, (2020)

Multiple Linear Regression Analysis
Multiple linear regression analysis was undertaken in order to test the
hypothesis of the studied objectives. As indicated in Table 4.5, the fitness of
the model used was analyzed based on the analysis and indicated the F
statistics to be F=186.04, which was significant at p<0.001. Thus, this
indicated the model was fit on the studied phenomenon and that all variables
explained the adoption of mobile marketing. The coefficient of determination
(R squared) was 0.699 and the adjusted R was 0.696, which indicated that all
variables showed 70 percent on the adoption of mobile marketing.
Furthermore, model residuals were independent as the Durbin
Watson statistic was closer to 2. The data obtained had value less than 1.
Hence, no evidence of outliers was found. According to Daoud (2018) for
absence of multicollinearity, VIF should range between 1 to 5 and the
Tolerance should range from O to 1. This indicates the absence of
multicollinearity on the model as indicated in Table 4.
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Table 4. Overall Linear Regression Assumptions and Model Summary
Model Unstandardized Standardized Sig(P). 95.0% Confidence Correla
Coefficients Coefficients Interval for B tion
t
Beta Lower Upper Partial Toler
B Std. Error Bound Bound ance VIE
0.357
PU 0.792 0.030 6.784 (<0.001) | 0.253 0.46 0.321 0.272 | 3.681
0.19 0.163 0.229 | 4.376
PEOU 0.768 0.056 3.31 0.001 0.077 0.303
0.12 0.103 0.226 | 4.429
PCK 0.750 0.33 2.07 0.039 0.006 0.233
Std error . .
R 0.795 R squared | Adjusted R of Dublin F Sign (P
. Watson value)
estimate
186.04
0.699 0.696 0..55 1.783 (<0.001)

Source; Field work, 2020

Effect of Perceived Usefulness (PU) on AMM

The findings from Table 4 indicated that Perceived Usefulness (PU) has
significant effects on the adoption of mobile marketing as there was a
significant positive association as one scale increase in PU resulted into a
0.36 (95% CI: 0.253, 0.46) increase in AMM at p<0.001. Therefore, the
alternative hypothesis that Perceived usefulness significantly influences
adoption of mobile marketing is supported and the null hypothesis is
rejected.

Effect of Perceived Ease of Use (PEOU) on AMM

The findings from Table 4 indicated that Perceived Ease of Use (PEOU)
has significant effects on the adoption of mobile marketing at 0.19 (95% CI;
0.077, 0.303) at P=0.001. Therefore, the alternative hypothesis is supported
that Perceived Ease of Use (PEOU) significantly influences adoption of
mobile marketing, while the null hypothesis is rejected.

Effect of Perceived Customer Knowledge (PCK) on AMM

The findings from Table 4 indicated that Perceived Customer Knowledge
(PCK) has significant effects on the adoption of mobile marketing (95% CI;
0.006, 0.233) at P=0.039. Therefore, the alternative hypothesis is supported
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that Perceived Ease of Use (PEOU) significantly influences adoption of
mobile marketing, while the null hypothesis is rejected.

Discussion

The findings have established the significance of mobile marketing
for the researchers and practitioners concerning the adoption of mobile
marketing in telecommunication industry. The findings have indicated that
perceived usefulness positively influences adoption of mobile marketing.
This implies that mobile service providers and researchers should attach the
need of consumer usefulness on the mobile marketing products and services
as it was noted that customers in the telecommunication industry in Tanzania
are prone to the usefulness of the mobile marketing platforms which can
reduce the customer’s problems.

Consequently, the findings are consistent with the study done by
Abdinoo and Mbamba (2017), Hamza and Shah (2014), Mehra et al. (2020),
and Olubumni and Adeyemi (2018). Thus, they indicated that perceived
usefulness is significant in influencing mobile marketing adoption. In
theoretical understanding, these findings give important knowledge on the
important factors in customers’ adoption of mobile marketing products in
telecommunication industry in Tanzania, particularly the importance of
perceived usefulness as the important determinants of consumers’ adoption
of mobile marketing products and services. The findings are consistent with
the Technology Acceptance Model (TAM) that PU influences consumers’
adoption of technology.

Regarding the findings on Perceived Ease of Use (PEOU), results
indicate that it has significant effects on the adoption of mobile marketing in
the telecommunication industry in Tanzania. These findings are consistent
with the studies done by Chitungo and Munongo (2013), Hamza and Shah
(2014), Kim et al. (2010), Said et al. (2019), Tobbins and Kuwornu (2011)
that PEOU significantly influence adoption of mobile financial services. As
Lwoga and Lwoga (2017) insisted that mobile marketing is still in its infant
stages in Tanzania, mobile marketing service providers should ensure that
their products are easily accessed by customers and that they are easy and
simple to use. This will facilitate more adoption of mobile marketing
platforms.

The findings are not consistent with the study done by Chinomona
and Sandala (2013) in South Africa; Hu et al. (2019) in China; Kocukusta et
al. (2015) in Hongkong, which found insignificant relationships between
perceived ease of use with mobile marketing adoption. These could be
attributed to the contextual factors that customer preferences and adoption of
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mobile marketing products are influenced by the culture, environmental
factors, lifestyles, and demand patterns (Wamuyu, 2014). The important
findings on this study entails that mobile marketing strategies by the mobile
marketing service providers need to ascertain the demographic differences of
their customers before designing and selling their mobile marketing
technology in the market.

In theoretical understanding, these findings give out the important
factors in customers’ adoption of mobile marketing products, particularly the
importance of perceived ease of use, as the important determinants of
consumers’ adoption of mobile marketing products and services in the
telecommunication industry in Tanzania. The findings are consistent with the
Technology Acceptance Model (TAM) that PEOU influences consumers’
adoption of technology.

The study has adopted the Technology Acceptance Model by the use
of two main constructs which are Perceived Usefulness and Perceived Ease
of Use in the context of assessing the factors influencing customers’
adoption of mobile marketing in telecommunication industry in Tanzania.
However, the study extended the TAM and included Perceived Customer
Knowledge (PCK) which was guided by the Diffusion of Innovation Theory
(DOIJ). It also indicated the importance of customers’ knowledge of mobile
marketing platforms before adoption (Acheampong et al. 2019). This
indicates that the customers in the telecommunication industry in Tanzania
will find the mobile marketing platform useful and easy to use when
combined with the customer’s understanding of the mobile marketing
products and services. Therefore, mobile service providers in the
telecommunication industry in Tanzania should emphasize the need for
promotion of the mobile marketing products and services, by giving
customers knowledge on mobile products, in order to entice more customers
to adopt the mobile marketing technology.

Conclusion

The objective of the study was to identify the factors affecting the
adoption of mobile marketing in telecommunication industry in Tanzania by
assessing the effects of perceived usefulness, perceived ease of use, and
perceived customer knowledge. The overall findings of this study conform to
the Technology Acceptance Model (TAM) in assessing the effects of
perceived usefulness and perceived ease of use on adoption of mobile
marketing in Tanzania. Therefore, this shows a positive influence on the
adoption of mobile marketing in Tanzania. The integrated theoretical
framework from TAM and DOI constructs of PU, PEOU, and PCK show a
significant influence on customers’ adoption in telecommunication industry
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in Tanzania. In addition, the integrated theoretical framework has indicated
the parsimonious contribution in predicting the adoption of mobile marketing
in Tanzania by using fewer variables of perceived usefulness, perceived ease
of use, and perceived customer knowledge which have showed high
explanatory power on the study findings in explaining the adoption of mobile
marketing. Empirically, it can be concluded that mobile service practitioners
need to develop mobile platforms and applications that are easy and useful
on the consumers’ perspectives and which are easily understood based on its
benefits by the customers.

Study Recommendations

In theoretical underpinning of the study, the construct of perceived
usefulness and perceived ease of use were part of Technology Acceptance
Model (TAM), whereas Perceived Customer Knowledge construct was part
of Diffusion of Innovation Theory (DOI), which provided significant
understanding of the customer’s adoption of mobile marketing in
telecommunication industry in Tanzania. It has revealed that customers
perceive positive adoption on mobile marketing platforms and accept those
platforms that are easy to use and useful. Hence, they need to understand the
mobile products and services offered in order to adopt. Also, consumers
should assess the mobile marketing products depending on how the system is
useful and easy to use.

Mobile service providers and researchers need to understand their
customers’ benefits on the mobile marketing products. This is because
customers are focused on usefulness and ease of use on the products or
services, which have been indicated as important components of customers’
benefits. In addition, service providers (practitioners) need to improve their
marketing and business strategies in relation with understanding the
consumers’ demands, markets, and types of products with the reflection of
understanding of customers’ benefits (Asiedu & Sarfo, 2013). Kotler and
Keller (2012) opined that the consumers’ preference on products or service is
the core benefit of the product a consumer is looking for. This will imply that
mobile service providers ought to improve the performance of the mobile
marketing systems and programs over time, and also undertake thoroughly
marketing research that will stimulate customers’ benefits in terms of
usefulness and ease of use of mobile marketing products (Kumar et al.,
2018). This will trigger much adoption for the better business growth of the
telecommunication sector. This could be attained by proper segmenting of
the customers, by understanding the needs of products in terms of usefulness
and ease of use to them.

Subsequently, these findings revealed that customers need products
that are easy to use. Most designers in the information system often think of
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designing products that are useful and of ease of use to the customers.
However, it should be understood that usefulness and ease of use is
important but not sufficient (Venkatesh et al., 2012). Furthermore, it should
be understood that customers need products that are easily understood by
them. Therefore, mobile service providers need to understand their
customers’ needs and demands, and influence the consumers’ interests, by
explaining the benefits of their products and services in order to offer more
differentiated products that conform to the customers’ knowledge
(Kwamboka et al., 2018).

Mobile service stakeholders and government should work hand-in-
hand in formulating better policies that can assist mobile service providers to
sell more on mobile products and services that meet the demands of the
customers. This calls for the mobile service stakeholders’ improvement by
having better technology infrastructure, which goes with the support of
reduction in tax by the government to stimulate customers’ demand. Thus,
this will enhance the economy of the country and the growth of the
telecommunication business in Tanzania.

Areas for Further Study

This study used the TAM constructs of Perceived Usefulness and
Perceived Ease of Use and added the new construct of Perceived Customer
Knowledge from the Diffusion of Innovation Theory (DOI). The combined
model, therefore, can be used in future studies in other sectors such as
banking, manufacturing, and tourism for further understanding of the factors
influencing customers’ adoption of mobile marketing in Tanzania and other
developing countries.

There are a lot of factors which have not been undertaken in this
study, and further studies regarding the adoption of mobile marketing in
Tanzania need to be done. The fact that the study was done only in one
region out of the 26 regions of Tanzania, could mean that the sample may
sometimes not be the actual representation of the entire population regarding
mobile marketing adoption in Tanzania. However, this study was limited to
Perceived Ease of Use, Perceived Usefulness, and Perceived Customer
Knowledge. Further study may include other factors such as perceived
enjoyment, perceived risks, attitude, compatibility, system characteristics,
and perceived behavioural intention in understanding the factors influencing
the customer’s adoption of mobile marketing in telecommunication industry
in Tanzania.
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