
Afriresearch.com DOI:10.5281/zenodo.17795962

Title
AN ASSEMENT ON HOW MOBILE MONEY USAGE AFFECTS THEPERFORMANCE OF SMALL SCALE BUSINESSES IN LILONGWE AREA 25SUNGWI

Author
CHIMWEMWE VINKHUMBO

Co-Author
MR. JUSTIN MAKAMO

Issued January 2026 Certificate
AR2026IO56G0



2

ABSTRACT
This study investigates the role of mobilemoney usage and digital literacy in shapingthe performance of small-scale businessesin Area 25 (Nsungwi), Lilongwe, Malawi.Using a survey of 40 business owners, theresearch examines smartphone ownership,mobile money adoption, and the impact ofthese services on sales, transactionefficiency, and business operations.Findings indicate high smartphonepenetration and moderate confidence inusing mobile applications, but limitedfamiliarity with advanced mobile moneyfeatures. While mobile money improvespayment convenience and reduces cashhandling, its effect on overall businessperformance is constrained by hightransaction fees, poor networkconnectivity, and fear of fraud. The studyconcludes that digital literacy, serviceaccessibility, and operational challengessignificantly influence mobile moneyadoption, and recommends targetedtraining, improved network reliability,lower fees, and enhanced securityawareness to support small businesses inleveraging mobile financial serviceseffectively.
Keywords:Mobile Money, Digital Literacy, Small-Scale Businesses, Business Performance,Transaction Efficiency, Airtel Money,TNM Mpamba, Financial Inclusion,Malawi, Area 25 (Nsungwi)
INTRODUCTION

1.1 Introduction
The mobile phone has been among themost rapidly adopted innovations inMalawi, particularly in peri-urbanareas like Area 25 (Sungwi),Lilongwe. Access to SIM cards andprepaid mobile services has enabledwidespread phone usage, even among

informal small-scale businessoperators. In Sub-Saharan Africa,including Malawi, mobile phonepenetration has exceeded 70%, andthe expansion of networkinfrastructure has allowed morepeople to access services like AirtelMoney and TNM Mpamba, which arevital in areas underserved by formalbanking systems (GSMA, 2015).
These mobile money services enableusers to deposit, send, and receivemoney without needing a traditionalbank account, providing entrepreneurswith flexible tools to manage theirbusiness transactions. In communitiessuch as Area 25 (Sungwi), where mostbusiness owners lack access to formalfinancial institutions, mobile moneyprovides a practical alternative formanaging daily cash flows, payingsuppliers, and receiving customerpayments.
Although mobile money is oftenlauded for its transformative impact inEast African countries like Kenya andTanzania, its adoption in Malawiespecially in localized areas likeSungwi has been slower. This is dueto barriers such as high transactionfees, intermittent networkconnectivity, lack of trust in digitalsystems, and limited financial literacy.
Electronic Funds Transfer (EFT)virtual banking and wire transfers areemerging digital services in Malawi’sfinancial landscape, though their useamong microbusinesses in Area 25remains minimal. These services aremostly used for formal, high-valuetransactions, and their accessibility islimited by low internet usage anddigital skills.
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1.2 Background of the Study
Mobile money services like AirtelMoney and TNM Mpamba are nowvery important for small businessesin Malawi, especially in places likeArea 25 (Sungwi) in Lilongwe.These services help business ownerssend and receive money, paysuppliers, and manage sales usingtheir phones. This is helpful becausemany people in the area do not haveeasy access to banks.
Even though mobile money hasmany benefits, some businessowners still choose to use cash. Thisis because of problems like highfees, poor network connection, lowunderstanding of how mobile moneyworks, and fear of being scammed.Other services like EFT and wiretransfers also exist, but most smallbusinesses don’t use them often.
There are not many studies thatfocus on how mobile money andother digital services affect smallbusinesses in local places likeSungwi. This study will help showhow these services are being used,what challenges business ownersface, and how they affect businessperformance in Area 25.
1.3 Problem Statement
Despite the growth of mobile moneyservices in Malawi, many small-scale business owners in Area 25(Sungwi) continue to rely on cash.According to the local marketchairman, most traders are not fullyusing mobile money due to lowdigital literacy and limitedunderstanding of its businessbenefits. While mobile moneyplatforms like Airtel Money andTNM Mpamba are available, mostusers only engage in basictransactions, such as airtime top-upsor cash-ins, missing out on features

that could improve businessperformance.
1.4 Reasearch Objectives
1.4.1 Main Objective
1. An assement on how mobile moneyusage affects the performance of smallscale businesses in area 25 Sungwi
Specific objectives
1. To assess the extent of mobilemoney usage among small scalebusinesses in area 25 NSungwi2. To examine how mobilemoney usage affectsbusiness performancewhich includes salesconvenience of paymentand transaction efficiencyin area 25 Nsungwi3. To identify theChallenges faced bybusiness owners inadopting and usingMobile Money in area 25Nsungwi.
1.5 Research questions
I. To what extent do small scalebusinesses owners in area 25use mobile money servicesII. How does the use of mobilemoney affect the performanceof small scale businesses inarea 25 NsungwiIII. What challenges do small-scale business owners face inadopting and using mobilefinancial services.
1.9 Chapter Summary
This chapter introduced the study byexplaining the growing use ofmobile money services such asAirtel Money and TNM Mpamba,
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along with the rising importance ofdigital literacy among small-scalebusiness owners in Area 25(Sungwi), Lilongwe. It discussed thegap between the availability of thesedigital tools and the limited abilityor willingness of some businessowners to use them, especially inareas where cash is still the mainform of payment.
The chapter also presented the mainand specific research objectives,along with the research questionsthat guide the study. It explained theimportance of the study, showinghow the findings could help improvesupport for small businesses in usingdigital tools. In addition, itmentioned some limitations of thestudy, such as limited access toformal records or time constraints.
Finally, the chapter gave a briefoverview of the structure of the fullreport, showing what each chapterwill cover.

LITERATURE REVIEW
2.1 Introduction
This chapter looks at what otherresearchers have said about mobilemoney, EFT virtual banking, andwire transfers, and how theseservices affect small businesses. Itincludes both theories and real-lifestudies to understand how thesedigital services help or challengebusiness activities. The focus is onhow these tools affect businessoperations, money management, anddecision-making in smallbusinesses—especially in peri-urbanareas like Area 25 (Sungwi) inLilongwe.
2.2 Definition of Terms
2.2.1 Mobile Money:
Mobile money refers to financial

services performed using mobilephones, enabling users to send andreceive money, pay bills, and storefunds without a traditional bankaccount(Feig,&Nancy, 2007). InMalawi, platforms such as AirtelMoney and TNM Mpamba haveexpanded access to financialservices in underserved areas.Mobile money helps improvebusiness efficiency by offeringquick, secure, and flexible paymentoptions to small-scale entrepreneurs.
2.2.2 Electronic Funds Transfer(EFT) Virtual Banking
This can be defined as transfer ofmoney from one bank account toanother, either within a singlefinancial institution or acrossmultiple institutions, via computer-based systems that’s according toTalom and Tengeh (2020). EFTvirtual banking enables individualsand businesses to performtransactions electronically throughonline platforms or mobile apps.These services reduce the need forphysical bank visits and enhancetransparency, convenience, andspeed in financial dealings. Forsmall-scale businesses, EFT offers aformal and traceable paymentmethod that supports supplierpayments, utility settlements, andcustomer transactions.
2.2.3 Wire Transfers

According to Talom and Tengeh(2020), wire transfers are secure,traceable, and efficient for transmittinglarge sums of money across regions orinternationally. They are particularlyvalued for their speed and reliability.Although wire transfers are not
yet commonly used by informal ormicro-entrepreneurs, they areincreasingly preferred by small andmedium-sized enterprises (SMEs) that

https://en.wikipedia.org/wiki/Bank_account
https://en.wikipedia.org/wiki/Financial_institution
https://en.wikipedia.org/wiki/Computer
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require formal and verifiable financialtransactions. In emerging economieslike Cameroon and similarly in Malawigrowing businesses are beginning toadopt wire transfers for morestructured financial operations,especially when dealing with suppliers,large customers, or formal contracts.
2.2.4 Small-Scale Businesses
Small businesses are types ofcorporations, partnerships, or soleproprietorships which have a smallnumber of employees and/or lessannual revenue than a regular-sizedbusiness or corporation. Businessesare defined as "small" in terms ofbeing able to apply for governmentsupport and qualify for preferentialtax policy. The qualifications varydepending on the country andindustry(Aoyama,Yuko,& MichaelB, 1996).These are informal orsemi-formal enterprisescharacterized by limited capital, lowemployee numbers, and localizedoperations. They are common inperi- urban areas like Area 25(Sungwi), and include vendors, andservice providers. These businessesplay a critical role in local economicdevelopment but often lack access toformal banking services.
2.3 Empirical Review (Past Studieson the Topic)
2.3.1 Extent of Mobile Money Usage
Mobile money usage has seenwidespread growth in manydeveloping countries, particularlydue to the accessibility andaffordability of the technology. InKenya, the success of M-Pesa wasattributed to minimal registrationrequirements and a strong agentnetwork, which enabled even low-income earners to use the service(Suri, 2017). In contrast, in Malawiand similar economies, mobile

money is predominantly used forbasic financial services such assending money, airtime purchases,and receiving remittances. Accordingto the Reserve Bank of Malawi(2024), most mobile moneytransactions in the country stillrevolve around cash-in/cash-outservices, with limited engagement insavings, loans, or bill payments.Talom & Tengeh (2020) similarlynoted that in Cameroon, most SMEsused mobile money for simpletransfers rather than accessingbroader financial products. Thishighlights a significant gap in fullfinancial inclusion among small-scale businesses.
Benefits and Challenges
Mobile money offers severaloperational benefits for SMEs,including faster transaction times,reduced need for physical banking,and improved liquidity management.Talom & Tengeh (2020)documented these advantages inDouala, where SMEs that adoptedmobile money experienced reducedoverhead costs and smootherbusiness operations. However, thechallenges remain considerable.Many users reported hightransaction fees, poor liquidityamong agents, and difficulties inreversing erroneous transactions.Suri (2017) reinforced this view,noting that network reliability andagent competence play a vital role insustaining usage. In Malawi, thesechallenges are worsened byintermittent connectivity and a lackof consumer protection mechanisms,which reduce user trust in thesystem.
2.3.2 Awareness and Digital Literacy
The success of mobile money alsodepends heavily on the level ofdigital awareness and literacy amongusers. Talom & Tengeh (2020)

https://en.wikipedia.org/wiki/Sole_proprietorship
https://en.wikipedia.org/wiki/Partnership
https://en.wikipedia.org/wiki/Corporation
https://en.wikipedia.org/wiki/Sole_proprietorship


6

observed that many small businessowners lacked formal training onmobile financial tools and relied oninformal help from family or localagents. This often limited their useof mobile money to only basicservices. Suri (2017) highlightedthat in regions with limitededucation, adoption was highestwhere providers actively engaged incommunity-based awarenesscampaigns and offered simplifieduser interfaces. In Malawi,especially in peri-urban zones likeArea 25, the digital literacy gapcontinues to limit access to moreadvanced features such as loanapplications or business recordkeeping via mobile platforms.
2.3.3 Continued Reliance on Cash
Despite the availability of digitalfinancial tools, many smallbusinesses in Malawi and otherdeveloping countries continue torely on cash transactions. Accordingto Suri (2017), this reliance is rootedin cultural habits, fear of fraud, andlack of clear dispute resolutionprocedures. Cash is perceived asmore tangible, controllable, andimmediate. Talom & Tengeh (2020)confirmed this trend, noting thatmany SMEs felt more secure dealingin physical currency due to lack oftrust in agents or uncertainty abouttransaction reversibility. Thisresistance is especially strong inareas like Area

25, where limited infrastructure andpoor service reliability reinforce thepreference for cash-based operations.
2.4 Theoretical Framework
2.4.1 Technology Acceptance Model(TAM)
The Technology Acceptance Model(TAM), developed by Davis (1989),explains how users come to acceptand use a new technology. It focuses

on two key beliefs: PerceivedUsefulness (PU) and Perceived Easeof Use (PEOU). PU refers to howmuch a person believes a systemwill improve their job or dailyactivities, while PEOU means howeasy the system is to use. In thecontext of this study, TAM helpsexplain how small-scale businessowners in Area 25 (Sungwi) decideto adopt mobile money services suchas Airtel Money or TNM Mpamba.If business owners think theseservices make transactions faster,reduce costs, or improve record-keeping, they are more likely to usethem (Davis, 1989; Nasikye, 2009).
PEOU is also important. If the appsare simple and do not requireadvanced digital skills, more peopleare likely to use them. According toHughes and Lonie (2007), thesuccess of M-Pesa in Kenya waslargely due to the platform’s ease ofuse and clear benefits. This mirrorsthe situation in Malawi, wheremobile money adoption is growingbut still limited by usabilityconcerns. TAM has been applied inmany studies in developingcountries to evaluate the uptake ofdigital financial services (Venkatesh& Davis, 2000). It is especiallyuseful in this study to identify whatmotivates or discourages smallbusinesses from using mobilefinancial services.
2.6 Chapter Summary
This chapter reviews how mobilemoney, EFT virtual banking, andwire transfers affect smallbusinesses in areas like Area 25,Lilongwe. These digital tools helpsmall businesses do faster and easiertransactions, especially where banksare scarce. Mobile money serviceslike Airtel Money let people sendand receive money using theirphones without a bank account.
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While many use these services forbasic tasks like sending money,challenges like high fees, poorinternet, and lack of training limittheir full use. Cash is still preferredbecause people trust it more. Mobilemoney can help businesses grow byimproving payments and cash flow,but problems with agent
availability and infrastructure slowadoption. The chapter highlights theseissues for further study in the localcontext.
CHAPTER FOUR: RESULTS ANDDISCUSSION

4.1 Introduction
This chapter presents a detailedanalysis of the findings from the datacollected among forty small-scalebusiness owners in Area 25(Nsungwi). The analysis follows themain objectives of the study, whichwere to assess digital literacy levels,examine how mobile money is usedin business operations, and identifythe challenges that limit the effectiveadoption of mobile money services.
4.2 Response Rate
Table 4. 1 Showing the response rate
Status Frequency PercentageReturned 40 100Notreturned 0 0
Total 40 100

The study targeted fortyrespondents, and all 40questionnaires were completed andreturned. This represents a 100percent response rate. Such aresponse rate is considered excellentin survey-based studies andimproves the credibility and

reliability of the findings. Accordingto Kothari (2004), a high responserate reduces non-response bias andensures that the findings reflect thereal views of the studied population.A response rate of this level isconsidered excellent in surveyresearch because it means there wasfull cooperation from the sample. Italso means the findings are reliablesince there were no missingquestionnaires and the data reflectsthe actual views of all participants.The complete response ratestrengthens the credibility of thestudy and ensures that the analysis isbased on a complete dataset.
Demographic Characteristics ofRespondents
Understanding the demographiccharacteristics of respondents isimportant because it provides contextfor interpreting how small-scalebusiness owners in Area 25 (Nsungwi)engage with digital literacy and mobilemoney services. This section presentsdetailed information on gender, agegroup, education level, and the natureof the businesses operated by theparticipants. A total of 40 respondentsparticipated in the study, and theirdemographic profile is summarizedand discussed below.

4.2.1 Gender of Respondents
The study included both male andfemale business owners. Results showthat:
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Figure 4. 1 Showing gender ofrespondents
The results show that 57.5% (23) ofthe respondents were male, while42.5% (17) were female. Thisindicates that males slightlydominate small-scale businessownership in Area 25 (Nsungwi).This finding is similar toobservations by Aoyama andMichael (1996), who noted that menare more likely to engage ininformal business activities indeveloping economies due tocultural and economic factors.However, the relatively highparticipation of women also showsincreasing female involvement inentrepreneurship, which aligns withtrends reported in African SMEstudies (Beck et al., 2007).
4.2.2 Age Group Distribution

Figure 4. 2 Showing age of therespondents
Almost half of the respondents(47.5%) were aged between 21 and30 years, showing that most businessowners are young adults. Youngerentrepreneurs are generally moreopen to adopting new technologiesand digital services, which supportsRogers’ (2003) Diffusion ofInnovation Theory that youngerusers are often early adopters. Thisfinding also agrees with Suri (2017),who found that younger mobilemoney users tend to experimentmore with digital financial tools.

Respondents in older age groupsformed a smaller percentage,suggesting that age may influencewillingness or confidence in usingmobile money services.
4.2.3 Education Level ofRespondents

Figure 4. 3 Showing education level ofrespondents
The results show that 67.5% ofrespondents have Tertiary education,indicating that many businessowners are educated and may adaptmore easily to digital financialservices.The study found that 67.5%of respondents have tertiaryeducation. This high education levelsuggests a strong potential for digitalliteracy in the area. According toDavis (1989), education positivelyaffects perceived ease of use andperceived usefulness, whichincreases technology adoption. Thisfinding supports conclusions byTalom and Tengeh (2020), whoobserved that SMEs with educatedowners were more likely to adoptand benefit from mobile moneyservices.
4.2.4 Nature of Business
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Figure 4. 4 Showing the type ofbusiness of respondents
The findings indicate thatrespondents are engaged in a varietyof small-scale businesses. Out of the40 respondents, the most commontypes of businesses were groceryshops and clothing stores, eachaccounting for 9 respondents.Stationery suppliers were next with6 respondents, while food vendorswere the least represented with 3respondents. A significant portion,13 respondents, fell under the"Other" category, which includesvarious informal business activitiesnot specifically listed. This diversityreflects the entrepreneurial nature ofArea 25, with business ownersengaging in both retail and informaltrade to meet the needs of the localcommunity.
The respondents operated differenttypes of businesses, with groceryshops and clothing stores being themost common, followed bystationery suppliers and foodvendors. A large portion fell underthe other category, representinginformal businesses. This diversityreflects the nature of peri-urbaneconomies, as also noted by Beck etal. (2007), where informal and retailbusinesses dominate and relyheavily on flexible payment systemssuch as mobile money.
4.2.4 period of operation

The findings show that mostrespondents (32.5%) have beenoperating their businesses for 1–3years, indicating that many small-scale businesses in Area 25 are stillin early growth stages. Additionally,27.5% have operated for less than ayear, showing the presence of verynew business ventures.A notable 25% have been operatingfor more than 6 years, demonstratingthe presence of long-standing,experienced small-scale businessowners. The smallest group (15%)has operated for 4–6 years,suggesting moderate businessmaturity.
Overall, the results indicate a mix ofnew and long-term entrepreneurs,which may influence their digitalliteracy levels and their adoption ofmobile money, since experience canaffect willingness to use newtechnology.

4.3 To assess the extent ofmobile money usage amongsmall scale businesses in area 25NSungwi
Digital literacy plays an importantrole in how business owners interactwith mobile money services. Thethree questions under this objectivemeasured smartphone ownership,training, and confidence in usingmobile applications.
4.3.1 Customers own and use asmartphone
Table 4. 2 Showing if Customers ownand use a smartphone

The findings show that 87.5% ofrespondents strongly agree that they
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own and use a smartphone. This meansthat almost all the business owners inArea 25 have access to smartphonesand use them in their daily lives.Another 5% agree, which furtherconfirms that smartphone usage is verycommon among the respondents.
Only a small number of people fallunder not sure or disagree, and therewere no respondents who stronglydisagreed. This shows thatsmartphone access is not a majorchallenge for most business ownersin the area.
This high level of smartphoneownership is a positive sign becausehaving a smartphone is the first steptoward using mobile money serviceseffectively. It means that manybusiness owners already have thebasic tools needed for digitaltransactions. It also suggests thatthey are more likely to use otherdigital services such as paymentapps, mobile banking, businesscommunication tools, and onlinemarketing platforms.
a smartphone. This finding isconsistent with Suri (2017) and theReserve Bank of Malawi (2024),who reported high mobile phonepenetration in Malawi. Highsmartphone ownership supports theargument in Chapter Two thatmobile money adoption is possiblewhere basic digital tools areavailable.
4.3.2 Customers have receivedtraining on mobile money
Table 4. 3 Showing if Customers havereceived training on mobile money
ResponseGroup Frequency Percentage
StronglyAgree 12 30%

Agree 6 15%
Not Sure 9 22.5%
Disagree 9 22.5%
StronglyDisagree 4 10%

Only 30 percent of respondentsstrongly agree that they have receivedtraining on using mobile money, while15 percent agree to having some levelof training. This means that a total of45 percent have received at least someformal guidance. Meanwhile, 22.5percent are not sure whether what theyreceived counts as proper training,suggesting informal or inconsistentlearning. Another 22.5 percentexplicitly disagree, indicating theyhave not received any training, and 10percent strongly disagree, showing aclear lack of formal instruction.Overall, more than half of therespondents either have no training orare uncertain, which may limit theirconfidence in using mobile money andexplains why many rely on trial anderror or informal support from friendsand agents.
Only 45% of respondents reportedhaving received some form oftraining on mobile money, while therest either had no training or wereunsure. This result supports findingsby Talom and Tengeh (2020), whonoted that limited training restrictsusers to basic mobile moneyfunctions. It also aligns with thedigital literacy challenges discussedin Chapter Two, confirming thatlack of formal training is a majorbarrier to effective adoption.
4.3.3 Customers are confident inusing phone applications
Table 4. 4 Showing if Customers areconfident in using phone applications
Response Group Frequency Percentage



11

StronglyAgree 15 37.5%
Agree 15 37.5%
Not sure 4 10%
Disagree 5 12.5%
StronglyDisagree 1 2.5%
Total 40 100%

About 37.5 percent of respondentsstrongly agree that they are confidentusing phone applications, and another37.5 percent simply agree, meaningthat a total of 75 percent
feel at least somewhat confident.Meanwhile, 10 percent are not sureabout their confidence, indicatinguncertainty or limited experience. Asmaller portion, 12.5 percent, disagree,and 2.5 percent strongly disagree,showing that a few business ownerslack confidence in using apps. Overall,while most respondents are fairlycomfortable with mobile applications,the lack of full confidence among somemay be linked to limited training andcould restrict the use of advancedmobile money features, with manysticking to basic services.
About 75% of respondentsexpressed confidence in usingmobile applications. While thissuggests moderate digital literacy,the remaining respondents showeduncertainty or lack of confidence.This finding agrees with theTechnology Acceptance Model,which states that perceived ease ofuse affects adoption levels (Davis,1989). Without confidence, users areless likely to explore advancedfeatures.
4.4 To examine how mobilemoney usage affects businessperformance which includessales convenience of paymentand transaction efficiency in

area 25 Nsungwi
This objective focused on how oftenbusiness owners use mobile money,how confident they are inperforming transactions, andwhether mobile money has had anyeffect on their business operations.
4.4.1 Customers can send moneywithout help
Table 4. 5 Showing if Customers cansend money without help
ResponseGroup Frequency PercentageStronglyAgree 21 52.5%
Agree 14 35%
Not sure 2 5%
Disagree 1 2.5%
StronglyDisagree 2 5%
Total 40 100%

The results show that 52.5% of therespondents strongly agree that theycan send money without needing help.This means more than half of thebusiness owners are confident and ableto perform basic mobile moneytransactions on their own. Another35% agree, which also shows a goodlevel of understanding and comfortwith the service.
However, the remaining respondentsfall into the categories of not sure,disagree, or strongly disagree, whichtogether make up 12.5% of thegroup. This means that even thoughmost people can send moneyindependently, there is still a smallbut important group that struggles orlacks confidence when using mobilemoney.
These results show that digitalliteracy in Area 25 is improving, butit is not yet perfect. Some business
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owners still need support, training,or more practice to use mobilemoney comfortably. This alsosuggests that mobile moneyproviders should continue offeringuser-friendly services and educationto help everyone use the systemwithout difficulties.
4.4.2 Customers use mobile moneydaily
Table 4. 6 Showing if Customers usemobile money daily
ResponseGroup Frequency PercentageStronglyAgree 15 37.5%
Agree 17 42.5%
Not Sure 4 10%
Disagree 4 10%
StronglyDisagree 0 0%
Total 40 100%

About 37.5 percent of respondentsstrongly agree that they use mobilemoney daily, while 42.5 percentagree, meaning that a total of 80percent use it at least somewhatregularly. Meanwhile, 10 percent arenot sure about their daily usage, andanother 10 percent disagree,indicating that a small portion ofbusiness owners do not use mobilemoney every day. No respondentsstrongly disagree. Overall, whilemost respondents
use mobile money regularly, the factthat less than half use it dailyhighlights that full integration intodaily business operations has not yetbeen achieved, possibly due to factorslike high transaction fees, unreliablenetwork connectivity, or a preferencefor cash.

4.4.3 Mobile money makes paymentsmore convenientTable 4. 7 Showing if Mobile moneymakes payments more convenient
ResponseGroup Frequency PercentageStronglyAgree 20 50%
Agree 7 17.5%
Not sure 9 22.5%
Disagree 2 5%
StronglyDisagree 2 5%
Total 40 100%

Half of the respondents (50%) stronglyagree that mobile money makespayments more convenient, while17.5% simply agree, meaning that atotal of 67.5% recognize itsconvenience. Meanwhile, 22.5% arenot sure, suggesting uncertainty orlimited experience with the service. Asmaller portion, 5% disagree andanother 5% strongly disagree,indicating that a few business ownersdo not find it convenient. Overall,while the majority see mobile moneyas a useful tool for making payments,network challenges, transaction fees,and a preference for cash among someusers prevent full acceptance. Mostrespondents agreed that mobile moneymakes payments more convenient.This supports findings by Suri (2017),who highlighted convenience as a keybenefit of mobile money. However,uncertainty among some respondentssupports the literature in Chapter Twothat network challenges reduceperceived usefulness.
4.4.4 Sales have improved sinceaccepting mobile money

bout 40 percent of respondentsstrongly agree that sales have
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improved since accepting mobilemoney, while 17.5 percent agree,meaning that a total of 57.5% haveseen some positive impact. Another17.5 percent are not sure, indicatinguncertainty about its effect on sales,and 25 percent disagree, suggestingthat a quarter of business owners havenot experienced any improvement. Norespondents strongly disagree. Overall,while some businesses benefit fromoffering mobile money as a paymentoption, the mixed responses show thatit alone does not guarantee increasedsales; factors such as customerdemand, business type, and marketingalso play important roles.Only 57.5% of respondents reportedimproved sales after adoptingmobile money. This aligns withTalom and Tengeh (2020), whoargued that mobile money alonedoes not guarantee business growthbut works best when combined withcustomer demand and proper usage.
4.4.5 Mobile money reduces the riskof theft
Table 4. 9 Showing if Mobile moneyreduces the risk of theft
ResponseGroup Frequency PercentageStronglyAgree 11 27.5%
Agree 6 15%
Not Sure 5 12.5%
Disagree 1 2.5%
StronglyDisagree 17 42.5%
Total 40 100%

About 27.5 percent of respondentsstrongly agree that mobile moneyreduces the risk of theft, while 15percent agree, meaning that only42.5% see some security benefit.Meanwhile, 12.5 percent are not sure,indicating uncertainty, and 2.5 percent

disagree. A significant portion, 42.5percent, strongly disagree, suggestingthat many business owners do notconsider mobile money a secureoption. This perception may beinfluenced by concerns over digitalfraud or the belief that cash is easier tomanage. Overall, for most respondents,security is not seen as a majoradvantage of using mobile money.
4.4.6 Customers prefer mobilemoney over cash
Table 4. 10 Showing if Customersprefer mobile money over cash
ResponseGroup Frequency PercentageStronglyAgree 15 37.5%
Agree 6 15%
Not Sure 3 7.5%
Disagree 5 12.5%
StronglyDisagree 11 27.5%
Total 40 100%

About 37.5 percent of respondentsstrongly agree that they prefermobile money over cash, and 15percent agree, meaning that just overhalf (52.5%) show some preferencefor mobile money. Meanwhile, 7.5percent are not sure, indicatinguncertainty, and12.5 percent disagree, with 27.5percent strongly disagreeing,showing that a significant portion ofbusiness owners still prefer cash.More than three quarters ofrespondents agreed that transactionfees are too high. This findingstrongly confirms earlier studies bySuri (2017) and Talom and Tengeh(2020), who identified transactioncosts as a key barrier to adoption.This suggests that cash remains themost familiar and widely accepted
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payment method, likely due to itsimmediacy, lack of fees, and nodependance on networkconnectivity. To identify theChallenges faced by businessowners in adopting and usingMobile Money in area 25 Nsungwi.
This objective examines the mainchallenges that prevent businessowners from fully adopting mobilemoney in their daily operations.
4.4.1 Transaction fees are too high
Table 4. 11 Showing if Transactionfees are too high
ResponseGroup Frequency PercentageStronglyAgree 24 60%
Agree 7 17.5%
Not Sure 3 7.5%
Disagree 4 10%
StronglyDisagree 2 5%
Total 40 100%

About 60 percent of respondentsstrongly agree that mobile moneytransaction fees are too high, while17.5 percent agree, meaning a totalof 77.5% feel that fees are asignificant concern. Meanwhile, 7.5percent are not sure, and 10 percentdisagree, with 5 percent stronglydisagreeing. High transaction feescan discourage frequent use,especially for small-scale businessowners operating on tight profitmargins. This issue stands out asone of the main challenges affectingmobile money adoption.
4.5.2 Poor network connectivitydisrupts transactions

Table 4. 12 Showing if Transactionfees are too high
ResponseGroup Frequency PercentageStronglyAgree 25 62.5%
Agree 12 30%
Not Sure 1 2.5%
Disagree 2 5%
StronglyDisagree 0 0%

About 62.5 percent of respondentsstrongly agree that poor networkconnectivity disrupts transactions,while 30 percent agree, meaning atotal of 92.5% experience some levelof disruption. Only 2.5 percent arenot sure, and 5 percent disagree,with no respondents stronglydisagreeing. Network problems aretherefore a major challenge forbusiness owners, causing delays orfailed transactions, affectingcustomer trust, and discouragingconsistent use of mobile money,especially during busy periods.
4.5.3 There are not enough mobilemoney agents
Table 4. 13 Showing if There are notenough mobile money agents
ResponseGroup Frequency PercentageStronglyAgree 2 5%
Agree 4 10%
Not Sure 2 5%
Disagree 13 32.5%
StronglyDisagree 19 47.5%
Total 40 100%
Only 5 percent of respondents
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strongly agree that there are notenough mobile money agents, while10 percent agree, meaning just 15%see agent availability as an issue.Another 5 percent are not sure, andthe majority 32.5 percent disagreeand 47.5 percent strongly disagreeindicate that agent numbers aresufficient. Overall, most businessowners in Area 25 can access agentseasily, so agent shortages do notappear to be a significant barrier tomobile money usage.
4.5.4 Customers fear fraud or scams

Table 4. 14 Showing if Customers fearfraud or scams
ResponseGroup Frequency PercentageStronglyAgree 27 67.5%
Agree 9 22.5%
Not Sure 1 2.5%
Disagree 3 7.5%
StronglyDisagree 0 0%
Total 40 100%

About 67.5 percent of respondentsstrongly agree that they fear fraud orscams, while
22.5 percent agree, meaning that atotal of 90 percent of respondentshave some concern about securitywhen using mobile money. Only 2.5percent are not sure, and7.5 percent disagree, with norespondents strongly disagreeing.This indicates that fear of fraud isone of the most significant concernsfor business owners. 90% ofrespondents feared fraud or scams.This agrees with Talom and Tengeh(2020), who found that securityconcerns reduce trust and limitusage, especially for largetransactions. Many worry aboutbeing scammed, particularly when

handling large sums of money ordealing with unfamiliar numbers.The increasing cases of mobilemoney fraud in Malawi have likelyinfluenced this perception. As aresult, such fears reduce userconfidence and slow down the fulladoption of mobile money services,as business owners may avoid usingdigital platforms for largertransactions or may limit theirreliance on mobile money to basic,low risk operations.
4.5.5 Customers are not familiarwith advanced mobile moneyfeatures
About 62.5 percent of respondentsstrongly agree that they are notfamiliar with advanced mobilemoney features, while 22.5 percentagree, meaning that a total of 85percent have limited knowledge ofservices beyond basic functions.Only 5 percent are not sure, and 10percent disagree, with norespondents strongly disagreeing.This shows that most businessowners primarily use basic functionssuch as sending and receivingmoney and are unaware of moreadvanced features like merchantpayments, digital loans, savingsproducts, or in-app services. Thelack of familiarity limits thepotential benefits business ownerscould gain from mobile money andhighlights that providers have notsufficiently educated users to takefull advantage of features that couldsupport business growth.
4.5.6 Recommendations to ImproveMobile Money Usage

Table 4. 16 Showing theRecommendations to Improve MobileMoney Usage
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RecommendationCategory
Number ofMentions

Percentage (out of40)
Improvenetworkquality

3 7.5%

Reducetransactionfees
2 5%

Provideciviceducation /training

1 2.5%

Improvehandling ofwrongtransactions

1 2.5%

Reducefraud andimprovesecurity

1 2.5%

Total 10 25%

The results show that small-scalebusiness owners in Area 25 wantmobile money services to be moreaffordable, easier to use, and morereliable. The biggest concern isnetwork quality, which affectspayments, customer service, andbusiness speed. Many businessowners also feel that charges are toohigh, so lowering fees wouldencourage more people to usemobile money for business.
Some respondents also feel that mobilemoney customers need better educationon how to use the services safely andcorrectly. Issues like sending money tothe wrong number or dealing withfraud create fear among users.Improving these areas would increasetrust and help more businesses rely onmobile money for daily operations.

4.5 Summary
The findings from this chapter showthat smartphone ownership in Area

25 is very high, meaning mostbusiness owners have the basic toolsrequired to use mobile money.However, many respondents lackproper training, and confidence inusing digital apps remains moderate.This shows that digital literacy isavailable to some extent but notstrong enough for full adoption.
The results also show that althoughrespondents use mobile money,daily usage remains low, and theimpact on sales is not very strong formost businesses. Mobile money isseen as convenient by half of therespondents, but it has not yetbecome the dominant paymentmethod.
Finally, the study identified severalmajor challenges that affect mobilemoney adoption. High transactionfees, poor network connectivity, fearof fraud, and limited knowledge ofadvanced features all contribute tolow usage levels and reduce trust inmobile money services. Despite theavailability of agents, these otherchallenges limit the full potential ofmobile money in supporting small-scale businesses in Area 25.

CHAPTER FIVE: CONCLUSIONAND RECOMMENDATIONS
5.1 Introduction
This chapter presents the final partof the study on. The Role of DigitalLiteracy and Mobile MoneyTransaction Rates in Shaping Small-Scale Business Operations in Area25 (NSungwi), Lilongwe. Thechapter summarizes the majorfindings of the study, drawsconclusions based on the researchobjectives and hypotheses, andprovides recommendations that canhelp improve the use of mobilemoney among small-scale businessowners. Lastly, the chapter suggests
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areas for further research.
5.2 Summary of Research Findings
The study was conducted among 40small-scale business ownersoperating different businesses suchas grocery shops, clothing stores,stationery suppliers, food vendors,and other informal businesses inArea 25 (Sungwi).
The findings showed that mostrespondents own and usesmartphones, which makes the useof mobile money possible. Thismeans that lack of devices is not amajor challenge in the study area.
However, the study revealed thatdigital literacy levels are still low.Many respondents reported that theyhave never received formal trainingon how to use mobile money. As aresult, most business owners onlyuse basic services such as sendingand receiving money, while few useadvanced services like savings,merchant payments, and digitalloans.
The results also showed that mobilemoney is widely used, but not fullyintegrated into daily businessoperations. Many respondents usemobile money regularly, but feweruse it consistently every day forbusiness purposes. Somerespondents reported fastertransactions and improvedconvenience, while others did notnotice clear improvements in salesor profits.
The study further identified majorchallenges affecting mobile moneyusage. High transaction fees werereported by most respondents,followed by poor networkconnectivity and fear of fraud orscams. These challenges reducetrust in mobile

money systems. On the positive side,most respondents agreed that mobilemoney agents are easily accessible inArea 25.
5.3 Conclusion of the Study
Based on the findings, the studyconcludes that mobile money has apositive but limited effect on theperformance of small-scalebusinesses in Area 25 (Sungwi).Although smartphone ownership andbasic mobile money usage are high,many business owners lack thedigital skills needed to use mobilemoney effectively for businessgrowth.
The study also concludes thatmobile money improvesconvenience, reduces the need tocarry cash, and allows fastertransactions. However, mobilemoney alone does not guaranteeincreased sales or profits, especiallywhen digital literacy is low andsystem challenges remainunresolved.
These conclusions support the ideasexplained in the TechnologyAcceptance Model (TAM) andDiffusion of Innovation Theory,which emphasize that people aremore likely to use technology whenit is easy to understand, useful, andtrustworthy.
5.4 Conclusions Based on ResearchHypotheses
The study examined whether digitalliteracy affects the use of mobilemoney among small-scale businessowners in Area 25. The findingsshowed that business owners withlimited knowledge and no formaltraining faced difficulties usingmobile money beyond basicfunctions. Those with better
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understanding were more confidentand used mobile money morefrequently in their businesses. Thisshows that digital literacy plays animportant role in mobile moneyusage. Based on these findings, thestudy concludes that digital literacysignificantly affects the use ofmobile money, and the assumptionthat digital literacy has no effect wasrejected.
The study also examined the effectof mobile money usage on theperformance of small-scalebusinesses. The results revealed thatsome respondents experiencedbenefits such as improvedconvenience, quicker transactions,and better customer handling.However, not all businessesexperienced increased sales orprofits. This indicates that mobilemoney contributes to businessperformance, but its effectismoderate and depends on otherfactors such as business type andtransaction costs. Therefore, thestudy concludes that mobile moneyusage does affect businessperformance, though not strongly inall cases, leading to the rejection ofthe assumption that mobile moneyhas no effect.
In addition, the study assessedwhether challenges affect theadoption of mobile money amongsmall-scale business owners. Thefindings clearly showed that hightransaction fees, poor networkconnectivity, and fear of fraudsignificantly affect adoption andusage. These challenges discouragebusiness owners from fully relyingon mobile money. The studytherefore concludes that challengesstrongly affect mobile moneyadoption, and the assumption that nochallenges exist was rejected.
Overall, the conclusions drawn from

the hypotheses confirm that digitalliteracy, mobile money usage, andoperational challenges are closelylinked and directly influence howsmall-scale businesses adopt andbenefit from mobile money services.
5.5 Recommendations of the Study
Based on the research findings andconclusions, this study offers severalrecommendations to help improvethe use of mobile money amongsmall-scale business owners in Area25.
Improve Digital Literacy: One ofthe main challenges identified wasthat many business owners havelimited knowledge of digital tools.Therefore, mobile money providers,government institutions, anddevelopment organizations shouldprovide simple and practical trainingprograms. These programs shouldfocus on teaching small-scalebusiness owners how to use mobilemoney safely and effectively fortheir business operations.
Reduce Transaction Fees: Hightransaction fees were found todiscourage frequent use of mobilemoney for business purposes. Toaddress this, mobile moneyoperators should consider loweringfees for business-relatedtransactions. This could makemobile money more affordable andencourage more business owners touse it regularly.Improve NetworkConnectivity: Poor networkcoverage and unreliable systemswere also highlighted as challenges.Network service providers shouldwork to improve coverage andreliability in Area 25. Betterconnectivity would reduce failedtransactions and make mobilemoney more convenient for small-scale business operations.
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Strengthen Security Awareness:Fraud and incorrect transactionswere concerns among businessowners. Mobile money providersshould educate users on how toavoid fraud and improve systems forhandling wrong or fraudulenttransactions. This would increaseusers’ trust and confidence in mobilemoney services.
Promote Business-Based MobileMoney Services: Finally, mobilemoney providers should focus onpromoting services designedspecifically for small businesses.These could include merchantpayments, savings accounts, andmicro-loans. Offering these tailoredservices would help small-scalebusiness owners better manage theirfinances and grow their businesses.
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