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ABSTRACT

This study examined determinants of customers choice of mobile telephone service
providers in Tanzania; a case of the Dar es Salaam region. Four objectives guided
this study; to determine the effect of demographic factors, social factors, economic
factors and mobile service efficiency and effectiveness on customers' choice of
mobile telephone service providers. The theory of planned behavior was employed.
Positivist philosophy was the as well. This study utilized a quantitative approach.
For the case of research design explanatory technique was employed. A sample of
384 were systematically selected and used as respondents to structured
questionnaires. Descriptive statistics, correlation and multiple regression analysis
were used as data analysis tools. This study found that all four independent variables
(demographic factors, social factors, economic factors and customer satisfaction)
were found to be positive and significantly related to customers' choice of mobile
telephone service providers. Based on the findings it is concluded that customers'
choice of mobile telephone service providers in Dar es Salaam is influenced by
demographic, social, economic, and service efficiency factors, highlighting the need
for telecom companies to adopt customer-centric strategies to enhance satisfaction
and competitiveness. Mobile service providers in Tanzania, particularly in Dar es
Salaam, should enhance network reliability, offer affordable and flexible pricing
plans, improve customer service responsiveness, and leverage emerging technologies
to better meet diverse consumer preferences and increase market competitiveness.

Keywords; customer choice, Demographic Factors, Social Related Factors,
Economic Factors Mobile Service Efficiency and Effectiveness Mobile Telephone

Service Providers.
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CHAPTER ONE

INTRODUCTION
1.1 Overview
This chapter provides an overview of the study's organizational structure, historical
context, problem statement, research objectives, significance, and limitations. This
serves as a broad overview of the subject. It is a wide, generic statement that gives a

general overview of the field under investigation.

1.2 Background of the Study

People in today's world rely more and more on mobile phone communication to get
through their daily tasks. Mobile phone service providers offer a range of services
that are widely used in various social and economic contexts, such as work,
socialization, security, and even convenience. These services include voice and video
calling, data (SMS/MMS, SMS/MMS Alerts, Email, Web browsing & searching,
downloading content), and value-added services (e-commerce, e-money transfer,
financial transactions, Mobile TV, Video calling, Video Sharing, and Gambling).
According to Huang and Yang (2023), mobile communication systems have grown

so ingrained in modern life that they have made their users into slaves.

Globally, the quantity of mobile phone service providers has skyrocketed. By
allowing additional parties to actively participate in the industry, the majority of
global economies have liberalized the telecommunications sector (Schorr & Wachter,
2022). For instance, at the end of 2001, there were over 600 mobile operators

worldwide, compared to fewer than 200 in 1992. Just over one billion fixed



telephone lines were in use worldwide at the end of 2001, compared to about 940

million mobile cellular subscribers (Katz & Callorda, 2023).

Globally, the use of mobile phones has increased significantly as of late, with notable
distinctions between industrialized and developing nations. There are more mobile
subscriptions than inhabitants in developed countries, where mobile penetration rates
have surpassed 100%. However, between 75% and 79% of people in poor countries

use mobile phones (ITU, 2023).

Globally, 83 out of every 100 people have a mobile broadband subscription, and over
80% of people own a smartphone (Miller, et al., 2021). According to ESCAP (2020)
and Albert et al. (2021) the fastest-growing regions for mobile broadband have been

Asia-Pacific (10.5%) and Africa (6.7%).

The goal of the service providers is to get new subscribers; therefore, they will
provide all kinds of enticements to encourage customers to sign up. The choice of
network to join is left up to the subscriber. Any service provider's ability to succeed
is based on their level of commitment and effort. In a market where there is
competition, service providers must meet customer expectations and requirements in
terms of pricing and service quality, as well as compete on both fronts (Kim & Lee,
2023). According to Rithatha, Awanis, Lowe, Holliday, and Storchi (2023), the
competitive landscape in the global telecommunications industry appears to be
centred on market activities that seek to acquire a competitive edge through strategic

resource combinations and presences in a variety of products and geographic areas.



Numerous factors influence customers' decision-making process while making a
purchase. (Islam & Chowdhury, 2018) The process consists of five stages: problem
recognition, information search, alternative evaluation, purchasing choice, and
evaluation after purchasing decision. The process is influenced by individual
elements such as motivation, personality, perception, learning, values, beliefs,
attitudes, and way of life. Social class, culture, familial influence, personal influence,
and peer group impact are some of the social elements that affect the process. For
example, customers from the same cultural or social group tend to buy similar
products from one another because they lead similar lives and have similar learning,
perceptions, and motivations (Baw, 2024). Demographic considerations also have an
impact on purchasing habits. Customers vary in their requirements and want, for
instance, and their perceptions may also shift as they become older. Making a
comparison between adult and young consumers (Solomon, 2020; Wardhana,
Pawito, & Satyawan, 2023). Shown that young customers are more concerned with
the image during the purchasing decision-making process while adults focus more on

pricing (Tan, Ojo, & Thursday, 2019).

Most economies throughout the world have liberalized their telecom markets. For
prospective customers or those looking to switch, there are multiple service providers
to select from (Renaud, 2023). Due to the increased competition, service providers
are now compelled to introduce new items, lower their costs, and develop ever-
greater levels of innovation. The subscriber now has a variety of products to pick
from as a result. Selecting the one that best meets their needs as a result. According

to (Cramer & Steinfield, 2023) many consumers base their choice of mobile service



provider on factors such as competitive pricing and reasonably priced plans. Lower
prices for messaging services, data plans, and voice calls are frequently given
priority by customers. The choice is greatly influenced by price models' flexibility,

such as pay-as-you-go or packaged packages.

Furthermore, a crucial factor is network quality, which includes signal strength and
coverage. Customers are more satisfied and have more options when they choose
providers who provide dependable network performance and wide coverage (Nguyen
& Han, 2024). Mobile phone technology has significantly increased the number of
telecom customers in Africa and has been essential in expanding access to telecom
services. Several variables, including demand, industry changes, the licensing of new
competitors, and the rise of significant strategic investors, have contributed to the
rise in mobile phone usage. Africa had almost 1.4 billion active mobile subscriptions
as of 2023. According to Aker and Carroll (2023), this number shows both active and

dormant subscriptions throughout the continent.

Jayadatta, and Majeed, (2024) found that the affordability of mobile devices and
services plays a crucial role in determining subscription rates. Lower costs for mobile
handsets and data plans make it more feasible for a larger segment of the population
to access mobile services. Efforts to reduce costs through local manufacturing and
subsidized pricing contribute to higher subscription numbers. Also, Supportive
regulatory policies and competitive market environments foster growth in mobile
phone subscriptions. Regulatory frameworks that promote competition among
service providers and protect consumer interests help drive down costs and improve

service quality, thereby increasing subscriptions (Eckert, 2024).



Tanzania is no different from other developing countries, especially in Africa. As of
the most recent data, here are the current figures for mobile service penetration in
Tanzania, including the number of subscribers and market share percentages for
major mobile operators. According to V TCRA (2024), Vodacom Tanzania's number
of Subscribers is Approximately 16 million. Market Share is around 35%. Airtel
Tanzania's number of Subscribers is Approximately 14 million and its market share
is about 30%. Tigo Tanzania's number of subscribers is approximately 10 million
and its market share is around 22% (pre-merger figures). Halotel Tanzania's number

of subscribers is approximately 6 million and its market share is about 13%.

The introduction of novel services, increased network coverage, lower pricing, and
the creation of numerous content sales companies have all contributed to the
telecoms industry's explosive growth in recent years (GSM Association, 2020).
Three determinants demographic traits, social and economic factors, and mobile
service effectiveness and efficiency were examined in this study using the theory of
planned behaviour (TPB) to determine how customers in Tanzania choose mobile

phone service providers.

1.3 Statement of the Problem

Despite the significant growth in the telecommunications sector, with mobile
subscriptions reaching approximately 1.4 billion in Africa (GSMA, 2023), and the
substantial market presence of key players like Vodacom, Airtel, and Halotel in
Tanzania (TCRA, 2024), there remains a need to understand the specific

determinants influencing customers' choice of mobile telephone service providers.



This involves evaluating the impact of demographic traits, socially relevant
variables, economically relevant variables, and the efficacy and efficiency of mobile

services.

Age groups differ in their demands and preferences. For example, younger
consumers might place more importance on social media access and data plans,
whereas older users might be more concerned with voice services and dependability.
Mobile service providers may struggle to cater to the diverse needs of various age
groups effectively. Misalignment can result in lower customer satisfaction and
retention (McKinsey & Company, 2024). Providers need to balance between
offering affordable plans for low-income customers and premium options for high-
income segments. Failing to address these differences can lead to missed market
opportunities (Deloitte. 2024). Income Levels and Mobile Service Preferences:
Providers may need to develop different marketing and educational strategies to

address the varying levels of technical understanding among their customer base.

Current studies like Jayadatta, & Majeed (2024) found that Pricing remains a
dominant factor influencing customer choice. Competitive pricing and affordable
data plans are critical for attracting and retaining subscribers. Customers often
prioritize lower costs for voice calls, data, and messaging services, which
significantly impact their decision-making. Also, the quality and extent of network
coverage are essential determinants. Consumers prefer providers with extensive and
reliable network coverage, as this ensures better connectivity and fewer service

interruptions (Adeyemi, 2022). Customer loyalty and overall satisfaction are



impacted by network quality (Joudeh & Dandis, 2018; Shrestha, 2021). An internet
service provider's service quality, client happiness, and loyalty (Joudeh, & Dandis,
2018). Loyalty, client happiness, and service quality of an internet service provider.
Furthermore, keeping consumers comes down to providing excellent customer
service. Higher customer satisfaction and loyalty are typically seen in providers who
offer effective customer care, timely issue resolution, and pleasant client encounters.
Customer choices and brand preferences are influenced by service quality (Jang &

Lee, 2024).

Thus, these results indicate that certain aspects, such as the impact of demographic
traits, social and economic considerations, and the efficiency and effectiveness of
mobile services, are undoubtedly underutilized. Consequently, the purpose of this
study is to investigate the factors that influence Tanzanian consumers' selection of

mobile phone service providers, with a focus on the Dar es Salaam region.

1.4 General Objective of the Study
This study examined determinants of customers choice of mobile telephone service

providers in Tanzania; a case of the Dar es Salaam region.

1.5 Specific Objectives
I. To determine the effect of demographic factors on customers choice of mobile
telephone service providers.
Ii. To determine the effect of social-related factors on customers' choice of mobile

telephone service providers.



iii. To determine the effect of economic factors on customers choice of mobile
telephone service providers.
iv. To determine the effect of mobile service efficiency and effectiveness on

customers’ choice of mobile telephone service providers.

1.6 Significance of the Study

The study on the Determinants of Customers’ Choice of Mobile Telephone Service
Providers in Tanzania: A Case of Dar es Salaam Region holds substantial
significance across various dimensions, including theoretical, practical, policy,

academic, and stakeholder perspectives.

1.6.1 Theoretical Significance

This study contributes to the growing body of knowledge on consumer behaviour by
applying the Theory of Planned Behavior (TPB) to the telecommunications industry
in Tanzania. By examining factors such as perceived service quality, pricing
strategies, network coverage, and brand loyalty, the study helps validate and expand
existing consumer behaviour theories in the African telecommunications market.
Moreover, it enhances understanding of how customer attitudes, subjective norms,
and perceived behavioural control influence mobile service provider selection,

offering a model that could be applied to similar developing markets.

1.6.2 Practical Significance
For mobile service providers, this research offers valuable insights into customer

preferences and decision-making processes. Understanding the key determinants



influencing customer choice allows telecom companies to tailor their service
offerings, improve customer satisfaction, and enhance competitive advantage. For
instance, findings on pricing strategies and service quality can help providers adjust
their business models to better align with consumer needs, ultimately leading to

increased customer retention and market share.

1.6.3 Policy Significance

From a regulatory perspective, the study provides empirical evidence that can guide
policymakers and regulatory bodies such as the Tanzania Communications
Regulatory Authority (TCRA) in formulating policies that promote fair competition,
service quality improvement, and consumer protection in the mobile
telecommunications sector. The findings may also support initiatives aimed at
improving infrastructure development, ensuring affordability, and enhancing the

accessibility of mobile services to underserved populations.

1.6.4 Academic Significance

For scholars and researchers, this study adds to the existing literature on customer
choice behaviour in the telecommunications sector, particularly within the Tanzanian
and broader East African context. It serves as a reference for future studies exploring
consumer preferences, behavioural models, and market dynamics in emerging
economies. Additionally, it provides a basis for comparative research across different

regions and industries.
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1.6.5 Stakeholder Significance

All key stakeholders, including government agencies, telecom companies, consumer
rights organizations, and investors, stand to benefit from this study. Government
institutions can use the findings to formulate strategies that promote digital inclusion,
while consumer rights organizations can advocate for better services based on
empirical evidence. Investors and business strategists can leverage insights from this
study to identify market opportunities and enhance service delivery. Lastly,
consumers themselves benefit indirectly, as improved industry understanding leads
to better service offerings and enhanced customer experiences. In conclusion, this
study plays a crucial role in advancing theoretical frameworks, informing practical
applications, guiding policy decisions, enriching academic discourse, and supporting

various stakeholders in the Tanzanian telecommunications sector.

1.7 Research Scope

The scope of this study on the determinants of customers’ choice of mobile
telephone service providers in Tanzania; a case of the Dar es Salaam region focuses
on several key aspects. The participants of the study include mobile service users in
Dar es Salaam, sampled across different demographic groups to ensure diverse
perspectives. The study is grounded in the Theory of Planned Behavior (TPB), which
helps explain how attitudes, subjective norms, and perceived behavioural control
influence customer choices. The methodology follows quantitative surveys to gather
statistical data and qualitative interviews for deeper insights into consumer
behaviour. The time frame of the study spans a specific period, covering recent

trends in mobile service selection within the last year to ensure relevance and
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accuracy. The place of study in Dar es Salaam, Tanzania, was chosen due to its high
concentration of mobile users, diverse socio-economic population, and competitive

mobile service market.

1.8 Organization of the Proposal

The study's introduction, problem statement, primary goal, specific goals, and
research questions designed to elicit pertinent responses that aided in achieving the
research goal are all included in Chapter 1. The importance of the study, its scope,
and the difficulties experienced during the research process were also covered. This
chapter also includes a summary of the study's organizational structure. The second
chapter of the research effort included a literature review, which covered both an
empirical and a theoretical literature review. The Conceptual Framework and the
Research Gap Tips were also included in this section. The third chapter justifies the
applied research methodology. This section explains the research design, the
population that was studied, sample size sampling strategies, data gathering and
analysis procedures, and more. The fourth chapter presents the research findings,
analysis and discussion while the last chapter five presents the summary of findings,

conclusion and recommendations.
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CHAPTER TWO
LITERATURE REVIEW
2.1 Chapter Overview
A summary of several concepts and ideas pertaining to the study objectives is
presented in this chapter. The chapter provides a comprehensive comprehension of
the study by presenting general conceptual ideas from several authors. This has

aided in choosing the study's direction.

2.2 Definition of Key Terms

2.2.1 Customers Choice

According to Solomon, (2020), customer choice refers to the decision-making
process where consumers evaluate and select from among various options based on
their preferences and needs. This process involves assessing factors such as price,
service quality, and features. Abdel Wahab, Diaa, and Ahmed (2023) provide that
customer choice can be defined as the selection made by consumers based on their
personal preferences, which are influenced by psychological, social, and economic
factors. This definition emphasizes the role of consumer preferences in shaping their
choices. In the context of this study, customer choice refers to the process and
outcome of selecting a particular product or service from available options based on
individual preferences, needs, and decision-making criteria. This concept

encompasses several key aspects.

2.2.2 Demographic Characteristics
Demographic characteristics refer to statistical data about a population's attributes,

such as age, gender, income, education, and occupation. Understanding these
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characteristics is crucial for analyzing consumer behaviour and market trends
(Denizer, Kaufmann, & Kraay, 2013). In this study, demographic characteristics are
statistical attributes used to describe and analyze populations. They provide insights
into the composition and structure of a group, helping to understand various patterns

and trends within societies.

2.2.3 Social-Related Factors

Social-related factors encompass a variety of elements that impact individuals' social
interactions, behaviours, and experiences. These factors can influence various
aspects of life, including consumer behaviour, health, and overall well-being
(Erikson, & Goldthorpe, 2024). In this study, social-related factors refer to the
various social influences and conditions that impact individuals' behaviour,
experiences, and social interactions. Social Related Factors are elements that
influence individuals' interactions, behaviours, and social environments. These
factors encompass various aspects of social life that affect how people engage with

each other and with their broader community.

2.2.4 Economic Factors

Economic factors are elements that influence economic decisions, behaviours, and
conditions at both individual and macroeconomic levels. These factors affect income,
expenditure, investment, and overall economic stability (Bowman, & Zilberman,
2013). In this study, economic factors refer to the elements that influence the
economic behaviour and decisions of individuals, businesses, and governments.
These factors affect economic conditions, performance, and outcomes at both

microeconomic and macroeconomic levels.
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2.2.5 Mobile Service Efficiency and Effectiveness

Mobile Service Efficiency and Effectiveness refer to the measures of how well
mobile service providers deliver their services and meet customer needs. Service
efficiency in the context of mobile services refers to the optimal use of resources
(such as technology, personnel, and time) to deliver mobile services while
minimizing costs and maximizing output. It involves the speed, reliability, and cost-

effectiveness of service delivery (Lai, & Liu, 2024).

In this study, mobile Service Efficiency and Effectiveness are concepts used to
evaluate the performance of mobile service providers. Mobile service efficiency
refers to the ability of a mobile service provider to deliver services using the least
number of resources while maximizing output. It involves optimizing operations,
reducing costs, and improving productivity in the provision of mobile services. On
the other hand, mobile service efficacy describes how well a mobile service provider
satisfies or surpasses the needs and expectations of its clients. It emphasizes client

satisfaction, service quality, and the provider's track record of keeping commitments.

2.2.6 Mobile Telephone Service Providers

Mobile phone service providers are businesses that use cellular networks to provide
wireless communication services to their clients. These services allow users to send
and receive text messages, make phone calls, and access mobile internet (Cavanaugh,
2024). In this study, Mobile Telephone Service Providers are organizations that
deliver telecommunications services to mobile phone users by operating and

managing wireless networks. They offer a range of services such as voice calling,
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text messaging, data plans, and additional features like mobile broadband and value-
added services. These providers also handle customer billing, network maintenance,

and service support.

2.3 Theoretical Literature Review

2.3.1 Theory of Planned Behavior

Icek Ajzen created the Theory of Planned Behavior (TPB) in 1985. The theory uses
the idea of perceived behavioural control to predict and explain human behaviour. It
is an expansion of the previous Theory of Reasoned Action (TRA). Icek Ajzen
created the Theory of Planned Behavior (TPB) in 1985. It is a psychological theory
that uses three main elements to predict and explain behaviour in people: attitude,
subjective norm, and perceived behavioural control. According to the theory, these
elements work together to impact a person's intention to carry out a behaviour, which
then has an impact on the activity itself. This is a thorough breakdown of its

presumptions (Ajzen, 1985).

The most direct indicator of a person's likelihood to act is their intention to carry it
out. According to the hypothesis, people are more likely to act if they have the
intention of doing so. Attitudes, subjective standards, and perceived behavioural

control all have an impact on intentions (Kashif, Zarkada, & Ramayah, 2018).

Second, ideas about the conduct's results and assessments of those results shape
attitudes toward the behaviour. An individual is more likely to have a positive

attitude toward an action if they believe that engaging in it will result in beneficial



16

consequences (Ajzen, 2020). On the other hand, individuals will have a pessimistic

attitude if they believe that something bad will happen.

Third, the perceived social pressure to engage in or refrain from engaging in
behaviour is reflected in subjective norms. According to the hypothesis, people
formulate their objectives after taking other people's expectations and opinions into
account. They are more likely to plan to engage in the conduct if they think that
significant individuals think they should (Ajzen, 2020). Using the elements of the
theory to comprehend how customers choose a mobile service provider is known as
applying the Theory of Planned Behavior (TPB) to research the determinants of
customers' choice of mobile telephone service providers in Dar es Salaam, Tanzania.
The theory was used to investigate the intentions of consumers in Dar es Salaam to
choose a particular mobile service provider. This can be done by surveying
customers to understand their planned choices and how likely they are to switch

providers based on their current experiences and preferences.

The theory was applied to assess the attitudes of customers towards different mobile
service providers. This involves evaluating customers' beliefs about the benefits and
drawbacks of using specific providers, such as network quality, pricing, customer
service, and additional features. Evaluate customers' perceptions of their ability to
choose and switch mobile service providers. This includes examining factors such as
the ease of switching providers, availability of options, and any potential barriers.
The aforementioned criteria are contingent upon the efficiency and effectiveness of

the mobile service provider, as well as demographic, social, and economic aspects.
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Icek Ajzen created the Theory of Planned Behavior (TPB) in 1985. It provides a
powerful framework for comprehending and forecasting human behaviour, including
purchasing decisions. TPB has various advantages when it comes to determining the
factors that influence consumers' selection of mobile phone service providers in Dar
es Salaam, Tanzania. TPB offers a thorough approach by combining three essential
elements: attitudes, subjective standards, and perceived behavioural control. This
multi-faceted perspective allows for a detailed analysis of various factors influencing
consumer choices. In the context of Dar es Salaam, TPB helps to explore not only
what customers think about mobile service providers (attitudes) but also how their
decisions are influenced by social pressures (subjective norms) and their perception

of their ability to switch providers (perceived behavioural control).

The most direct predictor of actual behaviour, according to TPB, is behavioural
intentions. Researchers can better understand the elements influencing consumers'
decisions to select or abandon mobile service providers because of this approach.
Knowing why customers in Dar es Salaam want to transfer providers can help
identify underlying reasons and obstacles. This knowledge is essential for service

companies looking to draw in and keep clients.

While the Theory of Planned Behavior (TPB) is a valuable framework for
understanding and predicting consumer behaviour, it also has some weaknesses when
applied to the determinants of customers' choice of mobile telephone service
providers in Dar es Salaam, Tanzania. Here are some of the limitations. TPB places

significant emphasis on behavioural intentions as the predictor of actual behaviour.
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However, the theory assumes that intentions are a strong and reliable predictor of
behaviour, which may not always be the case. In the context of Dar es Salaam,
consumers might have strong intentions to switch providers but might not do so due
to unforeseen circumstances, such as financial constraints or changes in network

quality (Armitage, & Conner, 2001).

TPB does not adequately address the role of emotions and affective responses in
decision-making. Emotional factors can significantly influence consumer behaviour
but are not explicitly covered by the theory. In Dar es Salaam, emotional factors such
as customer satisfaction or dissatisfaction with a provider’s service might play a
crucial role in customers' decisions, which TPB might not fully capture (Conner, &

Armitage, 1998).

The Theory of Planned Behavior (TPB) is instrumental in understanding the
determinants of customers' choice of mobile telephone service providers in Tanzania,
particularly in the Dar es Salaam region (Kalula, Yonah, & Dida, 2024). TPB posits
that an individual's behavioural intentions are shaped by their attitudes toward the
behaviour, subjective norms, and perceived behavioural control. In the context of
mobile service selection, a customer's attitude encompasses their evaluation of
various service attributes, such as pricing, network quality, and customer support.
Subjective norms involve the influence of peers, family, and societal expectations on
the customer's decision-making process. Perceived behavioral control reflects the
customer's assessment of their ability to choose and utilize a particular service

provider, considering factors like accessibility and ease of use. By applying TPB,
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researchers can systematically analyze how these components interact to influence
customer choices, providing a comprehensive framework to predict and understand
consumer behaviour in the Tanzanian mobile telecommunications market. This
approach has been effectively utilized in studies examining technology adoption
behaviours in Tanzania, such as the investigation into the continuance usage of
mobile money services, which highlighted the significant roles of attitude and

perceived behavioural control in shaping user intentions.

2.4 Empirical Review

2.4.1 The Effect of Demographic Characteristics on Customers Choice of
Mobile Telephone Service Providers

In an empirical investigation of customer happiness, Jahan, Rahman, Hossain, and
Saiful (2019) looked at mobile phone customers in a developing market. A
systematic questionnaire was used to collect data from 386 active subscribers for the
study. The three major factors of consumer satisfaction brand name, social impact,
and after-sale service are confirmed by the results. The results of this study also
imply that demographic characteristics have a significant impact on consumer
satisfaction. The study's conclusions provide practitioners with a more
comprehensive theoretical knowledge of consumers' mobile pleasure from the
standpoint of emerging markets, and they may also apply to other similar contexts.
The study effectively identifies key determinants of customer satisfaction among
mobile phone users in emerging markets, such as brand name, social influence, and
after-sales service; however, its applicability may be limited due to its focus on a

specific demographic and potential cultural biases inherent to the studied population.
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Al-Dmour, Dawood, Al-Dmour, and Masa'deh (2020) investigated how consumer
lifestyle choices affected how often customers used mobile banking apps in Jordan.
The adoption of mobile banking applications in Jordan and consumer lifestyle
patterns were examined using a quantitative research design in this study. The
researchers were able to examine how various lifestyle habits impact the use of
mobile banking thanks to this methodology. According to the report, clients who use
technology extensively are more inclined to use mobile banking apps. Early adopters
of the technology tend to favour mobile banking due to its effectiveness and ease.
Younger individuals and those with higher income levels were found to use mobile
banking applications more frequently. This could be due to greater familiarity with
technology and higher financial resources enabling more frequent transactions. The
study did not find significant gender differences in the usage of mobile banking
applications, suggesting that lifestyle patterns and attitudes towards technology are

more influential than gender.

The study effectively examines the impact of customer lifestyle patterns on the use of
mobile banking applications in Jordan, providing valuable insights into how lifestyle
factors influence technology adoption in the banking sector. However, the study's
focus on a specific geographic region may limit the generalizability of its findings to
other contexts, and the reliance on self-reported data could in