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ABSTRACT 
 

This study examined the determinants of ICT Adoption for improved entrepreneur’s 

performance and Uber drivers in Kinondoni District at Dar es Salaam city as a case 

study. Data collection methods included interviews, questionnaires, and documentary 

reviews.  

The study found that to a great extent mobile phones, mass media advertising (TV & 

Radio), and social media platforms are considered to contribute significantly to Uber 

service performance as ICT resources adopted. Also, the study found that technological 

factors (relative advantage, compatibility, and ease of use), individual factors 

(enjoyment of innovation, prior experience, and personal image) and environmental 

factors (support from government and IT vendors, competitive pressure, customer 

pressure, and market scope) were the determinants of the ICT adoption among Uber 

drivers and had a positive statistically significant effect on ICT adoption among Uber 

drivers. Furthermore, the findings revealed that to great extent adoption of ICT has led 

to the performance of their Uber service provision through connection to new 

customers, revenue increase, improve service quality, and reduce communication cost. 

This implies that ICT adoption has a significant and positive impact on Uber service 

performance.  

This study recommends that the Uber companies and mobile service providers should 

invest in ICT and its components in terms of reliability of ICT facilities, mobile apps 

and network coverage, and ICT security because they have been proven to significantly 

influence Uber service performance. 
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CHAPTER ONE 

INTRODUCTION AND PROBLEM SETTING 

1.1 Introduction 

This study investigated the determinants of ICT adoption for improved entrepreneurs’ 

performance, Uber drivers in Kinondoni district studied. This chapter serves as an 

introductory part of the study. It presents background information, statement of the 

problem, the purpose of the study, specific objectives, and their respective research 

questions, significance of the study, the scope and delimitation of the study, limitation, 

and organization of the study. 

1.2 Background of the Study 

Enormous revolutions in Information and Communication Technology (ICT) 

contribute to change the way that business is conducted. The world economy in the 

present age is moving from the commodity-linked stage only to the scene of value 

creation, employment, and economic wealth (Dehkordi et al., 2012).  “Information and 

communication technology (ICT) has gained increased focus in scholarly discourse in 

research as a way to enable business in a manner that is time-and-place-blind 

(Dehkordi et al., 2012). ICTs have served as tools that help spur the socio-economic 

development of nations (Abd Rahman et al., 2013). According to the (WEF, 2010) 

ICT adoption to small and medium-scale enterprises endeavors' is an opportunity that 

has been held with high regard by the international development community. 

Entrepreneurship is seen as the practice of starting new business organizations in 

response to perceived opportunities (Sonawane, 2014). Tying the issue of ICT 

adoption to entrepreneurial performance, performance is defined as the proactive 

pursuit of the objective of moving to a state relatively better than what previously 

existed (Boateng et al., 2008). Therefore, entrepreneurial performance could simply 

be defined as the totality of the efforts of bringing positive and progressive changes in 

business enterprises using ICT as a tool. Information explosion, which ushered in the 

information age (Senthilkumar et al., 2013).  
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Recent advances in information and communication technology have changed the 

competitive environment in many entrepreneurship markets. Among others, 

ridesharing companies such as Uber are noticeable examples of companies taking 

advantage of advanced digital technology to disrupt the traditional transportation 

market(Azevedo & Weyl, 2016). Uber uses a mobile application to match passengers 

with drivers of private vehicles through the application of an internet platform.  Uber 

is a software company with a mobile phone application that connects people with a 

pool of private car drivers in an area, and the car service application is available on 

Smartphone devices. The Uber application is downloaded by passengers on their 

smartphones and requests a car (Adewumi et al., 2015).  As of May 2016, the number 

of Uber service coverage increased from 45 countries to 66 and 200 cities to 449 

worldwide. Uber's net is currently estimated to worth approximately $18.2 billion 

(Ikhlas Zamzami et al., 2016). 

In Tanzania, Uber was launched in Dare es Salaam city in 2017, and it was then 

expanded to other big cities such as Arusha city and Kilimanjaro. Uber is also available 

in several major cities across African countries such as Kenya, Nigeria, South Africa, 

Uganda, and Ghana (David-West & Evans, 2016). The Uber Company in Africa 

argues that its main focus is on improving the transport ecosystem, and also to support 

economic growth by empowering drivers, enables drivers to do business and also 

enhance small business” (Tellis et al., 2009). 

Moreover, despite Uber, being a technology company that requires Uber drivers to use 

technology still the perception and use of the technology to most of the drivers are low, 

and not many studies have provided an economic assessment between Uber drivers 

and ICT adoption. This study was addressing a timely and exciting issue regarding the 

determinants of ICT adoption for improved entrepreneur's performance using Uber 

drivers in Kinondoni District as the case illustration. 

1.3 Statement of the Problem 

ICT is a key part of the performance of SMEs (Kazi et al., 2009). However, ICT 

becomes more effective if it is cost-effectiveness, affordability, ease of use, and 
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usefulness. This is because ICT can provide SMEs with valuable information, increase 

knowledge, improve performance, improve e- relations with customers and suppliers, 

increase efficiency, and reduce the cost of production (Matthews, 2007).  

 Despite the importance of ICT in the performance of SMEs, the adoption of ICT in 

Tanzania remains a challenge to SMEs. Most of them seem to ignore the application 

of information technology as an activity that could help them to create value and save 

costs (Kazi, 2009).  

Many studies such as London et al., (2007); Matthews, (2007) and Wolf, (2001) have 

shown mixed results of which some firms can adopt ICT in their daily operations. 

However, these studies have not much compared the link between the determinants of 

ICT adoption and entrepreneur performance in Uber Service Company, the 

determinants included, technological factors, individual factors, environmental 

factors, type of ICT tools adopted. The determinants are very important to be included 

in the debate because they can lead to the improvement of the adoption process of ICT. 

This study, therefore, intended at assessing the determinants of ICT adoption for 

improved entrepreneur's performance using Uber drivers in Kinondoni District as the 

case illustration. 

1.4 Research Objectives 

1.4.1 General objective  

The main objective of this study was to examine the determinants of ICT Adoption for 

improved entrepreneur’s performance. 

1.4.2 Specific objectives 

Specifically, the study aims to; 

i. To examine influence of ICT resources on the determinants of ICT Adoption 

among uber drivers in Kinondoni District 

ii. To determine factors influencing ICT adoption among Uber drivers in 

Kinondoni District 

iii. To examine relationship between determinants of ICT adoption and Uber 

service performance in Kinondoni District 
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1.5 Research Questions 

These are statements in questions formed based on the main and specific objectives; 

this study was guided by the following questions. 

1.5.1 General research question 

The key question in this study is what are the determinants of ICT adoption to improve 

the entrepreneur’s performance?  

1.5.2 Specific research questions  

The study intended to answer the following three research questions 

i. What are the  influence of ICT resources on the determinants of ICT Adoption 

among uber drivers in Kinondoni District? 

ii. What are the  factors influencing ICT adoption among Uber drivers in 

Kinondoni District? 

iii. What are the  relationship between determinants of ICT adoption and Uber 

service performance in Kinondoni District? 

1.6 Scope and delimitation of the Study 

The study was conducted in Kinondoni district at Dar as Salaam region. Seventy one 

(71) Uber drivers with more than 1-year experience were included in the study. The 

study focused on ICT adoption for improved entrepreneur's performance, the case of 

Uber Drivers.  

 

1.7 Significance of the Study 

The study will have both academic and practical usefulness. Academically, it will 

contribute to the existing knowledge of the usage of ICT in small and medium 

entrepreneurs in Tanzania. 

This study is also essential for the researcher for the fulfilment of the Master of 

business administration at Mzumbe University. 

On practical usefulness, the findings may be of use to both entrepreneurs, the Drivers 

as well as to policymakers.  
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1.8 Limitations of the Study 

Data collected from interviews and questionnaires administered to the respondents, the 

researcher encountered in this study relates to access to, and collection of data as some 

respondents do not answer and provide the answered question in time. 

The researcher was faced with the challenges relates to time, funds, and logistics 

constraints, which limited the intensity of the spread or area of coverage of the study.  

The researcher also was faced the problem of reluctance of some respondents to 

complete the questionnaires promptly and those who even failed to complete them at 

all. 

The worldwide challenge of COVID 19, also posed challenges in obtaining 

information from Drivers and hence delays in the completion of the research due to 

health measures required social distancing. 

To overcome financial and time limitations the researcher single case. Also to 

overcome non- response rate the researcher using mixed/ various methods. Also, the 

prior information on the purpose of the study was provided and also mentioning that 

it is not for financial gain to the respondent. Though, in considering the time spent by 

respondents, considerable small rewards were given to motivate them to freely 

providing information. 

1.9 Organization of the Study 

This study covered five chapters. “Chapter one explained about background of the 

study, statement of the research problem, research objectives, research questions, 

significance of the study, the scope of the study, limitations of the research and 

organization of the study. Chapter two explained about, conceptual definitions, 

theoretical review, empirical review of relevance study, research gap identified, and 

conceptual framework. Chapter three covers the research approach, research design, 

area of the study, the population of the study as well as sample and sampling 

techniques. Also, this chapter presents data collection, types of data, data collection 

methods, data processing, and analysis. Chapter four presents and discusses the 

findings. Instruments like, charts, tables, and figures were used to present similarities 
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and differences in the research findings. Similarities, differences, and magnitude of the 

results are discussed. Chapter five presents the summary, conclusion, policy 

implication, recommendation, and areas for further research”. 
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CHAPTER TWO 

LITERATURE REVIEW 

2.1 Introduction 

This chapter covers definitions of key “terms and concepts, theoretical literature 

review and theories underpinning the study, empirical literature review, research gap, 

and conceptual framework of the study concerning determinants of ICT Adoption for 

improved entrepreneurs performance using Uber drivers in Kinondoni District as the 

case. 

2.2 Definition of Key Terms and Concepts 

2.2.1 Information and Communication Technology (ICT) 

The word ICT serves as an umbrella covering any technological ability for information 

transmission and processing (Olise et al., 2014). IT and telecommunications converge 

to create ICT. When viewed from a practical lens, ICT derives expressions of digital 

technology that use variants including a computer, internet, mobile phone, and several 

electronic applications such as e-banking, broadband, e-commerce, just to mention a 

few. ICT refers to any technology that can facilitate communication, capturing, 

processing, and transmitting information electronically. In many developing 

economies, radio, television, and print media are common ICTs. Modern ICTs such as 

software, email, fax, e-mails, and mobile telephony are available in many nations 

worldwide. These ICTs are an effective way to communicate knowledge and 

information; however, using a mobile phone is ICT's fastest-growing tool. ICT is also 

a collection of software, hardware, telecommunications, and information management 

techniques. The use of ICT software develops, analyses, produces, delivers, 

distributes, collects, retrieves, stores, and transforms information” (Apulu & Latham, 

2011). 

2.2.2 Entrepreneur 

An entrepreneur is an “individual who shifts economic resources out of an area of 

lower into an area of high productivity and greater yield and starts his own new 

business (Drucker, 2014). For this study Uber drivers portrayed as an entrepreneur 
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who creates unique and innovates business in the face of Risk and uncertainty to 

achieve profits and growth by identifying significant opportunities and assembling 

necessary resources to capitalize on them (Zimmerer & Scarboroug, 2012). 

2.2.3 Entrepreneur performance 

According to Van Vuuren (1997), entrepreneurial performance is the achievement of 

set entrepreneurial goals. Also, Ladzani & Van Vuuren, (2002) argues entrepreneurial 

performance utilizes the available opportunities to grow the business idea. However, 

entrepreneurial performance can be measured subjectively and objectively; absolute 

performance is used to measure objective values using quantitative data, while 

subjective values use qualitative data by asking perceptive views about performance. 

Performance measurement uses a multidimensional set of performance measures that 

include both financial and non-financial, which quantify what has been achieved as 

well as predict the future (Alhyari et al., 2013). In this study, the entrepreneur 

performance will be measured by the increasing number of customers, the increase of 

sales revenue, service growth, and expansion. 

2.2.4 Uber service 

Uber is a service provider company that connects two necessities in a modest and 

expected way. It provides transportation to individuals who want to move from one 

place to the other and at the same time offers a person who wants to set up a taxi 

business. Uber is a transportation network that provides personal transportation. It 

connects available drivers with individuals who need to be transported to varied 

locations. This company does its operations through a mobile app. The App operates 

in almost 58 countries and at most 298 cities globally (Ikhlas Zamzami et al., 2016). 

Drivers affiliated to Uber have their vehicles, are provided with an opportunity to earn 

high with a flexible work timetable. It adheres to a network orchestrated model as 

compared to other service providers whose framework involves the inclusion of more 

capital. Uber has high-profit margins and continues offering opportunities due to its 

eminent growth. This has been brought about by fast customer response and efficiency. 

It has also proved to adjust well to the recent market changes as compared to its 

competitors. Uber has been in pursuit of favourable prices for its clients through 
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dynamic surge pricing. They use block by block basis for predicting before it happens. 

This prediction is mainly based on how many clients open their App at a given period 

(Dong et al., 2014). 

2.3 Theoretical Literature Review 

This section, in particular, presents a review of the theories that guide this study. 

Technological acceptance model and Unified theory of acceptance theories used to 

explain the determinants of ICT Adoption for improved entrepreneur's performance. 

2.3.1 Technology Acceptance Model (TAM)  

This theory was developed by Davis et al., (1989) which is information systems guess 

that models how users come to agree and use technology and finally how organizations 

should decide to adapt it to their operations and their customers. The technology 

acceptance model speculates that the intention of an individual to use technology can 

be clarified jointly by his or her perception of the technology and attitude towards the 

technology's usefulness (Dewan & Chen, 2005). The model proposes that when new 

technology is presented to new users, several factors control their decision about how 

and when they will use it, among those includes, perceived usefulness (PU) and 

perceived ease-of-use (PEOU) (Davis et al., 1989).  Lai & Zainal, (2015) added that 

the development of TAM was developed in line with the setting of information system 

(IS) usage within organizational borders, where availability of technological resources, 

training, IS experience, and the expertise of users are the same to some extent Davis 

et al., (1989) added that, when people come across new technology, their decision 

about how and when they will use it is determined by age, gender, experience, and 

voluntariness of use among individuals. The model helps in predicting the main 

determinants of consumers' behavioural intentions toward the use of new technology. 

 

The TAM is tailored and designed to explain how external variables likely to influence 

an individual's decision to use the new technology. This study aims to examine the 

determinants of ICT Adoption for improved entrepreneur's performance. The Uber 

service and ICT facilities are the latest technology, especially in this context of 
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developing countries like Tanzania. The TAM illustrates that users develop a 

perception about the usefulness and ease of use of ICT, which leads to the actual usage 

of the technology among entrepreneurs. Hence, the model is useful in giving insight 

into the adoption of ICT as the new technology for improving their business 

performance”.  

One of the limitations of the “TAM concerns the variable which pertains to the 

behavior of users, which is inevitably evaluated through subjective means such as 

behavioral intention (BI) such as interpersonal influence. Nevertheless, interpersonal 

influence as the subjective norm is explained to mean when a person is influenced by 

words of mouth from a colleague, or a friend. While a superior can influence employee 

by directing a subordinate to perform a specific task with the use of technology, based 

on their IT policy, but a friend has no directive influence over staff who is a subject to 

the line manager. Another limitation is that, underlines of behavior cannot be reliably 

quantified in an empirical investigation, owing to a number of different subjective 

factors such as the norms and values of societies and personal attributes and 

personality traits. Hence, the argument that a relative, friends could influence the use 

of technology through exacting social pressure” (Shan & King, 2015). 

2.3.2 Unified Theory of Acceptance and Use of Technology (UTAUT) 

Unified Theory of Acceptance and Use of Technology (UTAUT) is one of the theories 

used in Information System research (Venkatesh et al., 2012). “It was developed as an 

attempt to unify the constructs of the prominent competing information technology 

acceptance models, including the Technology acceptance model. Unified Theory of 

Acceptance and Use of Technology (UTAUT)  conveys four key constructs, i.e. 

performance expectancy, effort expectancy, social influences, and facilitating 

conditions (Venkatesh et al., 2012). Performance expectancy relates to the degree to 

which an individual perceives that using innovation can facilitate improving his/her 

performance. Effort expectancy measures the degree to which an individual perceives 

that the change will be easy to use. Social influence refers to the degree to which an 

individual perceives that a famous person around him/her feels that he/she should use 

the innovation. Finally, facilitating conditions measure the degree to which an 
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individual perceives that organizational and technical infrastructure exists to support 

the use of the system. Venkatesh et al. (2012) suggest that adoption will occur when 

users see that performance expectancy; social influence, and facilitating conditions are 

high. Contrarily, a high degree of effort needed to use innovation for ICT adoption by 

Uber drivers. 

This theory relating how acceptance in the use of ICT facilities like Smartphones, 

websites, and mobile apps can improve the entrepreneur's performance. The tenets of 

this theory show that the available supporting systems have supported the adoption of 

the ICT facilities in Uber service provision. This theory suggests that if there are 

supporting mechanisms to a new method of doing things, it has a higher chance of 

being accepted. 

The literature, for example by Turban & Brahm, (2014); and Lee et al. (2016) indicates 

that the Unified Theory of Acceptance and Use of Technology (UTAUT) has been 

widely used to support the adoption and utilization of information Technology 

facilities and systems. Similarly, the determinants of ICT Adoption for improved 

entrepreneur's performance can be understood by the application of the UTAUT. 

The limitation of “Unified Theory of Acceptance and Use of Technology model is its 

inflexibility to adapt to different contexts. As Gahtani et al. (2017) reported in their 

research about information technology acceptance in Saudi Arabia, which is a middle-

east country, cultural difference of Saudi Arabia from that of a typical western country 

became an obstacle for them to use UTAUT to analyze worker’s adoption of 

computers in Saudi Arabia. Workers in Saudi Arabia had different work-related values 

from that of workers in western countries thanks to Arab cultural beliefs which formed 

resistance to information technology, and this difference had negatively interacted 

with social influence and hence exerted negative influence on workers’ acceptance of 

IT”.  
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2.4 Empirical Literature Review 

This section reviews various studies related to the Determinants of ICT Adoption for 

Improved Entrepreneurs Performance. This review is important because it provides 

information about what was done, how it was done, and what results related to the 

study were generated. 

2.4.1 ICT resources adopted by Entrepreneurs 

In Kenya and Tanzania, SMEs that have already utilized various tools of ICTs 

experienced a positive implementation when using the same Matambalya & Wolf 

(2001) pointed that  telephone and computer applications were found to be utilized 

with the percentage of seventy six and 88% of users claimed that the usage of these 

tools is of benefit to the effectiveness and efficiency of management practices and 

effectiveness of the same. To increase SMEs’ productivity, accessibility to information 

and their operations ICTs have been involved greatly in ensuring this is done. 

In “a study about information and communication technology adoption by small 

enterprises Mokaya (2012) in Kenya, the researcher sought to determine the factors 

affecting ICT Adoption and its usage in small enterprises. The study focused on 

explaining how capability in finance, the ICT cost, ICT infrastructure, and SME 

owners/managers' level of knowledge influence them to accept and use ICT in their 

small enterprises. Findings from Mokaya’s study identify various ICT tools that SEs 

uses to communicate with their stakeholders. The researcher found out that the 

commonly used ICT tools include mobile phones for corresponding by texting and 

voice mail and the Internet. 

Olatokun & Bankole (2011) adopted a descriptive survey for their study targeting a 

population of SMEs in Nigeria. The study revealed that e-mail is a major service used 

and that it enables communication with customers and suppliers...The principals 

contend that the design of ICT tools that SMEs use suits and accommodate the 

products and services to the unique needs of these SMEs. Besides, it gives priority in 

supporting and training vendors and creating awareness of ICT and resource 

availability in the SME sector. 
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Kiveu & Ofafa (2013) found out that SMEs prefer mobile phones because they are 

affordable, user friendly with a reliable network. In Kenya, over 95% of SMEs use 

mobile phones. Mobile phone service subscription in Kenya was about 30.7 million, 

with 78% penetration in April; 2013. This offers Kenya SMEs great opportunities to 

utilize the services of mobile phones to enhance market access. 

Olise et al. (2014) in Nigeria found that ICT helps capture, process, and transmit 

electronic information. Common ICTs in use in developing countries include radio, 

TV, and print media. ICTs like software, Internet, fax, emails, and mobile phones 

present modern and effective means to communicate knowledge and information. 

Using ICT extensively provides micro-enterprises with the technological capability to 

remain small and profitable. 

In a joint study by United Nations and Thailand National Statistical Office on ICT 

Impact, Boohene et al. (2015) points out that the use of computers, Internet 

accessibility and presence of web leads to higher sales volume, increased productivity, 

market share, and high-profit levels among SMEs. 

2.4.2 Factors Determined ICT Adoption 

Several research studies identify several factors that affect the adoption of ICT by 

owners/managers of SMEs in developing and developed nations. (Apulu & Latham, 

2011) reported key drivers for ICT adoption including competitive advantage, 

satisfying customers, saving time, and cost. (Kannabiran & Dharmalingam, 2012) 

emphasized that benefits perceived, change of business environment, owner/CEO’s 

experience in IT; increasing information exchange, competitive pressure, and cost of 

technology are responsible factors for adopting advanced IT. 

Based on the macro point of view, Li, (2012) identified four categories relating to ICT 

adoption in enterprises. These categories include technological, organizational, 

environmental, and individual. Technological factors include aspects such as cost, 

complexity, and compatibility of new ICT tools. Organizational factors relate to the 

size of the firm, quality of infrastructure, areas of specialization of the firm, and scope 

of organizational support. Environmental factors align with the firm’s competitive 
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pressure and the impact of government policy on ICT adoption.  Lastly, individual 

factors reflect on managers'/owners' innovativeness as well as inherent knowledge 

about ICT. 

Eze et al. (2011) contended that managers/owners of SMEs exhibit predominant 

internal Characteristics that influence IT adoption in their business. These 

characteristics include the age of managers/owners, their gender, expertise, and 

education level. Regarding the age of managers, IT adoption is profound in 

organizations that have young executives than those organizations with older 

executives. Young executives are enthusiastic to take risks, innovate, and to achieve, 

unlike their senior counterparts who tend to have a conservative stance. The older 

executives avoid any risks that may disrupt their social norms or infringe on their 

retirement benefits. 

Mutua & Wasike (2009) reviewed the literature on ICT adoption and its impacts on 

firms in both developing and developed countries and analyses the determinants of 

ICT adoption and their impact on the firm’s performance. By use of an additional 

survey on ICT service providers, they unearth and provided challenges facing ICT 

providers in Kenya and how these challenges can be dealt with. Their study provided 

empirical evidence both on the factors that determine the adoption of ICT (landline or 

internet connection) and the impact of proxies for ICT adoption on the output of SMEs. 

Findings show that the main determinants of adoption of ICT are the size of the firm 

as indicated by firm employment, formal registration, and if a manager has some 

internet training. Registration or formalization of firms is also correlated with a higher 

probability of adopting ICT. As predicted, the study finds that ICT tends to augment 

both capital and labour thus raising the productivity of firms. Thus, the analysis shows 

that ICT adoption as proxies by access to the internet or landline is significantly 

correlated with higher SMEs output. The study shows that adoption and use of ICT is 

a key factor in helping enterprises to raise their productivity and competitiveness. 

Ghobakhloo et al. (2011) analyzed reasons that persuade small and medium enterprises 

(SMEs) to adopt information technology (IT), as well as which factor and how it 

affects the level of IT sophistication in SME's entrepreneurial segment. Drawing on 
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the technology-organization-environment view of the firm, the study hypothesizes that 

technological, organizational, and environmental factors can be viewed as the reasons 

for IT sophistication within SMEs. The proposed research model and hypotheses were 

tested using survey data from a sample of 121 Iranian manufacturing SMEs. Findings 

showed that external pressure, information processing needs, IT-enabled 

innovativeness, and performance and competitive pressure are the key drivers of IT 

sophistication within SMEs. The findings offer valuable insights to executives and 

consultants on why SMEs move toward IT adoption. Likewise, the results of the study 

could serve as a benchmarking measure of reasons persuading SMEs to adopt 

sophisticated IT”. 

2.4.3 Influence of ICT Adoption and Entrepreneurs Performance 

Lopez-Nicolas & Soto-Acosta (2012) revealed that ICT adoption appears to have a 

positive result on productivity, directly as well as indirectly, depending on the 

divisions and to have great potential of supporting sustainable development.  

The use of ICTs has increased the tendency of the businesses to perform better in the 

market due to the easy differentiation of products and services. Also, the utilization of 

other ICT tools such as electronic mails, electronic commerce, and social media 

networks has significantly removed and reduced the physical handling of sending 

mails, conducting banking services, advertising, and acquisition of goods. 

In Nigeria, Adeosun et al. (2008) found out that ICT adoption has facilitated practices 

in strategic management issues, communicating, collaborating, accessibility of 

information, decision-making process, managing of data, and managing of knowledge 

within enterprises who are adopters compared to non-adopters. If ICT is properly 

applied within an organization it could result in more advantages in the promotion and 

strengthening of their capabilities to compete. 

The study by Ongori & Migiro (2010) “focused to examine diverse aspects of ICT 

adoption by SMEs in developing nations. The Findings of the study indicated that 

small formal enterprises derive influence to adopt e-commerce by their ability to 

observe simplified work routines, through effective coordination between several 
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chain partners, increased productivity, and improved customer service that 

subsequently leads to customer satisfaction. 

Boohene et al. (2015) contend that ICT has a positive effect on profitability; therefore, 

it contributes to the overall growth of the business. ICT facilitates the process to 

configure the firm’s internal process, structure, and resources. A study of 300 SMEs 

in Kenya and Tanzania revealed that the use of fax machines enables managers to 

access formal information and yields positive productivity. The use of ICT can reduce 

information asymmetry and thus helps SMEs to create new opportunities that enhance 

efficient resource allocation”. 

2.5 Research Gap 

Several researchers have investigated the roles of information and communication 

technology in improving SME’s performance from different points of view. Despite 

their limitations, these studies have also contributed to the existing knowledge and 

understanding of various determinants for ICT adoption. However, these studies did 

not expressly identify the determinants of ICT adoption for improved entrepreneur’s 

performance in specifically in Uber services in the Tanzania context. This presented a 

knowledge gap.  

Therefore, this study sought to fill this gap by examining the determinants of ICT 

Adoption for improved entrepreneur’s performance using Uber drivers in the Tanzania 

context. The study specifically was focusing on identifying ICT resources adopted by 

Uber drivers, to explore critical factors determined ICT adoption by Uber drivers in 

and to examine the influence of ICT adoption on Uber service performance in 

Kinondoni District. 

2.6 Conceptual Framework 

The conceptual framework is an “analytical diagram used to outline possible courses 

of action or to present a preferred approach to an idea or thought. In this study, the 

researcher's conceptual framework depicts the relationship between independent 

variables and the dependent variable (Kothari, 2010).  
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The conceptual framework in figure 2.1 below displays the association among the 

variables. The model assumes that determinants of ICT adoption influenced by key 

factors included technological factors ( relative advantage, compatibility, ease of use  

and observability), individual factors (enjoyment of innovation, prior experience, and 

personal image) and environment factors (support from government and it vendors, 

competitive pressure, customer pressure, and market scope) has an important result on 

entrepreneurs performance in terms of Increase number of customers, increase of sales 

revenue, service and growth and expansion”. 
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 Figure 2. 1: Conceptual framework 

       Independent Variables Dependent Variables 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 Moderate Variables 

 

Source: Researcher own Construct (2020) 

2.6.1 Description of Variables  

2.6.1.1Technological factors  

Mndzebele (2013) “explains that technological innovation adoption process involves 

a rational decision in an organization, which requires that one assess the potential 

benefits of the new technology to the organization The general assumption according 

to Mndzebele (2013) is that organizations must recognize that the adoption of 

information system will either offer solutions to existing problems or present new 

Technological Factors 

• Relative advantage 

(Usefulness) 

• Compatibility  

• Ease of Use  

 

Individual Factors 

• Enjoyment of 

innovation 

• Prior experience    

• Personal image  

  

Environmental Factors 

• Support from 

government and IT 

vendors  

• Competitive pressure  

• Customer pressure  

• Market scope  

 

ICT Facilities/ Tools 

• Computer (desktops),  

• Mobile phone  

• Mass media advertising (TV 

& Radio)  

• Social media platforms,  

• Laptops 

• Point of sales software 

Entrepreneurs Performance 

• Increase number of 

customers,  

• increase of sales revenue, 

service  

• Growth and expansion 
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production opportunities, such as increased productivity and improved operational 

efficiency. This is in line with arguments by Al-Jabri & Sohail (2012) who indicated 

that relative advantage results in increased efficiency, economic benefits, and 

enhanced status hence the relative advantage of an innovation is positively related to 

the rate of adoption. Therefore, the Uber drivers must consider technological factors 

such as relative advantage (usefulness), compatibility and ease of use for their Uber 

services performance. 

2.6.1.2 Individual factors  

According to Lewis et al. (2013), individual factors are one of the important 

determinants of adoption of technological innovation. Several studies found that 

individual factors such as perceived usefulness, personal innovativeness, prior 

experience, attitude and enjoyment of innovation have stronger influence on 

individual’s adoption of technological innovation...Organizations try to influence their 

employees’ attitudes towards adoption of an innovation. However, some individuals 

more readily adopt certain innovations than others. Therefore, the Uber drivers must 

consider individual factors such as enjoyment of innovation, prior experience and 

personal image for their Uber services performance. 

2.6.1.3 Environmental  factors  

Environmental factors is the environment surroundings the organization with regard 

to business, competitors, government support, suppliers, and customers (Iddris and 

Ibrahim 2015). The role of the environmental factors in influencing the adoption and 

implementation of the innovation cannot be denied. Enterprise's industrial sector, 

market scope, competitive pressure, external ICT support and the customer pressure 

represent the main environmental factors that influence new technology adoption by 

SMEs (Ramdani et al., 2013). In this study Uber drivers must consider environment 

factors such as support from government and IT vendors, competitive pressure, 

customer pressure and market scope for their Uber services performance. 
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2.6.1.4 Entrepreneur performance 

According to Van Duren (1997) entrepreneurial performance is the achievement of set 

entrepreneurial goals. Also, Lazan & Van Vuuren, (2002) argues entrepreneurial 

performance utilizes the available opportunities to grow the business idea. In this 

study, the entrepreneur performance (Uber service performance) will be measured by 

the increasing number of customers, increase of sales revenue, service growth, and 

expansion”. 
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CHAPTER THREE 

RESEARCH METHODOLOGY 

3.1 Introduction 

The methods and procedures that we used by the researcher to answer the research 

questions were described in detail in this chapter. “This chapter includes the research 

design, research approach, area of the study, population, sampling procedures used, 

data collection methods, data analysis techniques, validity, reliability, and ethical 

consideration.  

3.2 Research Design 

A descriptive research design was adopted in this study. According to (Orodho, 2003), 

the descriptive research design is employed to study a population by selecting samples 

to find and analyze occurrences at any given point in time. The selection of this 

research design base it allows the collection of quantitative and qualitative data in the 

same time using interview and questionnaire. Furthermore, the advantage and purpose 

of using descriptive statistics due to change information or data into a numerical form 

for ease of analysis and interpretation. 

3.3 Research Approach 

The study was employed both quantitative and qualitative research approaches. 

According to Zikmund et al. (2003) a quantitative approach is a research approach that 

sets out to quantify data to use statistics to analyze a data set. In this study, the 

quantitative approach will be used to quantify the hypothesized relationship between 

the dependent variable, the entrepreneur’s performance, and the independent variable, 

determinants of ICT adoption. A qualitative approach was adopted to provide an in-

depth understanding of the situation about entrepreneurs' performance and 

determinants of ICT adoption. An open-ended question was used to meet the criteria 

described by (Cooper & Schindler, 2009) about qualitative research. A qualitative 

approach was generate verbal information rather than numerical value (Kothari, 2010). 
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3.4 Study Area  

This study was conducted at Kinondoni District in the Dar es Salaam Region. The 

reason for selecting the study area is that the Kinondoni district is a central business 

district in the Dar es Salaam region. Also, the city has an interaction of different 

economic activities that are executed by SMEs, including the Uber drivers. The other 

reason was due to conveniences regarding time, resources, and information 

accessibility (Kothari, 2010). 

3.5 Study Population 

 Yin (2009) described a “population in the context of research describes the sample 

population the researcher has chosen, through a sampling process to collect data from 

and generate findings from, so that the researcher may generalize results of the 

research to the entire population. The population for this research study comprised all 

Kinondoni District drivers who are registered in the services of Uber.  

3. 6 Sample Size and Sampling Techniques 

Sample size and sampling techniques are described in this section. 

3.6.1 Sample size 

The sample size is an essential feature of any empirical study in which the goal is to 

make inferences about a population from a sample of interest (Kothari, 2010). The 

target population for this study was determined by the number of 250 drivers available 

to incorporate Uber members’ services in the Kinondoni district. By using Yamane 

(1967) formula. The sample size was calculated as follows; 

n = N/ [1 + N (e) 2] 

Whereby:- 

n = Sample size, 

N = Total number of Uber drivers 

e = Level of precision (10%) 

1 = Constant 

Therefore   n   = 250/ [1 + 250(0.1)2] = 71 

Therefore, the sample size for this study included 71 Uber drivers.  



 

23 

 

3.6.2 Sampling techniques 

Sampling techniques are methods used to select a sample from the population by 

reducing it to a more realistic and manageable size (Kothari, 2010). A convenient 

sampling technique adopted to select Uber drivers in the study area. Orodho (2003) 

portrayed that Convenient sampling techniques can be applied if the researcher has the 

knowledge and the purpose to select respondents from the population. The justification 

of this convenient sampling technique also lies in the fact that the researcher was 

visiting directly to the respondent’s company and those who were available and willing 

to participate in the study involved hence time and cost-saving. 

3.7 Unit of Analysis 

The unit of analysis is the primary entity that is being analyzed in a study. In social 

science research, a unit of analysis includes individuals (most common), groups, social 

organizations, and social artifacts” (Kothari, 2010). In this study, the units of analyses 

were Uber drivers in the Kinondoni district. 

3.8 Data Types and Sources 

The study was collected both quantitative and qualitative data from both secondary 

and primary sources.  

3.8.1 Primary data 

Primary data is described as “data that is collected specifically to execute a research 

study (Saunders et al., 2003).  In this study, primary data was obtained through 

personal interviews and a structured questionnaire. These are the first-hand records 

whereby both qualitative and quantitative data obtained, including information from 

Uber drivers and management of Uber Company in Dare es salaam. Therefore, the 

type of primary data collected included ICT resources adopted by Uber drivers, and 

key factors determined ICT adoption by Uber drivers and influence ICT adoption on 

Uber service performance in Kinondoni District. 

3.8.2 Secondary data 

According to Kothari (2010) secondary data includes data obtained from different 

published and unpublished documents such as reports, files, and other available 
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documents in interment sources. In this study, the source of secondary data was 

collected from journals, books, previous reports, and internet materials concerning 

determinants of ICT adoption for improved entrepreneur’s performance. 

3.9 Data Collection Methods 

In this study, three data collection methods were used to collect data. The methods 

included a documentary review and questionnaire survey. 

3.9.1 Questionnaire survey 

A questionnaire is a systematic compilation of questions that are submitted to a 

sampling of the population from which information is desired (Pandey & Pandey, 

2015). This is one of the methods of data collection in which questions printed or typed 

in a definite order on a form or set of forms.  

The researcher decided to use this method to allow respondents to be free in giving 

their views and also it gives adequate time for the respondents to respond, which led 

to getting clear answers since they have time to respond to consult some records for 

more clarification. The questionnaires were comprised of close-ended questions. The 

questionnaire structure is divided into four sections. The first part comprised questions 

about respondent’s characteristics and the remaining two parties consisted of questions 

I intended to provide answers to research questions. The questionnaires were self-

administered to the Uber drivers in the Kinondoni district.  

3.9.2 Documentary review 

The documentary review is defined as a process of collection of secondary data 

through an extensive review of both published and unpublished materials such as 

survey reports, books, pamphlets, journals, and other relevant information concerning 

the several research problems (Pandey & Pandey, 2015).  In this study, the secondary 

data were obtained through reviewing related documents including theories and 

models and empirical studies relating to determinants of ICT adoption for improved 

entrepreneur’s performance. 
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3.10 Data Analysis Methods 

Data analysis involves the activities undertaken to summarize the data collected to 

answer the research questions (Kothari, 2010). Data analysis aims to ensure the 

research questions are responded to, thus the purpose of the study. In this study, 

because there are both qualitative and quantitative data, the analysis techniques applied 

mixed approaches to come up with authentic results for clear generalization as 

described below.  

3.10.1 Qualitative data analysis method 

Content analysis was used for qualitative data. The content analysis used to analyze 

qualitatively. During content analysis, the researcher first transcribed the data that 

were recorded in the notebooks and electronic form into a text and later categorized it 

into relevant themes. And these findings used to supplement quantitative results data 

for all three objectives. 

3.10.2 Quantitative data analysis methods 

The analysis of quantitative data was performed based on each specific objective as 

follows in table 3.1; 
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Table 3.1: Quantitative data analysis methods 

Specific objectives Indicators Measurements Data 

analysis 

methods 

To examine influence of ICT 

resources on the 

determinants of ICT 

Adoption among uber drivers 

 

Computer (desktops), 

Mobile services,  

Mass media advertising 

(TV & Radio), social 

media platforms, 

Laptops, point of sales 

software. 

 5- point Likert scale (1 = 

Not at all, 2 = Little 

extent,    3 = Neutral, 4 = 

Good extent, 5 = Great 

extent) 

Descriptive 

statistics 

To determine factors 

influencing ICT adoption 

among Uber drivers 

Technological factors, 

individual factors and 

environmental  

5- point Likert scale (1 = 

strongly disagree, 2 = 

Disagree,    3 = Neutral, 4 

=Agree, 5 = Strongly 

Agree) 

Descriptive 

statistics 

and Logistic  

regression 

analysis 

To examine relationship 

between determinants of ICT 

adoption and Uber service 

performance  

Increase number of 

customers, increase of 

sales revenue, service 

growth and expansion  

5- point Likert scale (1 = 

Not at all, 2 = Little 

extent,    3 = Neutral, 4 = 

Good extent, 5 = Great 

extent) 

Descriptive 

statistics  

Source: Field data, 2020 

3.11 Validity and Reliability 

3.11.1 Validity 

Validity explains “whether the research truly measures what it was intended to 

measure how accurate the research results are (Kumar, 2019). Further, Kumar (ibid) 

stresses that the validity of data refers to the development of sound evidence to 

demonstrate that the intended test interpretation (of the concept or construct that the 

test is assumed to measure) matches the proposed purpose of the test. It is the 

appropriateness, meaningfulness, and usefulness of specific inferences made from the 

test scores. The researcher ensured that all the sentences in the instrument are clear, 

and any ambiguity is cleared. The sampling and sample sizes were carefully chosen to 
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meet scientific selection criteria. This included instances acting against bias in the 

selection of the respondents in research studies. To ensure validity, the research 

findings were triangulated using various data collection and analysis techniques. Also, 

the questions were pre-tested to measure whether the questions covered in the 

questionnaire provided the answers that cover the specific objectives of the study. 

3.11.2 Reliability 

Reliability is a measure of the degree to which a research instrument yields consistent 

results after repeated trials (Mugenda & Mugenda, 2010). The researcher used the test-

re-rest method in which the same test was given to the same people after a while. The 

reliability test was estimated by examining the consistency of the response between 

the two tests (Kumar, 2019). Cronbach Alpha was used to determine the reliability of 

the instrument by establishing how variables of the study related to each other 

According to (Mugenda & Mugenda, 2010), reliability ranges between a value of 0.65 

and 0.99 meant that the instrument was reliable for use in the study” (See Table 3.2).  

Table 3.2: Reliability test 

Objectives Cronbach’s Alpha (α) Number of Items 

Influence of ICT resources  0.663 6 

Factors influencing  ICT adoption by 

Uber drivers  

0.760 14 

ICT adoption and  Uber service 

performance  

0.960 4 

Source: Field data, 2020 

 

As shown in Table 3.2, the reliability of the variables ranged from 0.663 to 0.960, 

indicating a high degree of reliability. The results show that all variables met the 

Cronbach Alpha value of above 0.7, as recommended by (Fraenkel & Wallen, 2006), 

and were therefore considered for subsequent further analysis. Thus, the internal 

consistency was found to be sufficiently high and to have adequately measured the 

study variable. 
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3.12 Ethical Issues Consideration  

Ethics are the norms or standards of behaviour that guide moral choices about 

behaviour and relationships with others. The researcher sought permission for data 

collection from the Mzumbe University Dar-es-Salaam Campus and the Uber 

Company Manager in Kinondoni District. Participants were free on participation that 

is no one was forced into participation. Participants were required to take part 

voluntarily, and the option to withdraw at any time during the study was granted. Also, 

confidentiality was observed, and unauthorized persons had no chance to access the 

collected data. 

 

 

 

 

 

 

 

 

 

 

 

 

  



 

29 

 

CHAPTER FOUR 

FINDINGS AND DISCUSSION 

4.1 Introduction 

This chapter presents and discusses findings that were obtained from the field 

extensively. The section includes discussion on the respondent’s characteristics, major 

findings interpretation of findings, and compares the results with the related studies.  

Also, the findings are explained in line with specific objectives and their variables. 

Some selected quotes from the respondents are used to provide further classification 

and support of the interpretation of the findings.  

4.2 Characteristics of Respondents 

The characteristics of respondents were examined by using sex and age distributions, 

level of education, and experience in Uber service. 

4.2.1 Sex of respondents 

The study sought to “establish the gender of the respondents, as shown in Table 4.1. 

The female respondents comprised 15.5% and the majority that is 84.5% were men. 

Therefore more males participated in this study than females. It suggested that men 

express a greater interest in using various types of information and communication 

technology resources because they have positive features. Also more males were 

participate in uber drivers than female.This is in line with (Straub, 2015), who found 

out that males are more likely to adopt specific ICT facilities. The other reason is in 

Tanzania Uber driving is an exclusively male activity. 

Table 4.1: Distribution of respondents by sex 

Sex Frequency Percent 

Male 60 84.5 

Female 11 15.5 

Total 71 100.0 

Source: Field data, 2020 
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4.2.2 Age of respondents 

Respondent’s age of the study group was investigated. The results were presented in 

Table 4.2.  The results show that the majority (46.5%) of the respondents were aged 

26-30 years, followed by 18-25 years (32.3%), while only 9.9% were aged over 31 

years. These results could be attributed to the fact that those in the 18-30 age group 

belong to the digital age and enegetic ,thus they could use opportunity for uber driving 

service to increase their income. Those aged 40 years were matured and not 

concentrated much on the use of digital facilities like various ICT facilities in 

providing Uber services.  

Table 4.2: Distribution of respondents by age 

Age category (Years) Frequency Percent 

18-25  31 43.7 

26-30  33 46.5 

31-40  7 9.9 

Total 71 100.0 

Source: Field data, 2020 

The findings of the study were similar to observation by Wood (2016), who identified 

that younger adults at 24-30 years old are interested in adopting any new technology, 

more than the older employee. Venkatesh et al., (2000) have also suggested that it is 

vital to understand the age differences, particularly in the study on the adoption of any 

new technology. 

4.2.3 Education level of respondents 

Also, the study aimed at finding out the highest level of education of the respondents 

to determine if it influences the ICT Adoption for improved entrepreneur’s 

performance. The results are presented in Table 4.3. The results show that more than 

half of the respondents (54.9%) had secondary education, and less than half 45.1% had 

certificates level of education. These results show that a high number of  respondents 

had a formal education as they were born in the digital era and are familiar with 

https://scialert.net/fulltext/?doi=jas.2012.2082.2095#816001_ja
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different ICT facilities. Therefore, it makes it easy for them to adopt ICT facilities to 

improve their Uber service performance. 

Table 4.3: Distribution of respondents by level of education 

Level of education Frequency Percent 

Secondary 39 54.9 

Certificate 32 45.1 

Total 71 100.0 

Source: Field data, 2020 

These findings concur with observations by Hill et al., (2014) who asserted that 

education is one of the social factors that have motivated Arab individuals towards 

adopting an information management system. They have also found that education 

level is an important factor that has an impact on organizational behaviour, especially 

in adopting new technology.  

4.2.4 Years of experience 

The respondents were required to indicate the period they have spent in providing Uber 

service. The finding is shown in Table 4.4. Results reveal that majority of Uber drivers 

using had the mean age of 2 years in delivering Uber services. The results also show 

that the minimum experience of respondents was 1 year while the maximum 

experience was 4 years since Uber started its operation in Tanzania. This indicates that 

the respondents have been in worked Uber driving service long enough hence familiar 

with determinants of ICT adoption for improved entrepreneur’s performance”. 

Table 4.4: Distribution of respondents by years of experience 

Variable  N Range Minimum Maximum Mean 

Experience (Years) 71 3.00 1.00 4.00 2.3380 

Source: Field data, 2020 

https://scialert.net/fulltext/?doi=jas.2012.2082.2095#948955_ja
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4.3 ICT Resources/ Tools Adopted by Uber Drivers in Kinondoni District 

To determine the ICT resources/ tools adopted by Uber drivers in the Kinondoni 

district. “The respondents were asked to rate the level of usage of ICT tools in 

providing Uber services. The study used a Likert scale of 1-5 where 5= Great extent, 

4=Good extent, 3= Neutral, 2= Little extent, and 1= Not at all. The findings were 

presented in Table 4.5, using the mean score and standard deviation (SD).  

Table 4.5: ICT resources/ tools adopted by Uber drivers (N=71) 

ICT Resources/Tools Mean 

Score 

SD Remarks 

Computer (desktops) 1.591 1.17810 Little extent 

Mobile services 4.943 0.47471 Great extent 

Mass media advertising (TV & 

Radio) 
5.000 0.00000 

Great extent 

Social media platform 5.000 0.00000 Great extent 

Laptops 
3.394 1.58095 

Neutral 

(Moderate) 

Point of sales software 2.421 1.58438 Little extent 

Source: Field data, 2020 

Findings in Table 4.5 revealed that forms of IT tools that the Uber drivers used for 

operating Uber service to a great extent are mobile phones services expressed by a 

mean score of 4.943, mass media advertising (TV & Radio) indicated by a mean score 

of 5.000 and social media platform as shown by a mean score of 5.000.  

Moreover, the forms of IT tools that the Uber drivers used for operating Uber service 

to a moderate extent were laptops, as indicated by a mean score of 3.394. Further, the 

forms of IT tools that the Uber drivers used for operating Uber service to a little extent 

include Computer (desktops) as indicated by a mean score of 1.591 and point of sales 

software as expressed by a mean score of 2.421. 

These findings revealed that mobile, mass media advertising (TV & Radio) and Social 

media platforms are considered to contribute significantly to Uber service performance 
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with respect to market expansion and to increase their productivity and access 

information and increase new customers. Also computers (desktops), laptops and point 

of sales software seem adopted to a little extent this is due to the fact that these tools 

are expensive and unpotable compared to mobile phones. These findings concur to 

(Mokaya, 2012) found that various ICT tools commonly adopted by an entrepreneur 

in Kenya and Tanzania  include mobile phones for corresponding by texting and voice 

mail, and the internet. 

4.4 Factors Influencing ICT Adoption by Uber Drivers in Kinondoni District 

This section form the second research question of this study aimed to explain the key  

Key factors determined ICT adoption by Uber drivers, and these factors include 

technological factors, individual factors, and environmental factors. 

4.4.1 Technological factors 

To determine the extent to which technological factors influence the adoption of ICT 

among Uber drivers. “Respondents were asked to indicate their level of agreement on 

the given constructs (statements) relating to technological factors as determinant of 

ICT adoption. The study used a Likert scale of 1-5 where 5= Strongly Agree, 4=Agree, 

3= Neutral, 2= Disagree, and 1= Strongly Disagree. The findings were presented in 

Table 4.6, using the mean score and standard deviation.  

Table 4.6: Technological factors (N=71) 

Variables Mean Score SD Remarks 

Relative advantage (Usefulness) 
4.985 0.11868 

Strongly agree 

Compatibility  
4.301 0.21537 

Agree 

Ease of Use  
5.000 0.00000 

Strongly agree 

Source: Field data, 2020 

4.4.1.1 Relative advantage (Usefulness) 

The findings in Table 4.6 show that respondents agreed that relative advantage is one of 

the technological factors that influence them in the adoption of ICT in providing Uber 

service (Mean score= 4.985 and Standard deviation= 0.11868). This because most 

respondents agree that using ICT resources/ tools enables them to offer more Uber 
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services quickly and makes it easier to perform their activities. These findings revealed 

that relative advantage is the most important technological factor influencing adoption 

of ICT among Uber drives. This means that Uber drivers who have positive 

conceptions to the advantages of ICT will have the highest probability to improve the 

performance of their Uber service. 

4.4.1.2 Compatibility 

The findings in Table 4.6  show that respondents strongly agreed that compatibility is 

one of the technological factors that influence them in the adoption of ICT in providing 

Uber service (Mean score= 4.301 and Standard deviation= 0.21537). This because 

most of the respondents perceived that ICT adoption in Uber services is compatible 

with the existing values and mentality of their customers. This implies that innovation's 

compatibility with formerly adopted thoughts can accelerate or delay its adoption rate. 

Also compatibility with needs to the extent the innovation meets and attains the 

customers' needs. 

4.4.1.3 Ease of use 

The findings in Table 4.6  show that respondents strongly agreed that ease of use is one 

of the technological factors that influence them in the adoption of ICT in providing 

Uber service (Mean score= 5.000 and Standard deviation= 0.00000). This because 

most of the respondents perceived that they find it easy to use ICT tools and 

applications for providing Uber service and they find it easy in learning to use ICT 

facilities these findings imply that when Entrepreneur (Uber drivers)  adopt ICT  it 

may be faced by some challenges as the procedures of doing the business will be 

modified. So to raise the adoption rate, these new technologies must be easy to use or 

understand. 

4.4.1.4 Relationship between technological factors and adoption of ICT among 

Uber drivers 

To confirm the above results, the study then sought to find out whether there is any 

significant relationship between technological factors and the adoption of ICT among 

the Uber drivers for Uber service performance. The Pearson correlation coefficient (r) 

was employed to establish the relationship between technological factors and the 
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adoption of ICT. The findings presented in Table 4.7 show that there is a strongly 

significant relationship between relative advantage, compatibility, and ease of use and 

adoption of ICT (p-value < 0.05). This implies that any positive change in 

technological factors such as relative advantage, compatibility, and ease of use led to 

the increased probability of adopting ICT for Uber service performance. 

Table 4.7: Correlation analysis of technological factors and adoption of ICT 

among Uber drivers 

 Relative 

advantages 

Compatibility Ease of 

use 

Adoption of 

ICT 

Relative 

advantages 

Pearson 

Correlation 

1 0.412 0.267 0.713* 

Sig. (2-

tailled) 

 0.064 0.061 0.027 

N 71 71 71 71 

Compatibility Pearson 

Correlation 

0.412 1 0.360 0.822* 

Sig. (2-

tailled) 

0.064  0.068 0.041 

N 71 71 71 71 

Ease of use Pearson 

Correlation 

0.267 0.360 1 0.441* 

Sig. (2-

tailled) 

0.061 0.068  0.073 

N 71 71 71 71 

Adoption of 

ICT 

Pearson 

Correlation 

0.713* 0.822* 0.441* 1 

Sig. (2-

tailled) 

0.027 0.041 0.073  

N 71 71 71 71 

*Correlation is significance at the 0.05 level of significance (2- tailed) 

Source: Field data, 2020 

4.4.2 Individual factors 

To determine the extent to which individual factors influence the adoption of ICT 

collectors among Uber drivers. “Respondents were asked to indicate their level of 

agreement on the given constructs (statements) relating to individual factors as 

determinant of ICT adoption. The study used a Likert scale of 1-5 where 5= Strongly 
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Agree, 4=Agree, 3= Neutral, 2= Disagree, and 1= Strongly Disagree. The findings 

were presented in Table 4.8, using the mean score and standard deviation.  

Table 4.8: Individual factors (N=71) 

Variables Mean Score SD Remarks 

Enjoyment of innovation 
3.9296 0.81633 

Agree 

Prior experience    
4.3803 0.54422 

Agree 

Personal image  
4.6197 0.54422 

Strongly agree 

Source: Field data, 2020 

4.4.2.1 Enjoyment of innovation 

The findings in Table 4.8 show that respondents agreed that enjoyment of innovation 

is one of the individual factors that influence them in the adoption of ICT in providing 

Uber service (Mean score= 3.9296 and Standard deviation= 0.81633).   Findings imply 

that to improve performance of Uber service individual must  perceive innovation to 

be enjoyable, the more likely they will adopt ICT  its use as observed by (Sánchez-

Prieto et al., 2016) who posited that perceived enjoyment at the extent to which the 

activity of using a specific system is perceived to be enjoyable in its own right, aside 

from any performance consequences resulting from system use. 

4.4.2.2 Prior experience 

The findings in Table 4.8  show that respondents agreed that prior experience is one 

of the individual factors that influence them in the adoption of ICT in providing Uber 

service (Mean score= 4.380 and Standard deviation= 0.54422). This implies that prior 

experience and familiarity with technology reduces anxiety and provide confidence to 

use ICT resources like mobile phones, laptops, and social media platforms. 

4.4.2.3 Personal image 

The findings in Table 4.8  show that respondents strongly agreed that personal image is 

one of the technological factors that influence them in the adoption of ICT in providing 

Uber service (Mean score= 4.6197 and Standard deviation= 0.54422). This implies 

that an individual may thus perceive that using ICT facilities like mobile phone apps 
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in providing Uber service will lead to an improvement in his or her image in job 

performance and resulted to improve the performance of Uber service. 

4.4.2.4 Relationship between individual factors and the adoption of ICT among 

Uber drivers 

Furthermore, to confirm the above results, the study then sought to find out whether 

there is any significant relationship between individual factors and the adoption of ICT 

among the Uber drivers for Uber service performance. The Pearson correlation 

coefficient (r) was adopted to establish the relationship between individual factors and 

the adoption of ICT. The findings presented in Table 4.9 and indicated that there is a 

strongly significant relationship between enjoyment of innovation, prior experience, 

personal image, and adoption of ICT (p-value < 0.05). These findings imply that any 

positive change in individual factors such as enjoyment of innovation, prior 

experience, and personal image led to increased probability to adopt ICT for Uber 

service performance. 
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Table 4.9: Correlation analysis of individual factors and the adoption of ICT 

 Enjoyment 

of 

innovation 

Prior 

experience    

Personal 

image 

Adoption of 

ICT 

Enjoyment of 

innovation 

Pearson Correlation 1 .027 .048 1.000* 

Sig. (2-tailed)  .505 .731 .034 

N 71 71 71 71 

Prior experience    

Pearson Correlation .027 1 .019 2.256* 

Sig. (2-tailed) .505  .125 .002 

N 71 71 71 71 

Personal image 

Pearson Correlation .048 .019 1 1.048* 

Sig. (2-tailed) .731 .125  .013 

N 71 71 71 71 

Adoption of ICT 

Pearson Correlation 1.000* 2.256* 1.069* 1 

Sig. (2-tailed) .034 .002 .013  

N 71 71 71 71 

*Correlation is significant at the 0.05 level of significance (2- tailed) 

Sources: Field data, 2020 

4.4.3 Environmental factors 

To determine the extent to which environmental factors influence the adoption of ICT 

collectors among the Uber drivers. Respondents were asked to indicate their level of 

agreement on the given constructs (statements) relating to environmental factors as 

determinant of ICT adoption. The study used a Likert scale of 1-5 where 5= Strongly 

Agree, 4=Agree, 3= Neutral, 2= Disagree, and 1= Strongly Disagree. The findings 

were presented in Table 4.10, using the mean score and standard deviation.  

 

Table 4.10: Environmental factors (N=71) 

Variables Mean Score SD Remarks 

Support from government and IT 

vendors  4.8662 0.81633 
Strongly agree 

Competitive pressure  
4.9437 0.23221 

Strongly agree 

Customer pressure  
5.0000 0.00000 

Strongly agree 

Market scope  
5.0000 0.00000 

Strongly agree 

Source: Field data, 2020 
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4.4.3.1 Support from government and IT vendors 

The findings in Table 4.10 show that respondents strongly agreed that support from 

government and IT vendors is one of the environmental factors that influence them in 

the adoption of ICT in providing Uber service (Mean score= 4.8662and Standard 

deviation= 0.81633). This because the majority of the respondents' rates that there is 

enough technical support for ICT offered by vendors of technology services related to 

Uber service and IT services vendors encourage the adoption of ICT in Uber services 

through the provision of training courses. These findings imply that Uber Company 

and its drivers in a study area realize the importance of vendors who are providing 

them with the necessary applications, technical support, and required training, they 

would be more inclined to adopt ICT in Uber service. 

4.4.3.2 Competitive pressure 

The findings in Table 4.10  show that respondents strongly agreed that competitive 

pressure is one of the environmental factors that influence them in the adoption of ICT 

in providing Uber service (Mean score= 4.9437 and Standard deviation= 0.23221). 

This is because the majority of them rated that competitive pressure is the main reason 

for ICT adoption in providing Uber services. These findings imply that highly 

competitive environments motivate ICT adoption. This consistency with  (Ghobakhloo 

et al., 2011) observes that entrepreneurs who work in more competitive surroundings 

have more intention to adopt and use E-commerce. 

4.4.3.3 Customer pressure 

The findings in Table 4.10  show that respondents strongly agreed that customer 

pressure is one of the environmental factors that influence them in the adoption of ICT 

in providing Uber service (Mean score= 5.000 and Standard deviation= 0.0000). since 

the majority of Uber service customers always asking Uber drivers to use ICT 

resources in providing Uber services, and most of the customers can use and take 

advantage of them in Uber services. This finding is consistent with (Maduku et al., 

2016) who find that external pressures resulting from the customers, the government, 

the suppliers, or the rivals are influential in the adoption of E-commerce in SME’s 
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performance. Therefore, customer pressure was an important environmental factor to 

improve uber service performance.  

4.4.3.4 Market scope 

The findings in Table 4.10  show that respondents strongly agreed that market scope is 

one of the environmental factors that influence them in the adoption of ICT in 

providing Uber service (Mean score= 5.000 and Standard deviation= 0.0000). ). This 

is because the majority of respondents rated that they have adopted ICT and they plan 

to expand the scope of Uber services in the whole country. This  finding is in 

accordance with some studies such as  (Dwivedi et al., 2009) who find that market 

scope has a significant impact on enterprise applications and is the strongest factor in 

ICT adoption. 

4.4.3.5 Relationship between environmental factors and the adoption of ICT 

among Uber drivers 

Additionally, to confirm the above results, the study then sought to find out whether 

there is any significant relationship between environmental factors and the adoption of 

ICT among the Uber drivers for Uber service performance. The Pearson correlation 

coefficient (r) was employed to establish the relationship between environmental 

factors and the adoption of ICT. The findings presented in Table 4.11 and revealed 

that there is a significant relationship between support from government and IT vendors, 

competitive pressure,   customer pressure, market scope, and adoption of ICT (p-value < 

0.05). These findings imply that any positive change in environmental factors such as 

support from government and IT vendors, competitive pressure,   customer pressure, and 

market scope led to increased probability to adopt ICT for Uber service performance. 
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Table 4.11: Correlation analysis of environmental factors and the adoption of 

ICT 

 Support 

from 

government 

and IT 

vendors 

Competitive 

pressure 

Customer 

pressure 

Market 

scope 

Adoption of 

ICT  

Support from 

government 

and IT vendors 

Pearson Correlation 1 .049 .062 .047 .075* 

Sig. (2-tailed)  .705 .831 .831 .004 

N 71 71 71 71 71 

Competitive 

pressure 

Pearson 

Correlation 
.039 1 .039 .059 3.357* 

Sig. (2-tailed) .905  .905 .405 .002 

N 71 71 71 71 71 

Customer 

pressure 

Pearson 

Correlation 
.069 .149 1 .089 1.069* 

Sig. (2-tailed) .831 .905  .781 .013 

N 71 71 71 71 71 

Market scope 

Pearson 

Correlation 
.478 .657 1.069 1.082 0.869* 

Sig. (2-tailed) .063 .083 .077 .093 .013 

N 71 71 71 71 71 

Adoption of ICT 

Pearson 

Correlation 
.075* 3.357* 1.069* 0.869* 1 

Sig. (2-tailed) .004 .002 .013 .013  

N 71 71 71 71 71 

*Correlation is significance at the 0.05 level of significance (2- tailed) 

Sources: Field data, 2020 

4.4.3 Probit Model to Explore Critical Factors Determined ICT Adoption by 

Uber Drivers 

To determine critical factors determined ICT adoption by Uber drivers in Kinondoni 

District. The study employs a probit regression model to identify which factors are the 

best predictor of ICT adoption among Uber drivers. Therefore, during the analysis, 

responses of independent variables (Technological factors, environmental factors, and 

individual factors) that were captured using a 5-point Likert scale were subjected to 

factor analysis to establish factor scores. Then, factor scores obtained from factor 

analysis were entered into a model as index scores. Regarding the treatment of the ICT 

adoption among the Uber drivers as the dependent variable, factor analysis was 
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performed to establish factor score (index score) which later were segregated into a 

dummy variable of 1= If Uber drivers adopting ICT and 0= Otherwise). 

The result of the probit regression model presented in Table 4.12, and “revealed that 

the omnibus test of the model, which gives the overall fittest, indicates a chi-square 

value of 0.0000 which is significant (p<0.05) implies that the model as a whole fit 

significantly better. Moreover, the model’s R² was 0.7607 (Negelkerke R²). Therefore, 

by considering Negelkerke R², it means that the independent variables entered in the 

model explained by 76.0 % of the variance in the dependent variable. Based on the 

analysis, three variables had statistically significant on critical factors that determined 

ICT adoption by Uber drivers, and these were significant at the 0.05 level. The 

significant variables include technological factors, individual factors, and 

environmental factors. 

Table 4.12: Probit model to determine factors determined ICT adoption by 

Uber drivers 

Variables M.E Std. err P>|z| 

Technological factors  0.04431       0.05426               0.016     

Individual factors  0.09863       0.05453         0.029     

Environmental  factors 0.08021       0.04177         0.035     

Modal Summary 

Number of obs              71 

LR chi2(3)           113.18 

Prob > chi2             0.0000 

Pseudo R2              0.7607 

Dependent variable ( 1= if Uber drivers  adopting ICT  0= Otherwise 

 P<0.05, ME = Marginal Effects 

Sources: Field data, 2020 

Results in Table 4.12 indicate that “technological factors have positive and significant 

effects on ICT adoption among Uber drivers (p-value< 0.05). The slope coefficient for 

technological factors is about 0.04431. This indicated that when Uber companies and 
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other telecommunications stakeholders improve technological factors such as relative 

advantage, compatibility, and ease of use by 1 unit increase probability of the Uber 

drivers to adopt ICT by 4.4% for the improvement Uber service performance.  

Furthermore, results in Table 4.12 indicate that individual factors have a positive and 

significant influence on the adoption of ICT among Uber drivers (p-value< 0.05). The 

slope coefficient for individual factors is about 0.09863, implying that when Uber 

drivers improve individual factors such as enjoyment of innovation, prior experience, 

and personal image by 1 unit, it increases the likelihood of them to adopt ICT by 9.9% 

for the improvement of Uber service performance.  

Moreover, findings in Table 4.12 show that environmental factors have positive and 

significant effects on the adoption of ICT among Uber drivers (p-value< 0.05). The 

slope coefficient for environmental factors is about 0.08021. This is implying that a 

one-unit increase of environmental factors such as support from government and IT 

vendors, competitive pressure, customer pressure, and market scope led to increased 

probability to Uber drivers to adopt ICT for Uber service performance” by 8.0%.  

4.5 Determinants of ICT adoption and Uber service performance in Kinondoni 

District 

To determine the influence of ICT adoption on Uber service performance in Kinondoni 

District. “The respondents were asked to rate the level of agreement of how ICT 

adoption lead to Uber service performance in. The study used a Likert scale of 1-5 

where 5= Great extent, 4=Good extent, 3= Neutral, 2= little extent, and 1= Not at all. 

The findings were presented in Table 4.13, using the mean score and standard 

deviation (SD).  

  



 

44 

 

Table 4.13: Extent to which ICT adoption lead to Uber service performance 

(N=71) 

Performance indicators Mean Score SD Remarks 

Connection to new customers  
4.7713 0.15268 

Great extent 

Revenue increase 
4.9718 0.16663 

Great extent 

Improve service quality  
4.9437 0.33327 

Great extent 

Reduce communication cost 
4.5860 0.14552 

Great extent 

Source: Field data, 2020 

4.5.1 Connection to new customers 

Findings in Table 4.13 revealed that the respondents believed to a good extent that the 

adoption of information and communication technology has led to the performance of 

their Uber service provision through connection to new customers as indicated by a mean 

score of 4.7713 and standard deviation of 0.15268. These findings concur with (Chyau, 

2005) who posit that potential benefits of ICT to SMEs include enhancing efficiency, 

connecting with new customers, and broadening the market both locally and globally, 

empowering. 

4.5.2 Revenue increase 

Results in Table 4.13 indicated that the respondents agree to a good extent that the 

adoption of information and communication technology has improved the 

performance of their business through revenue increase as shown by a mean score of 

4.9718and standard deviation of 0.16663. (Boohene et al., 2015) contend that adoption 

ICT has a positive effect on profitability in terms of increasing sales revenue; therefore, 

it contributes to the overall growth of the business. 

4.5.3 Improve service quality 

Findings in Table 4.13 indicated that to a good extent respondents perceived that the 

adoption of information and communication technology has led to improve 

performance of their Uber service by   Improve service quality as shown by a mean score 

of 4.9437 and standard deviation of 0.14552. these findings in line with (Matambalya 
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& Wolf, 2001) state that  information and communication technology cause fast 

accessibility to the market, increases selection power. 

4.5.4 Reduce communication cost 

Findings in Table 4.13 revealed that that the respondents believed to a good extent that 

the adoption of information and communication technology has led to improve 

performance of their Uber service through reducing communication cost as indicated by 

a mean score of 4.5860 and standard deviation of 0.14552. These findings imply that 

adoption of ICT resources like mobile phone Apps and social media platform it is of 

the little cost compared to other means of communication with customer. 

4.6 Discussion of Findings 

This section “intended to discuss the findings presented in the previous section. The 

discussion basing on the research questions of each specific objective. 

4.6.1 ICT resources/tools adopted by Uber drivers in Kinondoni District 

The study identifies various ICT resources adopted by Uber drivers these include 

computer (desktops), mobile phone, mass media advertising (tv and radio), social 

media platforms, laptops, and point of sales software. The findings revealed that to a 

great extent mobile phones, mass media advertising (TV and Radio) and social media 

platforms are considered to contribute significantly to Uber service performance with 

respect to market expansion and to increase their productivity and access information 

and increase new customers. This result conforms to  (Kiveu & Ofafa, 2013) found out 

that “SMEs prefer mobile phones because they are affordable, user friendly with a 

reliable network. Similarly, Olise et al. (2014) in Nigeria found that ICT helps capture, 

process, and transmit electronic information. Common ICTs in use in developing 

countries include radio, TV, and print media. ICTs like software, Internet, fax, emails, 

and mobile phones present modern and effective means to communicate knowledge 

and information. Using ICT extensively provides micro-enterprises with the 

technological capability to remain small and profitable. 
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4.6.2 Factors Influencing  ICT adoption by Uber drivers in Kinondoni District 

The study found that respondents agreed that that relative advantage, compatibility, 

and ease of use were technological factors that can determine ICT adoption among 

Uber drivers in the study area. Also study revealed that there is a strong significant 

relationship between relative advantage, compatibility, and ease of use and ICT 

adoption as technological factors (p-value < 0.05). These findings are supported by 

(Mndzebele, 2013) who asserted that the technological innovation adoption process 

involves a rational decision in an organization, which requires that one assess the 

potential benefits of the new technology to the organization. The general assumption 

according to (Mndzebele, 2013) is that organizations must recognize that the adoption 

of information systems will either offer solutions to existing problems or present new 

production opportunities, such as increased productivity and improved operational 

efficiency. This is in line with arguments by (Al-Jabri & Sohail, 2012) who indicated 

that relative advantage results in increased efficiency, economic benefits, and 

enhanced status hence the relative advantage of an innovation is positively related to 

the rate of adoption. 

 

The study found that that enjoyment of innovation, prior experience, and personal 

image were individual factors that can determine ICT adoption among Uber drivers in 

the study area. Also, findings indicated that there is a strongly significant relationship 

between enjoyment of innovation, prior experience, personal image, and adoption of 

ICT (p-value < 0.05). These findings imply that any positive change in individual 

factors such as enjoyment of innovation, prior experience, and personal image led to 

increased probability to adopt ICT for Uber service performance. These findings 

concur with the observational Lewis et al. (2003) found that individual factors are one 

of the important determinants of the adoption of digital marketing as the recent 

technological innovation.  Also, several studies found that “individual factors such as 

enjoyment of innovation, prior experience and image and have a stronger influence on 

an individual’s adoption of technological innovation (Davis et al., 1989). Thus these 

factors relate one hundred percent with the adoption of ICT as one of the technological 

innovations in this era. 
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Furthermore, the findings found that support from government and IT vendors, 

competitive pressure,   customer pressure, and market scope were environmental 

factors that can determine ICT adoption among Uber drivers in the study area. The 

findings also revealed that there is a significant relationship between support from 

government and IT vendors, competitive pressure,   customer pressure, market scope, 

and adoption of ICT (p-value < 0.05). These findings imply that any positive change 

in environmental factors such as support from government and IT vendors, competitive 

pressure, customer pressure, and market scope led to increased probability to adopt 

ICT for Uber service performance. These findings concur with  Dwivedi et al. (2009) 

posit that the role of the environmental factors in influencing the adoption and 

implementation of the innovation cannot be denied. Enterprise's industrial sector, 

market scope, competitive pressure, external ICT support, and customer pressure 

represent the main environmental factors that influence new technology adoption by 

SMEs. 

4.6.3 Determinants of  ICT Adoption and Uber Service Performance in 

Kinondoni District 

The study found that the adoption of ICT has led to the performance of their Uber 

service provision through Connection to new customers, revenue increase, improve service 

quality, and reduce communication cost. The findings imply that ICT adoption has a 

significant and positive impact on Uber service performance. This is consistent with 

the findings of Tsiotsou and Vlachopoulou (2011) find that ICTs can enhance 

enterprise performance through indirect cost savings such as labour costs and 

increased labour productivity, and direct cost reduction of firm’s input such as 

information costs. On top of these short-run impacts of ICT adoption in the production 

process, the use of ICTs in the transaction process can foster input and output market 

expansion, the findings also in line with  Ongori & Migiro (2010) indicated that small 

formal enterprises derive influence to adopt ICT by their ability to observe simplified 

work routines, through effective coordination between several chain partners, 

increased productivity, and improved customer service that subsequently leads to 

customer satisfaction. 
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CHAPTER FIVE 

SUMMARY, CONCLUSION, RECOMMENDATIONS  AND  POLICY 

IMPLICATION 

5.1  Introduction 

This section comprises of the discussion of the research findings of the data, the data 

are going to be discussed by research objectives.  

5.1.1  Findings on ICT resources adopted by Uber drivers 

The study identifies various ICT resources adopted by Uber drivers include computers 

(desktops), mobile phones, mass media advertising (Tv and radio), social media 

platforms, laptops, and point of sales software. The findings revealed that to a great 

extent mobile phones, mass media advertising (TV and Radio), and social media 

platforms are considered to contribute significantly to Uber service performance with 

respect to market expansion and to increase their productivity and access information 

and increase new customers. 

5.1.2 Findings on  factors influencing ICT adoption by Uber drivers 

The study found that respondents were agreed that that relative advantage, 

compatibility, and ease of use were technological factors that can determine ICT 

adoption among Uber drivers in the study area. Also study revealed that there is a 

strong significant relationship between relative advantage, compatibility, and ease of 

use and ICT adoption as technological factors (p-value < 0.05). These findings imply 

that any positive change in technological factors such as relative advantage, 

compatibility, and ease of use led to the increased probability of adopting ICT for Uber 

service performance.  

The study found that enjoyment of innovation, prior experience, and personal image 

were individual factors that can determine ICT adoption among Uber drivers in the 

study area. Also, findings indicated that there is a strongly significant relationship 

between enjoyment of innovation, prior experience, personal image, and adoption of 

ICT (p-value < 0.05). These findings imply that any positive change in individual 
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factors such as enjoyment of innovation, prior experience, and personal image led to 

increased probability to adopt ICT for Uber service performance. 

The study found that enjoyment of innovation, prior experience, and personal image 

were individual factors that can determine ICT adoption among Uber drivers in the 

study area. Also, findings indicated that there is a strongly significant relationship 

between enjoyment of innovation, prior experience,   personal image, and adoption of 

ICT (p-value < 0.05). These findings imply that any positive change in individual 

factors such as enjoyment of innovation, prior experience, and personal image led to 

increased probability to adopt ICT for Uber service performance. 

5.1.3 Findings on  determinants of ICT adoption and Uber service performance 

Further more the study found that the adoption of ICT has led to the performance of 

their Uber service provision through Connection to new customers, revenue increase, 

improve service quality, and reduce communication cost. The findings imply that ICT 

adoption has a significant and positive impact on Uber service performance. 



 

50 

 

CHAPTER SIX 

SUMMARY OF FINDINGS, CONCLUSION AND RECOMMENDATIONS 

6.1 Introduction 

This section summarizes the research findings and draws some conclusions and policy 

implications and recommendations on the determinants of ICT Adoption for improved 

entrepreneur’s performance using Uber drivers in Kinondoni District as the relevancy 

case. “The summary provided here is limited to the findings in relation to the objectives 

which the study intends to achieve. The summary is followed by the conclusion, 

recommendations and finally the policy implication, and suggestions for further 

research. 

6.2 Summary of the Findings 

The main objective of this study was to find out the determinants of ICT Adoption for 

improved entrepreneur’s performance using Uber drivers in Kinondoni District as the 

relevancy case the study sought to meet three specific objectives. These were to 

identify ICT resources adopted by Uber drivers, to explore critical factors determined 

ICT adoption by Uber drivers, and to examine the influence of ICT adoption on Uber 

service performance in Kinondoni District. 

6.3  Conclusion 

To identify “ICT resources adopted by Uber drivers in Kinondoni District. The study 

found that to a great extent mobile phones, mass media advertising (TV and Radio), 

and social media platforms are considered to contribute significantly to Uber service 

performance with respect to market expansion and to increase their productivity and 

access information and increase new customers. Therefore, to improve the 

entrepreneur’s performance the Uber drivers should adopt these ICT resources. 

 

To explore critical factors determined ICT adoption by Uber drivers in Kinondoni 

District. The study found that respondents agreed that technological factors (relative 

advantage, compatibility, and ease of use), individual factors (enjoyment of 

innovation, prior experience, and personal image) and environmental factors (support 

from government and IT vendors, competitive pressure,   customer pressure, and 
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market scope) were the determinants of the ICT adoption among Uber drivers. This 

implies that to improve entrepreneur’s performance Uber drivers should adopt 

technological factors, individual factors, and environmental factors. Also, the results 

from Pearson’s correlation and probit model indicated that technological factors, 

individual factors, and environmental factors were found to have a positive significant 

relationship and ICT adoption (p-value < 0.05). These findings imply that any positive 

change in technological factors (relative advantage, compatibility, and ease of use), 

individual factors (enjoyment of innovation, prior experience, and personal image) and 

environmental factors (support from government and IT vendors, competitive 

pressure,   customer pressure, and market scope) led to increased probability to adopt 

ICT for Uber service performance. 

 

To examine the influence of ICT adoption on Uber service performance in Kinondoni 

District. The study found that respondents agree to the great extent that the adoption 

of ICT has led to the performance of their Uber service provision through Connection 

to new customers, revenue increase, improve service quality and reduce 

communication cost. The findings imply that ICT adoption has a significant and 

positive impact on Uber service performance. 

6.4  Recommendations 

Based on the key findings, the study recommends the following to improve the 

adoption of information and communication technology and finally to improve Uber 

service performance. 

i. The study found that mobile phones, mass media advertising (TV and Radio), 

and social media platforms are considered to contribute significantly to Uber 

service performance. Therefore, the study recommends that Uber companies 

and mobile service providers should invest in ICT and its components in terms 

of reliability of ICT facilities such as mobile apps and network coverage, and 

there is ICT security because they have been proven to significantly influence 

Uber service performance. This will help more Uber drivers to adopt ICT. 

Also, the study recommended that the installation of GPRS for each Uber car 
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should be employed in order to determine how far the driver will be in order to 

tell the passengers a fair amount to pay. 

ii. The study found that technological factors (relative advantage, compatibility, 

and ease of use), individual factors (enjoyment of innovation, prior experience, 

and personal image) and environmental factors (support from government and 

IT vendors, competitive pressure, customer pressure, and market scope) were 

the determinants of the ICT adoption among Uber drivers. Therefore the study 

recommends that Uber companies should make more effort to achieve the 

maximum benefits from ICT adoption in the most efficient ways. Uber 

companies should work hard to develop ICT strategies and consider upgrading 

ICT adoption among Uber drivers as part of the future vision. Also, the 

government and other ICT vendors should cooperate with the Uber companies 

to impose a supportive environment for ICT adoption in Uber services. Also, 

the study recommends the establishment of another branch Dodoma city, 

Mwanza city even nationwide, because the whole country will use Uber 

technology through the shipping Apps. 

iii. The study found that the adoption of ICT has led to the performance of their 

Uber service provision through connection to new customers, revenue increase, 

improve service quality, and reduce communication cost. Therefore, the study 

recommended that for more service performance Uber drivers should consider 

scanning the environment to find the latest ICT equipment that could be useful 

in promoting service delivery efficiency and/or proper product mix/choice that 

suits customer needs. The management of Uber companies should also 

consider adopting a variety of ICT equipment so as to be able to utilize 

available communication options.   

6.5 Policy Implications 

Since the study aimed to examine the determinants of ICT Adoption for improved 

entrepreneur’s performance. Government Agencies that regulate Information and 

communication technologies should formulate policies and laws to eliminate fraud, 
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hackers, and all cybercrimes that will facilitate the adoption of ICT facilities by 

entrepreneur who provided the Uber services because of its potential in improving 

Uber service performance. 

6.6  Suggestions for Further Research 

The following are areas that could be considered for future research:  

• Since the study was limited three factors that determine ICT adoption, such as 

technological factors, individual factors, and environmental factors. Further 

studies may be carried out to find out others factors that influencing ICT 

adoption and performance of Uber services like organization factors and social 

factors. 

 

• This study proposes improvement by increasing sample size that will see a 

more detailed empirical analysis involving participants in other geographical 

areas. Future researchers may use more districts in Dar es salaam region and 

other regions in Tanzania to analyze the relationship between study variables 

and to generalize the findings”. 
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APPENDECES 

APPENDIX 1: QUESTIONNAIRE TO UBER DRIVERS 

Dear respondent, 

My name is “Catherine Nyandindi, a student of Master’s Degree of Business 

Administration in Corporate Management (MBA-CM) at Mzumbe University. 

Currently, I am doing academic research which is looking at Determinants of ICT 

Adoption for Improved Entrepreneurs Performance:  A Case of Uber Drivers in 

Kinondoni District. I humbly request for your participation in this study. Your 

opinion is extremely important in this study and I promise that your information shall 

be kept anonymous. Thank you for your time and be blessed.  

Thank you in advance for your cooperation and valuable time. 

Questionnaire Number  

Physical Location:  

Date of interview  
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PART A: CHARACTERISTICS OF RESPONDENTS 

Sex of respondents  Please Tick (Ѵ) Appropriate 

Male  

Female  

  

Age category in year  

18-25 years  

26-30 years  

31-40 years  

Above 40 years  

  

Level of education  

Primary  

Secondary  

Certificate  

Bachelor degree/ equivalent  

Master degree  

PHD  

  

How long have you been working as UBER 

drivers 

 

Less than 5 years  

6-10 years  

11-12 years  

16-19 years  

20 years and above  
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PART B:  ICT RESOURCES ADOPTED BY UBER DRIVERS IN KINONDONI 

DISTRICT 

B1: Do you use any ICT resources/ tools in providing Uber services? 

Response  Please Tick (Ѵ) Appropriate 

Yes   

No  

 

B2: If Yes in “B1” above please tick in the appropriate box the level you have use in 

the following forms of ICT tools in your Uber services.  

1 2 3 4 5 

Not at all 

 

Little extent Neutral Good extent Great extent 

 

 

 

PART C:  KEY FACTORS DETERMINED ICT ADOPTION BY UBER 

DRIVERS IN KINONDONI DISTRICT 

ICT RESOURCES/TOOLS 1 2 3 4 5 

Computer (desktops)      

Mobile services      

Mass media advertising (TV & Radio)      

Social media platform      

Laptops      

Point of sales software      
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C1: INDIVIDUAL FACTORS 

C1A: Please use the point scale below to indicate your level of agreement by ticking 

each one of the given statement relating to individual factors as determinant of ICT 

adoption in your Uber services 

 

 

 

 

 

 

 

 

 

C1B: To what extent individual factors influence ICT adoption in your Uber services? 

1 2 3 4 5 

Strongly 

disagree 

Disagree Neutral Agree Strongly agree 

Statement of Individuals factors 1 2 3 4 5 

Enjoyment of innovation is one of individual factors that 

influence ICT adoption in my Uber service 

     

Prior experience is one of individual factors that influence 

ICT adoption in my Uber service 

     

Personal image  is one of individual factors that influence 

ICT adoption in my Uber service 
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Response Please Tick (Ѵ) Appropriate 

Very High  

High  

Neutral  

Low  

Very low  

 

C2: TECHNOLOGICAL FACTORS 

C2A: Please use the point scale below to indicate your level of agreement by ticking 

each one of the given statement relating to technological factors as determinant of ICT 

adoption in your Uber services 

 

 

C2B: To what extent Technological factors influence ICT adoption in your Uber services? 

1 2 3 4 5 

Strongly disagree Disagree Neutral Agree Strongly agree 

Statement of Technological factors 1 2 3 4 5 

Using ICT resources/ tools enable me to provide more Uber 

services quickly 

     

Using  ICT resources/ tools makes it easier to do my job      

ICT adoption in Uber services is compatible with the 

existing values and mentality of our customers 

     

I find it easy to use ICT tools and applications  for 

conducting my Uber service 

     

Learning to use ICT facilities is easy for me      
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Response Please Tick (Ѵ) Appropriate 

Very High  

High  

Neutral  

Low  

Very low  
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C3: ENVIRONMENTAL FACTORS 

C3A: Please use the point scale below to indicate your level of agreement by ticking 

each one of the given statement relating to environmental factors as determinant of 

ICT adoption in your Uber services 

 

 

  

1 2 3 4 5 

Strongly 

disagree 

Disagree Neutral Agree Strongly agree 

Statement of environmental factors 1 2 3 4 5 

There is enough technical support for ICT offered by 

vendors of technology services relating to my uber service 

     

IT services vendors encourage the adoption of ICT in Uber 

services through the provision of training courses in this 

area 

     

Competitive pressure is the main reason for the ICT 

adoption  in providing Uber services 

     

The majority of our customers always asking us to use ICT 

resources in providing Uber services. 

     

The majority of our customers are able to use and take 

advantage of them in Uber services 

     

We have adopt ICT because we plan to expand the scope of 

our Uber services in the whole country 
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C3B: To what extent environmental factors influence ICT adoption in your Uber services? 

Response Please Tick (Ѵ) Appropriate 

Very High  

High  

Neutral  

Low  

Very low  

 

 

PART D: INFLUENCE OF ICT ADOPTION ON UBER SERVICE 

PERFORMANCE IN KINONDONI DISTRICT 

D1: Please use the point scale below to indicate your level of agreement by ticking 

each one of the given statement relating to the influence of ICT adoption on Uber 

service performance 

 

 

1 2 3 4 5 

Not at all Little extent Neutral Good extent Great extent 

Statement 1 2 3 4 5 

Adoption of ICT in Uber service became important in  

connection to new customers 

     

Adoption of ICT in Uber service enable Uber drivers to  

increase revenue 

     

Adoption of ICT in Uber service is important in  improved 

service quality 

     

Adoption of ICT in Uber service is important in reduce 

communication cost 
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D2: What are your suggestions to improve ICT adoption for more Uber services 

performance in the whole country? 

Area of 

improvement 

Suggestions 

Individual factors  

 

 

 

 

 

Technological factor  

 

 

 

 

 

 

 

Environmental 

factors 

 

 

 

 

 

 

 

 

 

 

*******I humbly thank you for your cooperation”************ 

 

 


