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ABSTRACT

Advances in technology have resulted in innovative and efficient ways of making

payments, one example being the emergence of electronic-based payment
systems which are now possible through mobile devices such as mobile phones.
Reports by various researchers show that the number of mobile phone
subscriptions worldwide .continues to grow rapidly. A surprising fact, however, is
that there is a relatively low rate of adoption of mobile payments by consumers in
Malaysia. This research attempts to understand the factors that influence
i consumers to make use of mobile payment services. The Theory of Reasoned
'-'..'Action is applied (TRA) and an investigation is carried out, testing the proposed
hy}ﬁotheses and model. SPSS 17 is used for anaiysis, where factor analysis, one-
way ANOVA, Kruskal Wallis test, correlation, and regression methods are
employed. Results show that consumer subjective norms and attitudes they have
_ towards mobile payments both influence their intention to use mobile payments,
subsequently influencing their decision to adopt mobile payments. The findings
5 contribute to the understanding of mobile payments for the relevant industry

e __ players.

Key words: Mobile payments, Behavioral Intention, Mobile payments adoption.
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CHAPTER 1: INTRODUCTION

4. Chapter Overview

j.}'f”:l;"his Chapter gives a background to the research, describes its main focus, states
o ihe research problem, formulates questions to be investigated highlighting the key
objectives, explains the significance and scope of the study, and finally notes the

key assumptions and limitations associated with the research.

1.  Background to Research
n a survey carried out by Edgar, Dunn & Company about the global trends in
ayment systems, it was found that there has been a shift in the payments

andscape i.e. from non-electronic payment methods and traditional payment

ha'hnels to new payment channels such as use of contactless and mobile devices.
They argued that the new technologies are expected to have an impact of
. 'réduction in the use of non-electronic payment methods, especially in addressing

he “un-carded and un-banked” payment markets (www.edgardwom).

-;_"Majority of the respondents in the survey felt that by the year 2014, the payment
T“II"_fb'_ducts/channels which will experience the greatest growth are contactless cards
'c_'i_"_fhobi[e/remote payments (www.edgard.;mn.com). This seems to be in line with
other report published by Juniper research, which states that the there are high
___Qtér.!tiat markets coming up. They present advanced opportunities for the future,
. some of which include the use of NFC, transfer of funds using mobile devices and

?ﬁ'éking purchases through the same. (www.juniperresearch.com).

' -':'_f'_ "Currentiy, the payment industry continues to experience changes and
advancements in technology and ftransaction processes. The integration of
.'j "'bayment systems and mobile devices is improving the way business transactions
o 'fake place all over the world. The mobile technology industry is therefore growing
- fast. The use of mobile technology to carry out transactions continues to become

more important with time.

INTI International University {(2011)




--;Apﬁroximately 61% oféfpeopie in the world have a mobile phone, according to an
“article published by/l:/)anking technology (www.bankingtech.com). In an earlier

}éport published by Thomas Reuters, the world’s largest international multimedia

_"éWs agency, subscriptions to mobile telephones had reached 3.3 billion by 2007
_-.'.':.(\}vww,reuters.com)., This was argued to be approximately half (50%) of the global
‘population. As technology in the field keeps changing, more companies are
':-'-:i'r'i_vesting in mobile solutions, focusing on making banking and payments easier for
 their customers and stakeholders.

ccording to a Juniper research report, the mobile payments for digital and

'hj}éical goods and person-to-person payments worldwide was expected to grow
-US$170 billion in 2010 to the US$630 billion mark by 2014. About US$100

|i|ion of that projection was expected to come from offline purchases

WWW juniperresearch.com). This means that mobile payment services are
on5|dered as the next big thing in the payment industry. However, technology
nnovatlons can be useless if consumers do not value them and make use of them

s ways to meet their needs better.

o llif_jeport published b}/ Edgar, Dunn & Company, it was further highlighted that
:e_:xi:st clear differences among geogréphic regions with regard to the current
iure importance of payment channels and systems. As a resuit of the
er_’nces sometimes the rate of adoption or the form of the new technologies
opted by consumers usually varies (e.g. mobile or NFC). It is therefore important
0 3:'cqnduct studies in the different regions to have a better understanding of

"'_'_cijb_btion of the new technologies by consumers in those regions.

__:'_'lfeport published in Mobile Payments Asia (2010) argued that mobile payments
i_'lf_é__-_f:expected to grow rapidly, owing to the fact that some of the early adopters in
___-_S_c_i__u:t'heast Asia markets were successful (www.mobilepaymentsasia.com). With
: 'Sbéciﬁc reference to Malaysia, the m-payment market has developed quickly, and
' 'émerging services have received government support (KPMG International, 2007).

For example, Maxis and Maybank providef-s"i'mp!e m-payment options for
S
,’K)f
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subscribers. Some of the services include payment of bills like utilities, fund

transfers, account balance enquiries. They can be used io reload Maxis accounts
or download Maxis content (KPMG International, 2007). Sometimes they pay for
things such as movie tickets by consumers.

In recent years, companies from many different sectors have adopted m-payments.
For example, the transp;ort industry was one of the first, with the ‘touch-and-pay’
solutions (KPMG International, 2007). In general, industries most directly involved
with the uptake of m-payments include the banking, telecommunications,
transportation, retail, and media industries.

- 1.2, Research Focus

This research focuses on analysis of adoption factors that encourage mobile

payment adoption. It proposes an adoption model and explores the relationships . /

~ between various variables in the model. According to Zheng & Chen (2003), mobile -

-payment was defined as “any transaction with a monetary value that is conducted

via a mobile telecommunications network”. This means, that consumers can use

. purchase.

:_E'Despite the existence of such technoiogicaily advanced payment solutions
'._f_"however, mobile payments still face obstacles.llﬁ Ma!aysié for example, although
_' "'the emerging service has been given support by the government, uptake of mobile
| payments in the market has been limited (KPMG International, 2007). Important
issues associated with mobile payment adoption have been argued by some
researchers to include usability issues,}e@ﬁno!ogy issues and demographics

(Chen & Yang, 20086). yd

As highlighted by Mobile Payments Asia (2009), mobile payments in Southeast
Asia have so far seen success and tremendous growth is expected. This was
further backed up by KPMG's report on mobile payments in Asia (KPMG

International, 2007). It would therefore be interesting to find out more about

INTI International University (2011}
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ddption of mobile payments in Malaysia with regard to the reports and projections.
This is done with the hope that dissertation findings may provide useful

ﬁé'bommendétions for all industry players.

- 1.3. Problem Statement
Mobile technology is known and has become popular all over the world today. This

h_é_‘_s-.led to the emergencé of mobile payments as an alternative form of payment for

__QCds and services. Mobile payments generally allow for payments in a variety of
uations. Some include paying for digital content such as music, ringtones and

james.

Othe’_t_s include paying for bills and invoices or fo'r flight tickets, movies, concerts,

n‘s:portation fares (buses, trains and taxis), and parking fees. Some retail outléts

___Il_(_iw their customers to make payments using their mobile phones. Examples

lude Starbucks and McDonalds, which recently adopted the use of mobile
yrh'ents in some of their outlets in the United States and United Kingdom

www juniperresearch.com).

'us’_.'t_--._:l_i_ke in internet banking, mobile payments are argued to improve the way

@aners make payments. Internet bankir.ig has been well adopted by consumers
hé recent past. Given the fact that mobile phones are ubiquitous
wwwi.i'euters.com), it would be expected that using the same mobile phones to
ke payments would not be very difficult for consumers to accept, and would be

dopted at a much higher rate than internet banking was adopted by consumers.

A;Et_ﬁough such technologically advanced solutions exist, mobile payments are
fétbnishingly not one of the commonly used payment methods by consumers. In a
ébort published by Frost & Sullivan Industry Analysts, Malaysia’s mobile payment
r_ljérket until recently remained limited to bill payments
_ -(M.marketresearchworld.,net). In a projection done by Mobile Payments World,
"'majority of respondents agreed that mobile devices, being fast, convenient and

§ : secure, would become the preferred channel of payment for consumers from all

INT! International University (2011)
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arkets (Mobile Payments World, 2009). From the same study, it was found that
he younger generation (aged between 18 and 30) is the most receptive to
" ”éitérnate payment products {65%), and that consumer security concerns was the
) urdle that needs to be overcome with regard to mobile devices.

iven the fact that mobile payment services still have to compete with other

_payment services such as cash, cheques, credit and debit cards e.t.c, the future of
bile payments remains questionable if consumers don’t adopt the mobile

ient services. Despite the predictions of success by Frost & Sullivan, Juniper

ve _rgded that factors such as convenience; security, mobility, cost, trust, speed

ction e.t.c. influence the use of m t/)ile payment services (Chen & Adams,
eong et. al, 2004; Dahlberg et./{ 2003). From a behavioral point of view,
d Fishbein (1991) argued that attitudes towards a specific behavior and

ive norms influence consumers’ intention to use and actual usage of an

h _étudy seeks to highlight the behavioral factors such as consumer attitudes that
e mine consumer adoption of mobile payment services. Past researchers have
__e"d a lot more focus on technologjc’él factors that influence adoption of mobile

_'_payments than they have placed o:)f"tfiile behavioral factors.

“

e e e e

" | INTI International University (2011)
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ué’._‘ fo the knowledge gap with regard to research conducted on mobile payments

that respect, the key purpose of this research is to therefore give insights
arding the determinants of consumer “adoption of mobile payment services,

peelflca!iy from a ‘socio-human’ or behavroral point of view.

_:_ -_1';._4. Research Questions

ja._hy organizations and industries try to achieve their organizational goals by
mmg up with strategies that will make them efficiently and effectively carry out
:.':'_business operations while at the same time satisfying their customers’ needs
eff_'best way possible. One such strategy could be the implementation of mobile
-_"ent systems by merchants. It provides more convenient and useful payment

-rons to consumers leading to mcreased customer satisfaction levels.

r_]ce, this study intends to explore the determinants of consumer adoption of
bile payment services. Specifically, the research will investigate possible

Z\rioral determinants in an attempt to answer the following questions:

What is the role of demographic factors su (es gender, income, and age in

ihﬂuencing consumer adoption of mobile/piyment services?

E:Jo: behavioural and social factors have .a role to play in influencing

consumer adoption of mobile payment,s'é/ ices?

Is there any difference between consumer attitudes and consumer
sﬁbjectrve norms in influencing mobile p /ayfnent adoption?

5.

The general objective of the study is to understand the determinants of consumer

Research Objectives

ag_:le:ption of mobile payment services. To address the objective, the study
n_\_ré;éﬁgates how demographic factors and behavior-oriented determinants may
nf uence customers to make use of mobile payment. Specifically, it is aimed at

:' - meeting the following objectives:

INTI International University (2011)
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 To establish whether demographic factors such as gender, income and age
have a role in influencing consumer adoption of mobile payment services.

. To determine whether behavioural and social factors play a role in
influencing consumer adoption of mobile payment services.

. To determine whether there exists a difference between consumer attitudes

and subjective norms in influencing consumer adoption of mobile payment.

Significance of Study

study is significant to various players in the mobile payments industry. Firstly,
an effort to provide better services to customers, it is important for business
':é' rations to understand the actions they engage in and the implications of
ho e-_.é_t:tions for their consumers and _/théf company as a whole. With globalization
' .'rapid advancements in t?t()logy and changes in frends. What used to be
rally convenient and ace ptable to consumers five years ago may not

| provide an understanding to mobile payment services and the behavior-
l_t_e factors that influence adoption. This information could be used by
"fkéting agencies that promote mobile payment services to ensure workable

s and strategies are formulated hence successfully tapping their target market.

Secondly, the information in this study could_'be useful to students and educational
nstitutions. Once learners have a bette;/ﬂ'hderstanding of mobile payments, they
can- venture into the professional yéﬁd with innovative and effective strategies
| ___bdut how to solve existing problemé or improve current successful processes.
" One such problem is security, which has been argued to be a key hurdle facing

consumers with regard to adoption of mobile payments. The study could therefore

INTI International University (2011)
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elp learners who are the future decision makers and leaders of organizations to
a better understanding of maobile payment services. By highlighting the

_minanté of consumer adoption of mobile payments, the different market

research makes use of both primary and secondary data. In investigating
this research topic, the issues discussed include the concepts of mobile
yments, theory of reasoned action, and behavioral determinants of adoption.

_q¢_é1’tion of study being Malaysia allows for/g-aihering of adequate data.
. s
t with the target respondents of tge/s/tudy is conducted through distribution

qu stionnaires in public places (shopping malls/retail outlets). Other information
pre ented in the research includes information from available articles on books and

ournals. Resources from the internet are also used.

Key Assumptions
tis assumed that target interviewees will be willing to provide unbiased information
at they will be required to give. The research is based in Kuala Lumpur and

- Petaling Jaya, urban areas where respondents are assumed to have the high

INT! International University (2011)
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bile \phone subscription rates. This is important for the research and provides

srmation necessary for achieving the mentioned research objectives.

o assumed that being mobile phone users, respondents will understand the
functionalities of mobile phones and mobile payment services hence they will

a position to provide the necessary feedback.

ally; since the research does not solely rely on primary data, it is assumed that
he”sec':ondary data used is accurate and up to date. This is important for
. ting further analysis and interpretation. It will also provide a somewhat
:ﬁtf and accurate representatior‘; of consumer thoughts and attitudes with

mobile payment adoption in the Malaysian market.

Key Limitations

 major limitation of this study is that the findings may not be extensive { Vt 7_
fore they may not be a true representation of the entire Malaysian market mfw’i{J(‘
n-to the usage of mobile payment services. This is because due to time'

ints, research in other areas of the country is restricted. The study approach

S cross- -sectional method of data collectlon a one shot study in the earlier

areas. However, given the sample size, the findings are likely to be

ence acceptable.

imitation is that Malaysia being a multicultural country, different languages
1sed by different groups of respondents. Hence the data collection process

p being quite a difficult and involving experience.

0 Structure of the Research

:héiVe a better understanding of the research, it is important for the reader to
ve 'an idea of how it is structured. This paper is organized into five chapters the
t of which has been provided above consisting of the introduction, background

o he research, problem statement and research objectives.

i -+ INTl International University (2011)
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ysequent literature review in chapter two provides an assessment of
re. with regard to overview of mobile payments, some of the existing
on models, operational definitions of variables for this study, and a research

work for further investigation.

pte;'three describes the research approach and design, the sampling approach
each the target respondents, techniques used to collect and perform an

is on data, and presentation of the same data in the following chapter.

er four, a step by step representatlon of analys&s is made, highlighting the

:'!-'questlons and results from analyzed znf’ormatlon The outcomes of the

is hapter looks at literature from various authors in relatlon to\ moblle payment
option by consumers. It gives an overview of mobile payments to enable the ' | -
reader fo have a better understanding, then it goes ahead to explore mobile
_pa_yme_nt trends both globally and in Malaysia. Technology adoption models are
s0 discussed in the chapter, with the goal of coming up with a mobile payments
__option model for further investigation purposes. Finally, operational definitions of
__nab!es used in the study are provided and a subsequent conceptual research

s

o framewaork is explained.
- B
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QOverview of Mobile Payments

Mobile payments are changing the way people do business, and the way
o mers éarry out their day-to-day activities. According to Zheng & Chen {2003),
payment was defined as “any transaction v_g_ith a monetary value that is

nducted through a telecommunication netw%iaf/

éttchi (2004) defined it as “the type of payment transaction processing in the
se of which the payer employs mobile communication techniques in

ciion with mobile devices for initiation, authorization or realization of

»

definition provided by Accenture stated that mobile payments® (m-

pe of payment is usually expected to provide convenience, increased speed,
sefulness required by consumers in the current rapidly evolving global
et. Ultimately, the ‘goal is to meet the consumers’ needs efficiently and

vely in order to maintain a competitive edge.

e purpose of this study, mobile payment (m-payment) is defined as a

tated that remote payments enable people to perform transactions with one
r or with other businesses located in different places. Remote person-to-
rson payments include social money and interna}io/;iat transfer of funds. Remote
person-to-business payments involve paying fga“frf goods using a “mobile web-
e_nébl'ed retailer” (Accenture, 2008).

INTI International University (2011)

nts) refer to “making payments using mobile devices including wireless (
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mity payments, consumers use a mobile handset to pay for purchases at
int of sale. They usually make the payments by passing or waving the mobile
ne overé “reader,” It scans the mobile device/phone, provides authorization,
pletes the transaction using the account or payment information available
ip in the handset. Therefore, based on the same report, the four modes

e generally used in mobile payments include the following:

Sms Based Transaction — It is the easiest but least secure method, and is
:'b:ased on sending a sms to perform or complete a transaction.

ect Mobile Billing . in this . method the user's mobile account is charged
r the payment/made. It is a more secure form of billing than the sms
_ 'ethod as it is qual |f|ed by two way authentications.

| bile web payments (WAP) = |t uses a web page or additional software
-'on the user’s mobsle to make the payments. This method is comparatively
0re secure than the previously mentioned methods and works better.
;Néér Field Comn}uﬁ:lcation - It is the most advanced kind of payment

ice, and is c/Ll'(fently in inception phase in many countries.

he omnipresent availability of ‘mobile phones and devices, mobile
:_sf'(m—payments) continue to have a promising future. They have the
o serve the unbanked communities, hence overcoming things such as

f access problems in developing markets.

ver, even though mobile payments have a promising future, rapid adoption of
services by consumers cannot take place if their needs are not investigated
et as required. For example, security of the mobile payment services seems

a:major point of concern to consumers.

ed on Accenture’s extensive work in developing a comprehensive mobile
pgy_r_nenf framework used by many global organizations, seven key features of a
__bél!ing mobile payments experience for consumers were established as
follows (Accenture, 2008):

Tf International University (2011)
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Intuitive; 1t is similar to existing payment methods, which means consumers
can quickly learn to make use of it.

Any ti'me, any place: It provides real-time transactions capability.
Convenient: It is universally accepted all over the world by businesses.

Fast: |t enables customers to evade long queues in retail outlets where they
:end up wasting time. They are able to pay with no queues and usually result
in unattended point-of-sale machines.

Controlied: The payments process is started by the consumer.

Pay with confidence: The process is usually secure, and is perceived to be
efficient. The consumer has a sense of trus; init.

'Ri'jc_:hness of information: It makes it possible for consumers to get real-time
béll'ances and manage their spending within the limits of the money th;'ey

have available for use.

Global Mobile Payment Trends

.a've been researches and media reports in the past with regard to global
lllge'."'payment trends. The latest trends seem to focus on the adoption of NFC
_services by various countries. Various predictions have been made

ng_ the diffusion of mobile payment servnces in different regions.

ing fo Hamblen (2609) mobile payment growth was forecasted to be
or the Asia pacific region and Japan, followed by Europe, Middle East and

atin America, then the US. Since then there have been various other

ample, according to a Juniper. r'"ésearch report, the mobile payments for
digital and physical goods and -ﬁérson-to—person payments worldwide was
pected to grow from US$‘I?0 bllluon in 2010 to the US$630 billion mark by 2014
Www ;umperresearch com). /

= INTI international University (2011)
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same report further stated that the three promising markets that will bring
r advances and openings include NFC, transfer of money using mobile

es and devices, and use of the same to buy goods and services.

nﬁbountries like Vietnam, Hong Kong, and Thailand seemed to lead in mobile
nt adoption rate. Other countries are also rapidly catching up. In Thailand,
S started offering m:payment services since as early as 2000. They had close
r_m_'lflion mobile payment subscribers by mid 2000 (Dholakia et al, 2006).

g to a report published by Innopay (2010), there is a wave of interest in
ayments Many live applicatiéns are being launched around the world. The
' logy that has recently received the most press is the NFC, with companies
'Déhald s and Starbucks intreducing the m-payment services (i.e. NFC) in
utlets. The report g&es on to argue that from the perspective of the end
umer, “the mobile phone has achieved share of wallet.” Generally, consumers
e :fning increasingly comfortable with the mobile phone fulfilling more than

unction.

blished in Mobile Payments Asia (2010) argued that mobile payments
ed to grow tremendously given the fact that early adopters in Southeast
aw early signs of success (www.mobile;iaymentsasia.com). This makes it

ting to study the Malaysian market with regard to the claims.

Malaysia’s Mobile Payment Trends
y's payment and settlement schemes usually become more interconnected

VSIa’s payments industry keeps rapidly advancing. The country has had an
fease in economic and financial openness in recent years. Currently, the
mments usage of e-payment schemes has increased compared to earlier

ars The m- paymént market has developed quickly, and emerging services have

NTE International University (2011)
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d government support (KPMG International, 2007). For example, Maxis and
provide simple m-payment solutions for their consumers.

uch successful initiatives exist, a similar report published by KPMG
tional highlights a rather interesting fact about the Malaysian market with
i‘d.':td.'consurner adoption of m-payments. The report identified the key patterns
joption that could be seen in the Asia Pacific region, classifying them into four
__r_o" ps. According to the findings, Malaysia, Thailand and Vietnam were
i gether among the “mid-markets” which was the lowest among the
1 terms of mobile payment.adoption in the Asia Pacific region (KPMG
nal, 2007),

up alls between the extreme/sffef the other leading groups (The leade}s,
bile tigers, and the giants). The mid-markets were argued to have strong
in a few areas such as t’6/p-up and gaming, but less extensive adoption in
iqnal areas of m-payment. This perhaps explains the surprisingly low

e mobile payment services.

cts Herzberg's argument that mobile payments are being accepted in

untries (2003). The study aims to provide further insights into such claims,

ng the possible relationships that eX|st between determinants and

adoptlon of mobile payment services.

/a __uéting Adoption Models

:.understand how consumers behave with regard to acceptance and
N of various technology solutions, researchers have advanced and used
in common adoption models. It is therefore important to understand some of

evant models in an effort to develop a conceptual model of study.

eory was advanced by Everetf'}Rogers (1995). He classified adopters of
_ noioqy into key groups name{f innovators, early adopters, early majority, late
majonty, and laggards (Rogers, 1995). He then continued to highlight five major

I_. international University (2011)
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;ables which are argued to influence a person’s enthusiasm and about adopting
ogical innovations. The variables include the following:

Relatéve advantage: this refers to level at which technology advancement is
viewed to be an improvement of what is currenily available.

Compatibility: this refers to how much the new technology blends in with
he daily activities; practices and acts of the adopter.

C‘dmplexity: this refers to how complicated an innovation seems to be to a
potential adopter.

0 ervability: this refers to the extent to which the outcomes or
consequences of the adoption can be noted by others.

lability: this means to the extent to which a technology advancemént is
tested before its adoption. )‘
heory generally assumes that successful diffusion of a technology is

d by technology characteristics and not social influences.

[ Relative

Comnatibility

IS Tmplementation
{Success, Adoption)

{
[ Combplexity
| Observability

Trialability

N

YA L5

* Fig 1: Diffusion Innovation Theory (Source: Rogers, 1995)

Technology Acceptance Model

ying user acceptance and use of technology, the Technology Acceptance
:(-T_AM) has been widely used by various researchers. It was advanced by
1989). The model is an information systems theory that models how users

0 accept or adopt a technology.

U that users develop a positive attitude towards technology when they view
1o be useful and easy to use. ‘Perceived Usefulness’ and ‘Perceived Ease of Use’

the main drivers of technology adoption by users. ‘Intention to use’ is included

Tl international University (2011)
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odel since it serves as a mediator of the actual adoption of technology

89).

studies have been done by researchers who made use of the TAM. With
o mobile payments, investigations included the use of TAM to study m-
tiQ_sldoption and its determinants, the key factors associated with success,
o S. (Zmijewska., 2005; Cheong et al, 2004)

gh the TAM has been widely used, just like the IDT, its main focus is on the
ié'ai factors involved in influencing technology adoption by users. The
:'6_nly focuses on organizati%nal adoption of technology, but also fails to
soc_fal and economic factors that .may have an impact on adoption.

:may not be applicable for more social oriented studies.

Perceived

usefulness \

Perceived /

ease of use

Behavioural Actual
intention / system use

Fig 2: Technology Acceptance Model (Source: Davis, 1989)

eory of Reasoned Action

1eory was proposed by Fishbein and Ajzen (1975). The central idea of this
_b'éhavioral intention”. It argues that the best predictor of a technology’s
the “intention” to adopt (Lam & Hsu, 2004). it further argues that a
ers decision to accept or use a technology involves making a mindful

on that can be understood and foretold by his/her behavior.

-
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tion in this research, particularly because Malaysia is a culturally diverse
country. The main determinants for intention are explained to be ‘attitude

act or behavior and ‘subjective norm’.

s explained to be “the individual's behavior, whether positive or negative

__ng-'br_. foreseeing almost all human behavior (Ajzen & Fishbein, 1980). It is
that since people are sane beings, they make organized use of
nformation, making considerations of consequences of their dealings

deciding which action to take.

study investigating internet banki;lg in Malaysia, findings showed that
d'-s'ljbjective norm both had positive significant effects on intention to use
nng (Md-Nor & Pearson, 2008)‘.-»*”S'ince internet banking has various
ties to- mobile payments, an application of TRA to mobile payments adoption

S a justified move.

port that could justify the use of TRA with regard to mobile payments is a
! _b_iished by Goldfinch (2005). It stated that the take-up of mobile payments
goods and services is likely to differ from region to region, depending on the
-.'sf'ihfrastructure and prevailing culture. This means that the focus on social
'__ait impact adoption would be highly applicable.

y
;
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::z-'Fig 3: Theory of Reasoned Action (Source: Fishbein & Ajzen, 1975)

Theory of Planned Behavior

ory is an extension of the TRA. It ,expléins actions in situations where
é’cﬁk complete control over their behavior. The theory was proposed iby
en -:_1991). He introduced variables i.e. control beliefs and perceived behavioral
They can be used as additional variables to investigate whether a user's

rvice depends on their available resources or not.
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i \ ). /
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Fig 4: Theory of Planned Behavior (Source: Ajzen, 1991)

Modeling Mobile Payments Adoption

ugh many other adoption models exist, this study mentions only those that
found to be the most relevant to the research. Although the TAM has been
Y used by various researchers to investigate adoption of different
chnologies, its major limitation is that it fails to provide insights into the possible

soct'fal"factors that influence adoption.
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