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ABSTRACT

The problem in this study was that despite clear evidence from the literature that actual technology
usage is a critical stage in the adoption process; drivers influencing mobile payment use remain
under-researched in Kenya. In this study Consumer behavior intention was conceptualized as a
predictor of actual use of mobile payment services in Kenya as evidenced from the literature.

The study was guided by the following specific objectives; determine the influence of extrinsic
and intrinsic motivation factors on consumer intention to use mobile payment services in Kenya;
determine the influence of demographic factors (gender and education level) on consumer
intention to use mobile payment services. Assess the influence of consumer behavior intention to
use mobile ment services and actual behavior use. Grounded on the unified theory of
acceptance @ age of technology (UTAUT), eight hypotheses were tested in the study by
modifying UT. accommodate perceived enjoyment and test demographic factors influence
in a direct relatio rather than control variables as tested in the original theory.

A descriptive cross survey was carried out and the population of the study was all the
26m subscribers of mob payment services in Kenya as at December 2014. A sample of 680
respondents was selected u atrfred random sampling. Primary data was collected using a
questionnaire that was administ w the consumers visiting customer care centers of the three
major mobile companies (Safaric rteI and Orange) situated in Nairobi, Mombasa, Nakuru
and Eldoret realizing a resg;i /o Data analysis was carried out using Statistical
Package for Social Science S) descriptive statistic, Factor analyses, reliability
testing, t test, ANOVA and multiple tegre )ANere undertaken to test the hypothesis.

P- Value statistic was used as met

tes e hypothesis where the study findings
revealed that significant factors included, .- erve¢é Iness, perceived ease of use, perceived
enjoyment and education level while gendel { cial no@a‘nd social image were not significant.
In addition a significant difference was e eda the genders where perceived
enjoyment was found to influence more wom mr e study also found out that
consumer behavior intention srgnrfrcantly influenc e actua vior to use mobile payment
services. Coefficient of determination R? of 0.43 impliéd that at onfldence level, 43% of
the variation of consumer intention to use mobile payment can b lained by the factors
included in the study. Lastly, Perceived usefulness had the strongest uence on consumer
behavior intention to use mobile payment services in Kenya.

This study contributes to theory by developing and empirically testing a modiﬂ’eg\unified theory
of acceptance and use of technology (UTAUT) of testing consumer behavior intention drivers
and actual use of mobile payment services in Kenya. The result confirms the effectiveness of
UTAUT framework for conducting studies in actual mobile technology usage at individual level.
The study also extends the body of knowledge by establishing that both intrinsic and extrinsic
motivation factors influence consumer intention to use of mobile payment services in Kenya and
intrinsic factors had the strongest influence. More over the study also establishes gender
difference where perceived enjoyment had a stronger influence on women than Men. This is
important information to the developers and marketer of the mobile innovations in Kenya and
also at the global level where mobile payment services are still at the introductory stage.

XVi



CHAPTER ONE
1.1 Background of the study

The emergence and use of Information &Communication Technology (ICT) applications such as
the internet@ not only changed the way business is carried out, but also opened up
opportunities v§®1ave enhanced efficiency and effectiveness of firms and individuals
globally (Victoria, L;y, Yolanda, 2012). Today e-commerce continues to be ranked highly
as an ICT applications Whic?ﬁ_yources of new opportunities needed to promote innovation and

enhance economic and sociaj, pr iy in both developed and developing economy (Benat,

Crotti, & Dutta, 2014). Q\ );s/
Driven by wireless mobile technologie%em%ntinuous development of innovative

devices such as smart phones and tablets, Mg' mme@ﬁas emerged as one of the fastest
growing e-commerce model attracting the attention jﬁres @Ns and practitioners globally
and also creating applications that are changing the way financ(l)s\%ces are provided to
consumers (Chemingui & lallouna, 2013). Studies carried out recently are i@reement that m-
commerce has the potential to surpass the success of e-commerce with the a@n of cellular
phones estimated to have hit a 3.6 billion by the end of 2014 worldwide (Zeng & Ma, 2015).

Unlike e-commerce where the connectivity is through internet, M-commerce is connected
through wireless devices such as mobile phones which are portable and less expensive

(Wei,Marthandan, & Chong, 2009). According to Chan & Chong (2013), M-commerce offers

opportunities in internet access without geographical limitations as well as personalized and



location based services to both consumers and organizations. In addition, Chaffey (2009)
illustrated five benefits that mobile or wireless connections offer to users which include;
ubiquity, where information can be accessed from anywhere at any location and time.
Reachability, where is available outside their normal time. Convenience, where the consumer
need no fixed connection and fixed power supply for the device to operate. Security, where each
user can be %enticated since each wireless device has a unique identification code enabling the
commerce pro@sto tailor content based on the customer’s location.
ﬁ

According to (CAK) 20 is self-evident that in the last twenty years or so, many people,
educated and uneducated have g( d the available technology aggressively in Kenya. The use of
mobile money transfer has % risi ﬁits inception in 2007 and in addition, money transfer
from cell phones and wireles§@ology¢§7accelerated to the highest level ever seen in the

continent (GSMA, 2015). The num mobll cribers in Kenya has grown to an estimated

figure of approximately 30 million Wlth 99 <he @ access being via mobile phones (CAK,
ra

ubscr t;ave hit approximately 26m while

y by mid of 2015.

2014). Moreover, it is estimated that money t
the total money deposited via mobile phones grew to
;

Several aspect of research such as, the need to understand the main drivers b@ high acceptance
and usage of these mobile payment services emerge from this observation. F@rmore, major
influence of motivational factors on the acceptance and use of mobile based innovations have not
been investigated. As more people become used to the technology, there is need to know the factors
that contribute to the usage of innovative IT. Such understanding can help improve production of

workers because IT should be adopted prior to realizing its anticipated benefits.



The implementation and use of technology innovations depends on many factors, Chan & Chong
(2013) postulates that motivation factors such as subjective norm, image, perceived ease of use and
perceived usefulness as the enabler of successful implementation and use of IT. This study adds
some other variables which we think are also important and not limited to what has been suggested

by other researchers such as Venkatesh & Davis (2000).

In this stud@ searcher will add some demographic factors which argue that perceptions are
likely to influence@ions, information and salient others. For example Education and gender could
influence opinion and ior of others because of pressure. As previous studies have shown that
consumer behavior intention @a given technology can be used to predict acceptance and actual

use of that technology Venkz?\h Vvis (2000), this study will adopt consumer behavior intentions

as a predictor of actual use of r@.{ay /@VICES
The study will be divided into three maﬂ@ E@roblems in the area of motivation factors

are discussed in light of knowledge Managem IT adepuen. The importance of understanding
the different kinds of motivations and their impact @J su ntion to use mobile payment
services will be discussed as it relates to sharing both explicit and a(ycnowledge as well as the
impact of IT adoption. The second section will provide a model of the stud&@potheses. In this
section some questions will be asked and possible answers will be given. )@*third section
introduces research methodology, data collection and analysis while the fourth and fifth section will

analyze the findings of the study and its implications and finally the recommendations.



1.1.1 Mobile - payment

The growth of mobile wireless communication technology has brought with it a new dimension
of doing business globally (Zeng & Ma, 2015). Being a relatively new concept, there is no
universal definition of M-commerce and different authors have defined it depending on their
point of view, background and specialization. For instance Chan & Chong (2013) defined m-
commerce ange or buying and selling of goods and services through wireless handled
devices such a§ @ lar telephones and personal digital assistant (PDAs). While others such as
Ngai & Gunasekaran 7) defined m-commerce as an extension of e-commerce, they argue
that M-commerce is more ff‘nirn/an extension of E-commerce based on the interaction style,
usage patterns and value c?qs. '? & Buse (2007) defined m-commerce as any transaction
involving the transfer of own&s -C.ind ws to use goods and services, which is initiated and
completed by using mobiles accei{slﬁmﬁﬁediated networks with the help of mobile
o

Though m-commerce is a relatively wide ¢ W, (2009) stated that without the

devices.

transaction of monetary value, m-commerce canno@ ﬁhiev @qce existence of three ways
in which the transaction of monetary value can be achieved, First,b/@ﬁg systems of mobile
carriers referred to as carrier based transaction; second, the transaction bei direct monetary
transaction between accounts or the bill payments; and lastly m-commerce tra’n&tions can use

credit card information stored in mobile devices.

M-payment services are therefore defined as any payment made through mobile devices such as
cellular phone or personal digital assistant (PDA) (Teoh, Chong, & Lin, 2014). According to

Hwang (2009), what makes m-payment unique is that these payments can be carried out without



the intervention of the established banking systems meaning that even the mobile operators have
an opportunity to extend their services to finance sector. Pousttchi & Wiedemann (2014) defined
m-payment as a type of payment transactions within an electronic procedure where the user uses
mobile communication methods together with mobile devices for initiation, authorization and

completion of the payment.

Recent stati%&m Mobile Payments Readiness Index (2015) show that mobile phones should
have established 1 s a successful mode of payment globally by now but this has been
hindered by absence ofdtfe onsumer acceptance preventing the market from breaking even.
This study therefore investig/a%models the consumer intention and user perception factors
that influence the decision mo‘ﬂ payment services in Kenya.

1.1.2 Technology usage O/sl /37

Ever since Carr (2003) authored a@rticle S sting that IT does not matter in firm
performance, the relationship between IT g% and ﬂoance has become an area of interest
to both the academia and practitioners. Researc@@ba% continued undertaking studies
showing what drives technology usage and why this a!fge in &d?}&}n\ process should not be
ignored (Zhu & Kraemer, 2005). For instance, based on the Mobile Pa}n'ents Readiness Index

(2015), the capability of the market to develop mobile payment does not ma@' e consumers

are not willing and ready to use the technology.

There is no universal definition of technology usage and various researchers have defined it
depending on their point of view, background and specialization. For instance, Salwani (2009)

defined E-commerce usage as the extent to which e-commerce applications are used to conduct



business activities across the various value chain processes. Zhu & Kraemer (2005) defined e-
business use as the extent to which e-business is being used to conduct activities across the value
chain processes while Benat et al. (2014), first divided ICT usage into three categories which
included; individual usage, business usage and government usage. Individual usage measures
ICT penetration and diffusion on an individual perspective and it is measured by individual use
of the internet, availability of computers by house hold and access to internet by households.
Business usa sures the extent of business internet use as well as the effort of the firms to
integrate ICT into internal environment that generates output gains. Government usage
provides insight in to thd(po tance that the government places on carrying out ICT polices for
competitiveness and impleme wﬁy)f their vision for ICT development. The study will focus

on the individual usage of | de‘fﬁc&z Benat et al. (2014) world networked index . Figure

(1.1) shows the categorizing 0 %agésylocumented by Global Information Technology

Report (GITR). /b O

N A
G,

Figure 1: ICT usage categories

AN
Government Usage}—‘

ICT Usage
O/<\

Individual Usage

Source: (Global Networked index, 2014)




1.2 Problem statement

This study sought to investigate the drivers that influence consumer intention and use of mobile
payment services in Kenya. While it’s clear from the literature that actual technology use is a critical
stage in technology adoption process, drivers influencing consumer intention to use mobile payment
services remain under-researched in Kenya, while its influence on actual mobile payment use has not
been establi@for two main reasons. Firstly, much of existing literature has focused on adoption
decisions despi @ evidence that technology adoption is a multiple stage process and not
dichotomous. Secondly }ﬁles developed and opinions given are tested and expressed with first

world economies in mind de;*e clear evidence that technology usage is moderated by the local

environment. /@
A
&'
A review of recent statistics sho t W/sj(enya is ranked as the global leader in consumer
readiness to use mobile payment service4/ Payments Readiness Index (2015), majority
of the countries in developed and emerging #harkets ( e to struggle with mobile payment
diffusion despite its documented benefits. For in a s consumer mobile payment
average use is rated at 40.1 (68%), the global average rem& Iow&%gr (51%). However, even

with the high consumer readiness the overall use of mobile-commerce appll ns in Kenya remains

low at 22% revealing a huge disparity. Q(\

With more than 3.6 billion people owning mobile phone worldwide and recent statistics revealing
that 50% of all equipment spending in firms globally is in IT equipments and software, firms
desperately need empirical evidence that will help them understand the drivers that influence success
in mobile technology diffusion in order to bridge the digital divide gap, create value and achieve a

competitive edge. In view of this gap in literature, key issues investigated in this study includes

7



demographic and motivational factors influencing consumer intention to use mobile payment service

in Kenya and the influence of the consumer behavior intention on actual mobile payment usage.

1.3 Research Objective
This section outlines the objectives that the study addressed.

1.3.1 General objective

This study

ht to investigate the drivers influencing consumer intention and use of mobile

payment servic%nya.

1.3.2 Specific objecti
Specifically, this study addres e following objectives:

/

Determine v&h rLextrinsic motivation factors (social influence and perceived
usefulness) In e cin r behavior intention to use m-payment service in
Kenya.

Determine whether m%n% factors (perceived ease of use and

perceived enjoyment) influen @Jme vior intention to use m-payment
services in Kenya G F ’9

Determine whether demographic factors (educaﬁ(p)ﬁ d gender) influence
consumer behavior intention to use m-payment services u%

access the influence of consumer behavior intention to use n@/ment on the

actual usage of mobile payment services in Kenya



1.4 Research Questions
The study sought to address the following questions:
I.  What drives consumer behavior intention to use mobile payment service in Kenya?
ii.  Does consumer behavior intention influence actual use of mobile payment services in

Kenya?

1.5 Hyp

Based on the above objgyﬁf the study, the following hypotheses were developed:
Hypothesis 1 /f—/
H1A: social norm has a sign }i\n ence on consumer behavior intention to use Mobile payment

services in Kenya.

Hypothesis 2 &O /37

H2a:  social image has a mgmﬂcant% sumer behavior intention to use Mobile

payment services in Kenya.
Hypothesis 3

H3A: Perceived usefulness has a significant influence on Consumer% intention to use Mobile

payment in Kenya.

Hypothesis 4 /<\

H4a: Education level has a significant influence on consumer behavior intention to use Mobile
payment services in Kenya.

Hypothesis 5

H5A: Gender has a significant influence on consumer behavior intention to use Mobile payment in

Kenya.



Hypothesis 6

H6A: Perceived ease of use has a significant influence on consumer behavior intention to use Mobile
payment services in Kenya.

Hypothesis 7

H7A: Perceived enjoyment has a significant influence on consumer behavior intention to use Mobile
payment services in Kenya.

HB8A: consu@&{avior intention to use mobile payment services has a positive and significant

influence on the ac@use of mobile payment services in Kenya.

v

1.6 Purpose of the St‘#/
The purpose of this study wa%@nti&t@drivers that influence the consumer intention and use of

mobile payment services in Ken e c@er behavior intention to use of mobile payment
services was conceptualized as the deﬁdent vati while the independent variables included

intrinsic motivation variables such as; percelg%ase 0 @BEOU) and perceived enjoyment (PE),

extrinsic motivation factors such as, perceived ess )ﬁnd social influences (SI) and

)
9

The instrument used to collect the quantitative data was a self administered Kk'onnaire which

demographic factors such as education level and gender. #

examined the components of independent variables of the study. The measurement scales was
adopted from the previous study while a pre-test was conducted to validate the instrument before the

questionnaire was administered.

Secondly, the purpose of the study was also to analyze the influence of consumer behavior intention

to use mobile payment service on the actual usage of the services. This was performed by analyzing

10



the significant relationship between consumer behavior intentions and actual usage of the mobile

payment innovations.

Lastly the study sought to analyze the effectiveness of the adopted model in determining the factors
influencing actual use of mobile payment innovations among Kenya’s consumer. The original unified
theory of acceptance and use of technology (UTAUT) adopted in this study was modified where
direct relati between gender and education level with the dependent variable was tested

contrary to the or | theory where demographic variables were conceptualized as mediating

variables. 44/
T

1.7 Significance of th t%

(@) To the Business comrﬁ@&%

Internet technology has a direct impact %ﬁstomé/)ﬂoliers, distributers and new entrants to any
industry and companies at large (Salwani, 2 / M—payn(@ervice being an internet application is
a new phenomenon which global reports have de as ency of digital entrepreneurship
(GSMA, 2015). Therefore, by investigating the drivers;J\ﬂ inflde%' onsumer intention to use
Mobile payment services, this study provides useful insight to firms operating-in Kenya and globally
on how they can achieve rapid diffusion of the mobile innovations in order to @{their services
and performance. In addition, the study also provides important insight to firms that are in the
process of adoption and implementation of mobile commerce applications on how to develop,
formulate appropriate mobile applications and marketing strategies that will attract more customers.
(b) Academicians and the student community

This study provides an empirical and theoretical framework for research on the usage of internet

based applications (m-payment) by consumers in Kenya. To the best of my knowledge this is the

11



first study that focuses on the mobile payment use in Kenya and therefore the study contributes
to the body of knowledge by providing an empirical evidence of the drivers that influence m-
payment use by consumers. In addition, it lays the foundation for any researcher interested in

studying any technological innovation adoption as a process as recommended by recent studies.

(©) Goverpment and other policy makers

An understa f the drivers influencing m-payment use is critical in designing policies and
interventions that elp in successful implementation of m-payment services and other
internet based mnovaﬂo@( % private and public sector. Mobile commerce infrastructure is

increasingly being recognize key component in the growth of large, small and medium

companies in Kenya prow orgm rs accept and use the innovations; hence policy
formulation arising from the re fth| would guide the government, and other industry
stakeholders while instituting reform ouI investment in the new technologies more

attractive and beneficial to enhance the de\g%ment t/( ashless society.

1.8 Assumptions of the Study # /9\3\/)\

The researcher made the following assumption while conducting this @y. First, as the
researcher collected primary data through questionnaires administered t&sumers, the
assumption was that the responses given in this study were genuine and portrayed the true

picture of the information gathered.

Second, the researcher also assumed that the choice of the respondents in this study would help

to gather relevant information needed in this study. Based on the structure of the
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telecommunication industry in Kenya and the services offered by various organizations, the
researcher assumed that focusing on the customer care centers alone would help to collect data

that would be essential in this study.

1.9 Scope and delimitations
Firstly, the researcher limits this study to just focusing on the individual acceptance and use of
technology. despite review of previous relevant literature and global indices revealing

that technology u §s categorized in three aspects; individual usage, business usage and

government usage (Benm%l.: 2014).

v/

Secondly the researcher limits this smg }g sample size that was selected from a segment of the
targeted population; consume @ Vls@e mobile operator’s customer care centers in
Nairobi, Nakuru, Eldoret and Mo ? s impoript to note that mobile payment services are
also being used in many other towns that <f otin ut{ n this study.

O 5
Thirdly, this study only focused on the motivational andoé@‘fhogrég? rivers influencing mobile
payment use. A review of previous literature reveals that there are many}aere drivers tested and

documented in the last decade that were not included in this study. Q<\

Lastly, this study focused on investigating the factors that influence intention and use of mobile
payment services in three largest mobile operators in Kenya based on the size of the market
share Safaricom, Airtel and Orange telcom (CAK, 2014). It is important to note that there are
many other small mobile solution providers that have entered in to the market in the last two

years and were not included in the study.
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1.10 limitations of the Study

Like any other studies, this study has its own limitations. First, getting primary data from the
consumers was not an easy task basically because of their nature and how they view any data
sourced from them. This was solved by assurering them that the data sourced was mainly for

academic purposes and an assurance that it would not be used for any other purpose.

Secondly, t% experienced a slow response from the respondents who complained citing
the language used uestionnaire and some information that they deemed confidential. This
was mitigated through follew-ups and helping the respondents to fill the questionnaires by the

researcher together with the re a( assistance.

I
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1.1.1 Definition of key terms

Intention: a person’s motivation, willingness to exert effort or willingness to try and enact a given
behavior (Ajzen, 1991).

Mobile commerce: use of mobile technology or wireless telecommunication devices to carry out
business transactions.

Mobile trarQ s: transactions carried out through mobile technologies and devices.

Mobile payme§@a ment made or enabled through digital mobility technologies
with or without use of ite telecommunication networks. The payments are either

digital financial transactionsa %not linked to financial institutions or banks
0

Mobile banking: a set o?q bi

devices connected to telecom%io Wks which provide users with access to

mobile payments with or without in@( ené@itional banking setup.

)?king services involving the use of portable

Intrinsic motivation: motivation induc@y( the )c ss of performing a given

activity without any apparent support. O @

Extrinsic motivation: motivation induced by reinft@ t\@l@f the outcome to

perform a certain activity. /)\ %

Drivers of e-commerce usage: Factors that positively influence the use of e-u@erce technologies
which are classified as either internal or external to the firm.

E-commerce: The process of buying goods and services though the internet or any other electronic
means.

Post- adoption stage: The phase of technology adoption beyond the initial adoption stage which are

mainly indicated by usage and value creation.
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Mobile payment usage: The extent of m-payment use as well as the effort of the firms to integrate
ICT into its internal environment that generates output gains

Diffusion of technology: Diffusion refers to the process by which an innovation is communicated
through certain channels over time among members of a social system.

Competitive advantage: Acquiring of internet based innovation by organizations to allow it to

outperform their competitors.

O

Utilization: It @extent to which an organizations actually uses m-commerce application
adopted.
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1.12 Chapter summary

This section provides a snapshot of the chapters covered by this thesis. In order to achieve the
research objectives, this thesis includes five chapters. The research chapters are summarized as
follows.

Chapter 1 This chapter provides the introduction to the research and the problem area. The study
introduces t@search context by discussing relevant issues regarding the consumer intention and
use mobile pay Kenya. The research objective and hypothesis are discussed followed by the
significance, scope, Iir’nﬁ)ﬁand assumptions of the study.

Chapter 2 This chapter pre;fﬁs literature review of the drivers that influence mobile-payment
usage. The chapter presents theoﬂ@d models used in the study, review of the existing empirical
studies, and conceptual frarhe of %earch. Based on the conceptual framework, research
hypothesis are derived and discussQ ethe{Sﬁf research gaps.

Chapter 3 This chapter covers the rese@’ th y and reasons for adopting it as well as the
tools and instruments used for implementation (the resééh'The research design is then discussed
including the methods used by the researcher to ¢ ta, @nnaire structure, its design and
administration. The measurement of dependent and indepefé?nt var&%!}\e discussed together with
the techniques used to check for reliability and validity. %

Chapter 4 This chapter presents the findings of the research. The chap@&'s{ presents the
descriptive statistics for the demographic data, business data, e-technology usage and factor
influencing e-commerce usage. The chapter also presents inferential statistics such as factor analyses,
hypotheses testing and multiple linear regressions.

Chapter 5 This chapter provides a summary, recommendations and conclusions of the major
research findings based on the research hypotheses. Managers’ implications, limitations together with

suggested area of further studies are also discussed
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CHAPTER TWO

LITERATURE REVIEW

2.0 Introduction

This chapter r

e@gj the existing literature on mobile payment use. It discussed the key theories

underlying technolo iﬁ, developed a conceptual framework and established the gaps in
h

knowledge as gathered fromr’'t ?mpirical studies reviewed.

V/
1,
2.1 Theoretical Litera%u? ’y
Q /’\9

According to Saunders & Lewis ( a tfér&ll framework leads a researcher to determine
what variables to measure, and the stat t@relat' s to look for in the framework of the
problems under study. Therefore, theoretical Iité hel searcher scrutinize the variables of

the study; provides a general framework for data an@l an in the selection of applicable

research design.
L

The research on information system (IS) adoption behavior is generally divided iﬂQﬂNo categories
which include; pre-adoption and post adoption studies (Zhu & Kraemer, 2005). Pre-adoption studies
focus on the factors influencing user to adopt a service or a system initially while post adoption

studies attempt to understand what drives user to continue using and repeat the usage (Zhou, 2014).
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In his study Zhou (2014) found out that technology adoption is driven by normative pressure while
continued use of the same technology is driven by perception and attitude of the consumer behavior.
Though the main goal of this study is to focus on the post- adoption behavior of consumers, the
section will review key theories from both pre- adoption and post-adoption as previous research

shows that both stages have applied the same set of theories and models (Teoh et al., 2014).

Existing i reveals that there are many documented studies focusing on technology
diffusion either ak@vidual or organization perspective (Salwani, 2009). According to Alam
(2009), majority of the s&%ps are grounded on the following theoretical frameworks: Diffusion of

innovation theory (DIT) (Roq@%); Technology organizational and environmental model (TOE)

(Tornatzky & Fleischer, 199 e- based theory (RBV) (Barney, 1991), E-value model
(Salwani, 2009), integrated m@ asubramanian, 2003), Technology acceptance model
(1989) (TAM), theory of planne ior ]é 0 PB) and theory of acceptance and use of
technology (UTAUT). O @
<5 L

An analysis of the prior studies indicates that these n@ eir focus and are designed to
examine different aspects of technology adoption (Pelxm & Wei, 2 )eoretlcal literature based
on the individual usage of technology reveal that Technology acceptan I (TAM), unified

theory of acceptance and use of technology model (UTAUT), Theory of plan e(t}ehavior (TPB)
and Extended TAM by Venkatesh & Davis (2000) are some of the models that have widely been

used in the previous studies.

For the purpose of this study, theoretical foundation will be based on the unified theory of
acceptance and use of technology ( UTAUT) developed by (Venkatesh 2003). The model included

other variables such as social influence and demographic profile to improve on the original TAM
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model variables which included; perceive ease of use (PEOU) and perceived usefulness (PEOU).
Chan & Chong (2013) argued that Technology acceptance model (TAM) as a model has its own
limitations based on the fact that previous studies have clearly tested and shown without doubt that
the two variables (PEOU) and (PU) will have a direct relationship on the intention to adopt any

technology hence a need to extend the model.

In addition, 014) argued that online usage of mobile devices include various activities such as
transactional, ente»@nent and information seeking and these activities have different attributes and
use among the consum u@ﬂce the original TAM would fall short in its theoretical explanation.
Therefore, Venkatesh ( 2003@Ioped the unified theory of acceptance and use of technology
(UTAUT) model which inctude ocial influence variables, demographic variables to the
original variables of technolo ptam?\ odel (TAM). The model has also been used in the

recent researches to study the usage ¢ / @rce in different economies (Issa & Mamoun,

9,
2.1.1 Diffusion of Innovation Theory (DIT) O %

2013; Pousttchi & Wiedemann, 2014).

Diffusion studies have investigated the degree to which e- commerce te( )& y is absorbed into the
firm’s processes or the extent of e-commerce intensity use by individuals (& , 2007). Though
there is no universal definition of innovation Rogers’ (2003) defined an 1nnoa@n as an idea,
practice, or object, which is perceived as new by an organization or an individual who adopts or uses
it. According to Ochola (2013) diffusion is defined as a process by which an innovation is
communicated through certain channel over time among members of a community hence the
argument that DIT should focus mainly on interpreting how new ideas and concepts are generally

adopted.
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The wide spread adoption of innovation according to this theory are influenced by certain attributes
that are associated with technological innovation which according to Rogers (2003) include relative
advantage, complexity, trailability, compatibility, observability, and confidentiality. Ochola (2013)
stated that it is important to note that out of the four mentioned attributes, only compatibility,
complexity and relative advantage that are consistently related to innovation adoption. Based on the
studies whi used DIT model, the dependent variable widely used is innovation adoption

(adopt or not adop@ﬂle the key explanatory variables that are assumed to influence the decision

(adopt or not adopt) i esthe adopters personal characteristics, innovation characteristics and
social systems variables (Alam, )%

Rogers (2003), argued that |5|o dopt a given innovation is not instantaneous but a
process that occurs overtime whic ts 0 A(di s and decisions that can be summarized in five

stages as follows: knowledge, which occ% @ual or any other unit (firm) is exposed to
a given innovation and learns how it functions; @sm ich occurs when an individual or any
other unit (firm) forms a negative or positive attltu ar (@ novation; decision, when an
individual or any other unit (firm) is involved in activities Ieadlng to ar{)glon on whether to adopt
or reject the innovation; implementation, when an individual or a firm decﬁ%t use the innovation
and lastly, confirmation, when an individual or a firm seeks for a strengthening o )@\lecision made

or reverses the decision due to other factors beyond the innovation process.

Despite, the strength of the DIT model as discussed in this and previous studies, researchers have
argued that its main limitation lies in determining how to measure adoption of innovation. This

limitation according to Salwani (2009) can be addressed by integrating key variables from the model
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with organizational, technological, and environmental factors discussed under the TOE model in case
of an organization innovation adoption study and TAM when it comes to individuals.

Previous studies have also argued that DIT is a limited model especially when it comes to studying
adoption of innovation in an organization and individual perspective because, rather than the
technology factors which are the main focus of the model, technology adoption in an organization

and individuals is also influenced by environmental factors that are not included in the model (Wu &

Balasubram 003)
Figure.2 1: Adop@ p;ocess
Exposure ,| Persuasion 5| Adoption »| Implementation
decision and use

/O Confirmation
@ and continued
Source: (Author, 2015) (O / L& use
2.1.2 Theory of Reasoned Action G} /9\9
/

Theory of reasoned action was introduced in 1967 in an effort to understand,‘qe relationship between
attitude and behavior (Ajzen & Fishbein, 1975). This theory attempts to ex%e relationship
between beliefs, attitudes, intentions, and behavior and is based on the assumption that human beings
are rational and make systematic use of available information. In addition, they consider the
implications of their actions before making the decision to perform or not perform a given behavior.

According to this theory, the immediate determinant of behavior (adoption) is behavioral intention

(willingness to adopt). Figure (2.2) shows a representation of the model.
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Action towards

the behavior \

Intention to Behavior of

adopt ”| technology adoption

Subjective norm

&
Figure.2 2: TheOG easoned Action (TRA)

Source: (Ajzen & Fishbeig,[1975)
The model shows that attitud%ﬁ,‘))cial influence and intention variables are important drivers that

influence the intention and thesbehawidf tg adopt a given technology. The basic assumption of TRA is

that the individual’s behaviora{(l :tion /)%perform a given action (e.g., adopt m-commerce) is

o

by perception of what others think the per ou

jointly shaped by attitude towards t@ﬂor (ATB) and subjective norm (SN) denoted

%uld not do.
Researchers such as Rogers (2003) have argued 2e%$ of TRA is that it does not

s@\existing literature shows

that TRA has been widely used to evaluate a range of consumer behaviors,&ubts have been raised

mention the beliefs that are predictive for a particular behavior. Wh

about its suitability in evaluating decisions in an organizational context because dynamic and
intricate  multiphase, multi-person, multi-departmental, and multi-objective nature of decision
processes in organizations (Ochola, 2013). Prior theorists have argued that this conclusion does not
exactly apply to individuals and small businesses where decision processes tend to be influenced by
the owner or the user of the technology (Rogers, 2003) hence giving it an edge in studies that focuses
on individuals. But though the systematic capacity that is inbuilt in this theory may have much

significance in assessing decision-making by individual users as explained area , and despite the fact
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that TRA’s capability of predictability is clearly documented in the literature; researchers have
shown that some problems arise in circumstances where the behavior being investigated is not
entirely under volitional control (Ajzen & Fishbein, 1975).

Ajzen & Fishbein (1975) also identified two additional problems rooted in the theory. First, this
theory does not distinguish between behaviors and intention and secondly, it does not make clear
provisions for examining if the probability of failing to perform a behavior is due to one’s
behavior or s. In an effort to address these limitations, TRA was extended by adding the
construct “percei@ﬁ\avioral control”. This construct was aimed at predicting behavioral

intentions and the resufting” extended model was named as the Theory of Planned Behavior

(TPB). /1_/

2.1.3 Theory of PIanne@vic‘)y}\

Due to the limitations of the T%f R@ned Action, the model was extended to

accommodate other component variables ing i /ﬁdified model named the Theory of
Planned Behaviour (Ajzen & Fishbein, 1975) re;%d t@ e (2.3).
Attitude towards action #

)
9

Subjective norm Behavioral N
J Behawo&\ M-payment

A\ 4

Intention

adopt

Perceived behavior control

Figure.2 3: Theory of Planned Behaviour
Source: (Fishbein and Ajzen, 1975)
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According to Ajzen & Fishbein (1975), the attitudinal component in TPB refers to a person’s
attitude towards performing the behavior under consideration; in this case adoption and use of m-
payment services. They argued that the likelihood of performing a given behavior will be strong
if individuals hold a favorable attitude towards performance of that behavior. Fishbein and Ajzen
(1975) distinguish between attitude towards an object (for example attitude towards m-payment
services) and attitude towards behavior (for example attitude towards seeking to adopt or use

mobile paym ices) in relation to an object.

They further |nd|cated th tt f e towards behavior (for example adoption process) is a superior
predictor of that behavior th tude towards the targeted behavior. The determinants of
attitude are those behavior e sallent in the population under examination and an

individual’s attitude towards b I@ med by the evaluative implications of the total

set of beliefs held and not just one b %

The other determinant of behavioral mtentlon% % e norm, refers to a person’s

perception or the social pressures to perform or not per a parh@a behavior. The subjective
norm is determined by whether important referents approve or disapprov performance of the
behavior in question weighted by the individual motivation to comply \@/@se referents.
Those beliefs that underlie a person’s subjective norm are termed normative beliefs. Thus, a
person who believes that important referents approve of the performance of a particular behavior
(for example mobile payment use) and is motivated to comply with those referents will hold a

positive subjective norm. The Theory of Planned Behavior assumes a causal chain of behavioral
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and normative beliefs to behavioral intention and behavior via attitude (towards behavior) and

subjective norm.

This means that people are likely to adopt a given behavior when they evaluate it positively and
believe that significant others think they should perform it (Venkatesh, 2003). The primary
difference between TRA and TPB is that TPB considers perceived behavioral control (PBC) as
the determin ehavioral intention. In spite of the fact that it may be difficult to evaluate
actual control be havior, it is clear that TPB can provide this measure. Perceived
behavioral control is adde@as an eternal variable, which is believed to have both a direct impact
on actual behavior and an intgi;( pact via intentions.
o x

Based on an empirical study, Ajzen, 996&& d that individual’s behavior is largely affected
by self-belief in the capability to e the kehaor. Moreover, the structural fundamental

correlation from PBC to BI presents the ¢ ’s motfvational influence on actual behavior via

intentions (Ajzen, 1991). OG %
2.1.4 Technology Acceptance Model (TAM) /)\'

A number of theoretical models have been proposed to facilitate the und@@ng of factors
influencing the acceptance of information technologies (Davis, 1989). The Technology
Acceptance Model (TAM), which is viewed as an adaptation of the Theory of Reasoned Action
(TRA), is one of the most influential and robust models in explaining Information Technology

(IT)/ Information System (IS) adoption behavior (Park, Yang, & Lehto, 2007). This theory was

originally designed to predict users’ acceptance of IT and usage in an individual context.
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Generally, the model can be used to explain user behavior across a broad range of end-user
computing technologies and user populations (Davis, 1989). Prior empirical studies strived to
expound on the determinants and mechanisms of users’ adoption decisions on the basis of the
TAM with the conviction that the adoption process influences successful use of particular

technology systems (Liao, Tsou, & Huang, 2007).

The TAM g@ on two particular viewpoints, namely, perceived usefulness (PU) and
perceived ease of OU) of innovation, which play an important role from the Perception of
innovation acceptance tﬁﬁli% Perceived usefulness has been defined as a user's subjective

perception of the ability of a od%ter to increase job performance when completing a task.

Perceived ease of use refer ubjectlve perception of the effortlessness of using a
computer system, which affect % efulness and thus having an indirect effect on
technology acceptance by the user. @

According to Venkatesh & Davis, (2000) tech ac% model (TAM) focuses on the

attitude explanations of intention to use a specific techpotogy or@ and is a widely applied
model for user acceptance and usage. Previous researchers indicate that a glmber of investigations
on the TAM have demonstrated that it is a valid, robust, and powerful mo@/&&studying user
acceptance of innovation and the model was specifically aimed at building a foundation for
understanding the effects of external factors on internal beliefs, attitudes, and intentions (Bouchard &

Bertrand, 2008). Figure (2.4) shows the theory diagrammatically.

27



Perceived usefulness

(PEV)

/

Attitude towards Intention Actual use

A 4

v

using

Perceived ease of use

(PEOU) O/(\
N

Figure.2 4: Techn igal Acceptance Model

Source: (Davis, 1989)

While it is self-evident that eagjo_ is important to stimulate the adoption of a new technology,
Hwang (2009) stated that in g}sr to design and implement an easy-to use application, the uniqueness
of the systems need to be unde @ Ch@ong (2013) proposed that an easy to use interface
is essential for any application, espéﬁ%noﬁe@ices. Moreover, previous studies have stated

that awareness to navigation, display size, a @. g;in %regarding ease of use should be taken

into consideration due to the unique character f mo@devices such as screen size, input

mechanisms and battery consumption (Wei et al., 200 l \S\

System developers, therefore, have to give serious consideration to design@dance of mobile
applications (Venkatesh, 2003). Nevertheless, though the screen size of mobil(@ices is small,
Amber et al. (2004) argued that it is crucial for the display size to be acceptable to the consumer.
TAM was found to have inbuilt limitations such as focusing in only two variables; PU and PEOU
which many studies had already confirmed their capability. Venkatesh (2003) extended the model
and developed the Unified theory of acceptance and use of technology to include other variables that

were deemed important to the emerging technologies.
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2.1.5 Theory of acceptance and use of technology (UTAUT)

Unified theory of Acceptance and Use of Technology (UTAUT) model was developed by
consolidating the limitations witnessed in previous studies while using technology acceptance model
(TAM). According to Venkatesh (2003), the influence of perceived ease of use (PEOU) and
perceived usefulness (PU) had already been established in the adoption of technology, and as TAM
only use PE nd PU as the main determinants, recent studies have indicated that they may not be
sufficient to guigeQ lopers and implementers of mobile commerce applications. The UTAUT was
aimed at explaining usey iptentions to use information systems (I1S) and subsequent usage behavior.
The theory holds that four constructs (performance expectancy, effort expectancy, social
influence, and facilitating condit@e direct determinants of usage intention and behavior while

gender, age, experience, and@(arings }use act as controlling or moderating factors that impact
innovation adoption (Venkatesh, 26%/ /37

Moreover, performance expectancy is the ;ée to ﬁpan individual believes that using e-

commerce will help him or her attain performa@ ins, whide\effort expectancy refers to the
perceived amount of effort that the user needs to put into Jﬁ]ing a’é}ﬁa\ting e-commerce. Social
influence, on the other hand, is the degree to which an individual percei hat important others
(such as bosses, peers, and subordinates) believe that he or she should use @@erce. Finally,
facilitating conditions refer to the provision of support for users in terms of computer hardware and

software necessary to work on e-commerce (Venkatesh, 2003).

Denali (2010) also proposed a conceptual model for modification of UTAUT by incorporating
management effectiveness and programme effectiveness as determinants of behavioral intention in

the context of user acceptance of telecommunication call centers. The study found scarcity in the
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studies that largely address the issues of integration of efficiency into the UTAUT model. The study
was, therefore, limited to proposing a UTAUT model based on literature review and recommended
that successive researchers should focus on the empirical justification of the conceptual model.

. Figure (2.5) presents the model of the theory.

Performance
Expectancy

Effort
Expectancy

Behavioral Use
Intention Behavior

Social
influence

Facilitating
Conditions

Voluntarnness

Gender Age Experience of Uso

Figure.2.5: Unified theory d use of technology
Source: (Venkatesh, 2003)

Table: 2 1: Summary of constructs 0 Work

Constructs Definition v( b

Performance expectancy The degree to WhIC |V|aua ieves that using a system
will help attain gains in Joprn‘orma katesh,2003).

Effort expectancy The degree of ease associated with the use of %system
(Venkatesh, 2003). O

Social influence The degree to which an individual perceives thati/<m\portant

group of people believe he or she should use a system

(Venkatesh,2003).

Facilitating condition The degree to which an individual believes that an
organizational and technical infrastructure exists to support

system use (Venkatesh,2003).
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2.1.6 lJustification of the theory

The study justifies the use of this theory based on various studies that have adopted in studying
mobile commerce use in the previous literature (Issa & Mamoun, 2013; Venkatesh & Dauvis,
2000). This theory is a modification of Technology acceptance (TAM) which has widely been
used in the previous studies and found to have some limitations especially when studying mobile
applications@ theory is supplemented with predictions from Technology acceptance model
ﬁi planned behavior (TPB).

K

2.2 Global Mobile inr@ion adoption and usage

(TAM) and Th

Mobile internet has grown an&x a?c%%e world and according to Mobile Payments Readiness

Index (2015), mobile industry continugsto grﬁ&ﬁpidly across the globe with an estimated 3.6 billion

subscribers by the end of 2014 and the @ population having subscribed to a mobile
service compared to just 20% ten years ago=With the a@n of smart phones reaching a critical
mass accounting for 60% of device connections i ve@?arket, researchers are predicting

that the global mobile penetration rate will be at 60% wiwlﬂ‘n ad iﬁp%?rle billion subscribers and
t

ear 2020.

%

2.9 billion smart phones driven by increased affordability of the devices by
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Figure.2.6: Global I\?I%é?;ubscriber penetration by region
Adopted from: (Mobile ec@y 2015)

Faced with a wide market §k petltlon mobile operators have released a variety of
e (O 0

@es mobile instant messaging and mobile payment

services which have received a lot of tion fr business market (Zhou, 2014). Firms have

mobile services such as mobil

recognized the opportunities created in t b|Ie nt market and are trying to gain a

competitive advantage in the competitive market é ,? consumers they have acquired
ch sh

while also targeting the ones available with resear hat the cost of acquiring a

new consumer is five times higher than that of retaining the existing onzl'\@et al., 2014).

O
Previous studies have also stated that consumer switching cost is lower giving con/sﬁers a freeway
of switching from a service provider to the other with much ease (Zhou, 2014). There is now
universal definition of mobile payment services and different researchers have defined mobile
payments services based on their own understanding. For instance, Zhou (2014) defined mobile
payment as a service that enables users to use their mobile devices to conduct payment, check

balance and transfer money.
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Chan & Chong (2013) defined mobile payment as a form of electronic payment made through
mobile device to initiate and confirm electronic payment while Teoh et al. (2014) defined mobile
payment as an exchange of funds initiated via an electronic communication channel. This study
adopts Zhou (2014) definition and refers to mobile payment to the transfer of an electronic value of
payment through an electronic payment mechanism which allows customers to remotely access and
manage thei@ accounts , transactions and also transfer money through an electronic network.

This mobile pene will see the number of mobile innovations increasing rapidly together with
the industry revenue whi as reported to have generated 3.8% of the global gross domestic
product (GDP) which amounlf@p roximately $3 trillion US dollars of economic value across the
surveyed 246 countries by 2044. statistics indicate that the revenue generated is bound to

grow faster than the global e% wi bile services estimated to contribute about 4.2% of

global GDP by the year 2020. /$/¢ /O¢
O, v
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Figure.2.7: Direct and indirect contribution of mobile ecosystem to global GDP

Adopted from: (Global mobile economy, 2015)
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More over the mobile ecosystem through the services offered directly employed approximately 12
million people and supported about 12 million people indirectly globally. These statistics are bound
to change fast with an estimated 15 million direct jobs and 12 million indirect jobs hoped to be

created by the year 2020 as shown by figure (2.8)
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Figure.2.8: Global mobile ec\os@ em{l&ﬁnent impact

Adopted from: (Mobile economy, 201)5$/¢ O

These statistics show that mobile phones is epi% f the new digital ecosystem where it is
driving innovations and development of new u er &areas which include; mobile
commerce, social networking and digital content among}-hers. AQ&}ing to Teoh et al., (2014),
mobile devices have redefined consumer experiences in their day to day {e\}u‘d in addition created a
range of new business opportunities together with the services that are helping the digital and
the physical world. For instance, the high adoption of smart phones have enabled developers to
design new products and services either based on applications (apps) or wearable’s and smart homes
services.

Previous studies have shown that the mobile ecosystem change is not just a preserve of developed

economies as innovative mobile solutions such as MPESA are helping to provide the developing

economies with opportunities to overcome social economic challenges particularly in areas such as
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financial inclusion, education, health and other government service delivery channels (Mobile

Payments Readness Index, 2015).
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2.3 Mobile innovation in Sub-Saharan Africa

Over the last five years, Sub-Saharan Africa has experienced the highest growth in both mobile
subscription and connection globally. According to the latest statistics report, there were 329
million mobile subscribers which is about 38% of the entire population. With the adoption of
smart phones rapidly increasing driven by increasing affordability and spread of high speed
networks, f%asts indicate that approximately 50% of all mobile connections in sub-Saharan
Africa will be@s artphone by the year 2020. The region has also experienced a mobile
revenue growth o n the last five years making it the fastest growth in any region and
contributing 5.4% of tdf)/t?‘GDP by year 2014. The impact include the overall direct

contribution from mobile ope a@ 1.9% of the total GDP and from direct related industries

such as service provideu,)\ ailer dset manufacturer and mobile content creators
contributing about 0.6% of the %D@eover the effect on the rest of the economy is

estimated to be approximately 0.5%

estimated 2.4% of the total GDP in the regg?( / L
N A

tota while increased productivity induced an
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Figure.2.9: Total (direct and indirect) contribution to GDP in SSA
Adopted from: (mobile economy, 2015)
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According to report by glob%con 014), the mobile industry provided direct employment to

approximately 2.4 million peo§ er 999 areas such as distribution and retail services while

the sector also created apprOX|mateI }Ln md@pbs having a total impact of approximately 6

million jobs. O/ ///A
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Figure.2.11: Direct and indirect employment from the mobile ecosystem in SSA

Source: (mobile economy, 2015)
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2.4 Development of Mobile Innovation in Kenya

According to Isaiah, Omwansa, & Waema (2012),until 1998 Kenya posts and telecommunication
corporation (KPTC) which was established in 1977 was a monopoly providing all the
telecommunication services in Kenya. This monopoly was broken in 1998 when the parliament
enacted the communication act in order to regulate the communication sector leading to creation of
five companies; the post cooperation of Kenya, Telcom limited, and communication commission of
Kenya and ijonal secretariat tribunal and appeal tribunal for dispute resolution. In 1999 the
government grante@lkom Kenya an exclusive five year license that would allow it to adjust to a
competitive business e ent. The company was responsible for all local access, national
telephone services, and interne‘t% bone network. As these changes were happening two companies

Safaricom and Celtel were d?glo ’?ir mobile phone services as an avenue of liberalizing the

telecommunication market. &C\ );s/
A 7

The growth of mobile services has bee¢ mem@v in the last fifteen years from a mobile
subscriber base of 17000 in 1999 to 11.3 millé i 0074(&‘2million subscribers by the end of
2014. This tremendous growth led to the increase i Eumﬁ%ﬁperators with the addition of

orange brand and econet (yu brand) in to the market. /)\

The first mobile money payment service dubbed MPESA was launched in ZO%faricom as a
mobile phone based product to help improve access to financial services for people in Kenya. Celtal
also launched their own product referred to as Sokotele but it is MPESA that was able to penetrate
the market easily as according to the available data, within the first eight months, it had attracted a
subscription of 900,000 users, 1200 agents and had already transacted 4billion Kenya shillings. A
year after its launch it was reported that it had already hit 2 million active subscribers, transacting

100 million Kshs daily. Today the mobile money transfer has grown huge and wide in Kenya with
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other new mobile money services such as Airtel money, orange money and Tangaza joining the
market. Despite this competition, MPESA still controls 77% of the market share making it well
visible globally. This growth has also led to development of new innovations based on the mobile
money transfer and also led to the evolution of electronic payment system dubbed cashless
transactions, mobile banking and pay bill systems. Figure (2.11) represents the market share of the

mobile payment operators in Kenya.
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Figure 2.11: Overview of the mobile paym ptl use in Kenya
Source: (Communication Authority of Kenya, 201

The rapid growth of mobile payment innovations in Ken ave prés&}%there is high demand of
such services and a willingness especially by the low income earners to a , use and also pay for
these technologies. Ever since Kenya launched the MPESA, a money trans%ce in 2007, a
tremendous growth has been witnessed not only in developing nations but also developed markets.
Kenya has witnessed high growth of mobile payment innovations with an estimated 26 million

subscribers using these services as at December 2014.

The banking industry has also realized that extending financial services to some of the unbanked

clients using mobile technology can significantly lower the cost of delivery as well as ease the
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capability of the customers to access their services. Seven years after the launch of the first mobile
money transfer service there are approximately 16 million users conducting over 2 million
transactions daily worthy US$ 4.68 billion annually and transiting to 17% of the total GDP. The
country has 4 major mobile money payment subscribers with Safaricom accounting for 68% of the
total market share while Airtel control 22% while the rest control 10% of the market share as at
December 2014.
O
The lucrative n%warket has continued to attract more firms and in 2014 the communication
authority of Kenya (C %sued licenses on mobile virtual network operators (MVNO) to three
firms with an aim of taking c?ﬁfg_yf the mobile money market and also enable them to better reach
their customers with financ%er ccording to the GSMA report (2014) the emergence of
mobile money has also led to elop%}d growth of digital entrepreneurship in Kenya. For
instance the study shows that moQ@a aﬂh most popular payment method accepted by the
19&@1 d that banking penetration grew by 19%

W,
Kenyan startups while the Fin Access re (90

driven by mobile payment innovations. Figure 1@10w ted payment methods in Kenya.
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Figure.2.12: Payment methqds @b ?d by startups in Kenya

Source: (GSMA, 2015)

According to Mobile Payments R )s/I /&/{2015) mobile innovations have enhanced access of
financial services through technologﬁ( mobile network operators (MNOs) and
partnerships with the banks to deliver the serw% to the ( ed and underserved consumers. They

have also enabled everyone in Kenya to perform Ctran without having to use a bank

account or any other less efficient method. F \S\/)\
L

With approximately 26 million mobile money users and roughly 12.5 million %obile money

innovations consumers, Kenya boast of highest level of mobile money penetration globally.

According to mobile payment readiness index (2015) Kenya is ranked among the top five (5) nations

in the overall mobile payment readiness which is measured by; consumer readiness, financial service

penetration, regulations, environment, infrastructure and mobile commerce cluster.
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In consumer readiness segment, %s ranked first (1) and this indicator is measured by observing

the familiarity with usmg deV| send money to families, frequency of using mobile
devices to pay bills at stores and gne 6/ e a mobile device to browse internet in order to
shop and buy items. Although these ar e only_mportant indicators of consumer willingness to

use mobile payment services GSMA (2015 Q{drt in 0( t technological capability of a given

market will only matter if consumers are willing et Y.

Based on the figures, Kenya is ranked as the global IeadeJn’consuhé)}\lle payment usage index

with an average of 68% in mobile familiarity and frequent usage of mobilg.payment making it the
highest ranking country globally. Despite this high rank, there is low usage@& and also m-

commerce applications as revealed by the figure (2.14)
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2.5 Review of Empirical Studies

According to Saunders & Lewis (2012), review of empirical literature is a directed search of
published works, including periodicals and books, that discusses theory and presents empirical
results that are relevant to the topic being studied. Although it can often be wide in scope,
covering decades, perhaps even centuries of material, it should also be narrowly tailored,
addressing only the scholarly materials that are directly related to the research question (Cooper
& Schindler, Moreover by using a systematic approach to previous scholarly materials,
the researcher is place his or her research into an intellectual and historical context.
Previous literatures havedf/uiinted various factors that influence adoption and usage of mobile

payments systems globally. T

@ies are summarized in this chapter.

2.6.1 Dependent variab@

2.6.1.1 Consumer behavior inten%s%le&wments

Technological innovations have had a sig im gl/ human and professional life globally

(Teoh et al., 2014). Rapid evolution of technol S Ie@ ajor changes in the worldwide
economy and business environment making some resQﬁ‘r&suﬁ? i et al. (2009) to refer 21%
century as an era of technology revolution. Previous studies on consumz\ yﬂjde have showed that
several factors influence consumers attitude towards mobile application acce and usage such
as demography, motivation and individual factors (Chan & Chong, 2013; Teoh et al., 2014; Zhou,
2014). In addition consumer attitude towards mobile application use is also influenced by prior
experience of computer and new technologies such as mobile and internet driven technologies.

Venkatesh & Davis (2000) found out that consumers over all attitude towards a specific technology

innovation and its application had a strong influence towards actual usage of the technology by users.
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According to Ajzen (1991), behavior intention is defined as the degree which technology users
through motivations intend to use a system. Developed from theory of planned behavior by
Ajzen (1991), TPB have been used to explain and predict human behaviors towards the adoption
or use of IT applications by individuals. The model assumed that significant amount of human
behavior can be predicted by understanding an individual intention to perform a certain behavior.
Intention , a to Ajzen (1991), is a person’s motivation, willingness to exert effort or
willingness to try act a given behavior. Intention then serves as a behavioral plan that
mediate between an indivig@al attitude and the enactment of the behavior which in most cases is
rare, hard to observe orlnvollf/ ictable time lag Ajzen (1991).

Previous studies have reporte§<\| ive /gnlflcant influence between consumer behavior
intention to use m-commerce service ctua vior. For instance, Venkatesh (2003) in his
study stated that behavior intention wHIQ(a po m{ﬁ]fluence on technology usage while
Issa & Mamoun (2013) in their study found ou ere direct effect between behavior
intention and ultimate use of m-commerce services in lJrU‘an. T&\?}b Sunil (2014) found out
that behavior intentions are important determinants of the actual beha while Armitage &
Conner (2001) examined 185 empirical studies that had been published be@/{@@? and found
out the variance in behavior and intention accounted for 27% and 39% of the actual behavior

studied.

Jeong & Yoon (2013) undertook a study on the consumer acceptance of mobile banking services in
USA and adopted extended TAM as the theoretical model. A survey was carried out and 165
respondents were sampled using a questionnaire. Regression analyses was used to analyze the
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relationships and five hypothesis which included; perceived usefulness (PU), perceived ease of use
(PEOU), perceived credibility, perceived self efficacy and perceived financial cost were tested. The
research found out that all hypotheses tested except perceived financial cost had a significant
influence on the behavioral intention towards mobile banking usage where perceived usefulness was
the most influential factor. The study also revealed that perceived self efficacy influenced non-users

adoption intention.

O

Teo & Lee (20§ le carrying out a study on intention to use technology among teachers found
out that attitude towar ,%avior and subjective norm had a positive influence on the behavioral
intention to use technology @perceived behavior control had no significant influence on the
behavior intention. The stud}\als led that the three variables contributed about 40% of the

variance in behavioral intenti secuz\ resents an in-depth empirical review of demographic

and motivation factors influencing aa% ge of mobile payment innovations.

2.6.2 Independent variables ( %
2.6.2.1 Motivation factors and consumer behavior m@ i \9/

)\
Research in psychology has reported a correlation between motivation aﬁ @vior intention to
engage in a certain activity and one such activity is the consumer intentio#@adopt or use
information technology application such as m-commerce (Chan & Chong, 2013; Issa &
Mamoun, 2013; Marumbwa & Munyaradzi, 2013). Deci & Ryan (1985), defined motivation as a
state which influences peoples actions by factors that are either externally or internally driven

while Chan & Chong (2013) revealed that these factors can either be extrinsic motivation or
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intrinsic motivation where consumers can either be extrinsically motivated or intrinsically

motivated to carry out a given action such as accepting and using mobile innovations.

Extrinsic motivation refers to an activity performed due to the reinforcement value of the
outcome while intrinsic motivation occurs when a person performs an activity without apparent
reinforcement, other than the process of performing the process (Teoh et al., 2014). Texiria
(2012) define @sinsic motivation as external coercion to act while intrinsic motivation as an
internal value of a tyity attached to carrying out a given act. According to Wei et al. (2009)
and Chan & Chong (Zoﬂﬁu h intrinsic motivation factors include perceived enjoyment and
perceived ease of use (PEOU a( e extrinsic motivation factors include social influence (SI)
and perceived usefulness Th }t\ivation variables have been studied in the previous

studies including (Chan & Ch 3; P@}‘ Gunasekaran, 2007; Teoh et al., 2014; Wei et

al., 2009) and found to influence the

jon a%information technology applications by
plain

the individual users. This section defines a {& relationship between these motivation

variables to the consumer intention to use m-pa%pp } }ﬁs as evidenced on the previous

studies. ; \S}
)\
2.6.2.2 Social influence %
Q)

The concept of social influence has been included in various theoretical models that have been
used to predict IT related behaviors such as extended TAM by Venkatesh & Davis (2000) and
theory of planned behavior (TPB) by Ajzen (1991).According to Chan & Chong (2013), social
influence ranges from concepts of more overt form of influence where some individuals
actively exert pressure on others, to a more indirect form of normative pressure where some

individual act as silent influence to others.
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Though there is no universal definition of social influence, previous researchers have defined the
concept based on the way (SI) is conceptualized in different fields. Venkatesh & Davis (2000),
defined social influence as the degree which individual perceive that important others belief may
influence whether he should adopt or use a certain IT system. According to Wei et al. (2009)
social influenéis defined as an individual belief that significant others play a role in influencing
consumers to @ge in a given activity. Other studies such as ( Dickinger, Arami, & Meyer
(2007) have equa@ ial norm to be equivalent to subjective norm and defined it as a belief
that a given behavior id(l/lgd by a person’s social context. Venkatesh & Davis, (2000)

intimated that this behavior @)ntext can be represented by the behaviors of individual

peers or family members wi?g«hoﬂe)gr she relates with frequently, or a behavior that is
t 5

observed in a larger social envi c@ su /eighborhood in which this individual lives.

Despite previous literature revealing thaC%ﬁe %of social influence (SI) has been

conceptualized in various way in IT studies, the ide%owledged concepts include the
social norm and social perception concepts (Alkhunaizajr& Lo%lssa & Mamoun, 2013;
Ngai & Gunasekaran, 2007). %

Social norm concept was derived from theory of planned behavior Ajzen (1991) and focused on
individual perceptions of the influence of social norms towards predicting a certain behavior.
Based on Ajzen (1991), this perception whether accurate or not can serves as a form of social

influence if individuals adopt a certain behavior that they perceive to be approved by other

reference groups. Social perception concepts take a different approach by assuming that an
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individual perception to engage in a certain behavior can have a motivating effect to their own
behavior. It posits that individuals will be influenced to adopt and use a certain IT application to
conform to a given social image of the prototype users, act as a status symbol, become more

popular or look prestigious (Hwang, 2009).

Previous studigs have found a significant influence between social influence (SI) and behavior
intention to e use of mobile based applications. For instance Chan & Chong (2013)
carried out a study determinants of consumers m-commerce usage activities and found out
that social influence had igpificant influence on the usage of m-commerce activities such as
entertainment and content d U%but did not influence transaction and location based

. 6\0& /37

Hamza & Shah (2014) carried out a sur@{udy%/yer and mobile payment adoption in
Nigeria with a sample size of 400 respondents a% %somal norm influenced female
students to adopt mobile payment systems more than m;lé’count Zeng & Ma (2015) used
a sample of 300 respondents and adopted the unified theory of acceptanglﬂand use of technology
(UTAUT) to carry out a survey study of understanding the role of indi\%erception on
mobile payment in China and found out that social influence had a positive effect on the
individual innovativeness indicating that social networks positively affects intrinsic

innovativeness behavior.

49



Using unified theory of acceptance and use of technology (UTAUT) and a sample of 447
respondents, Issa & Mamoun (2013) carried out a survey study on the factors that influence
acceptance of mobile commerce in Jordan and found out that social influence had the strongest
influence on the behavior to use m-commerce in Jordan meaning that the consumers in Jordan

were affected by thoughts of others in order to use m-commerce applications.

Mazman & 2009) undertook a survey study with a sample of 300 teachers both female
and males to inves he social influence in the adoption process and usage of innovation and

found out that though td( ers,were being informed about innovations most frequently by mass

media they rarely relied on t ert advice. The results also reveled that social influence on
females was significantly hj tha usage process of technology innovation. Based on
technology acceptance model an }ple of 53 students, Safeeni & Kamani (2011)
carried out a study to investigate the |nf epCing customers adoption of m-commerce in
the emerging economy and found out that tlve o( nfluenced customers intention to use

mobile banking applications as customers thm%us%blle banking applications will
improve their image and status in the society. \S\/)\

2.6.2.3 Perceived usefulness (PU) /<\

Perceived usefulness is the other extrinsic motivation factor that has been widely studied in
m-commerce applications as evidenced by; (Chan & Chong, 2013; Teoh et al., 2014; Zeng & Ma,
2015; Zhou, 2014). According to Issa & Mamoun (2013) perceived usefulness is defined as the
degree to which an individual believes that using a system will help him or her attain gains in a job

performance or extent to which an individual believe that he / she would benefit from using a certain
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IT based application (Jeong & Yoon, 2013). Past studies including Chan & Chong (2013) have
shown that an individual will often evaluate the consequences of their behavior and make a choice

based on the attractiveness of perceived usefulness of a certain technology.

Researchers have often found a strong relationship between consumer behavior intention to use m-
payment and perceived usefulness. For instance in his study Chan & Chong (2013) found out that
perceived u S had a significant influence in m-commerce activities such as content delivery,
transactions and amment but no influence in location based activities as they are just
promotional and adve’tye@ activities that may not be useful to the user.

/f—
Faziharudean & Li-Ly (2011 / survey study with a sample of 404 respondents of working

population and graduate stud@q-;\ aj&\ and found out that perceived usefulness had the

strongest influence on consumer b tou %&ile data services and concluded that mobile data
services were perceived by consumers a | and/%}ctive tool in accomplishing their day to

day activities. Other researchers have also fou ( at nsumers adopt a certain application

they may be looking for a long term engagement with th Z |c(9\9

continuance usage in China using a sample of 226 respondents and found o at performance

For instance, Zhou (2014) undertook a survey study on the determlr&: mobile payment
expectancy denoted by perceived usefulness affected continuous usage of mobile payment services
and also concluded that consumers were not just concerned with acquiring an application but also

obtaining a long term engagement with the application acquired.

In other m-commerce services such as mobile banking, previous studies have also found out that

perceived usefulness contributes towards consumer intention to adopt and use these applications. For
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example, Jeong & Yoon (2013) while investigating consumer acceptance of mobile banking services
using 165 respondents using a survey design found out that perceived usefulness was the most

influential factor explaining the adoption intention.

Trivedi & Sunil (2014) undertook a survey study on determinants of mobile commerce acceptance
amongst generation Y in India and found out that perceived usefulness had a significant influence on
attitude tow avior intention. Hamza & Shah (2014) undertook a study on gender and mobile
payment adoption §students in tertiary institutions in Nigeria and a sample of 400 respondents

was targeted. The resu wed that perceived usefulness was found to significantly influence

behavior intention to adopt m%ent services amongst students.

Zeng & Ma (2015) found |nd| I innovativeness had an effect on the user intention
through perceived usefulness while ce on d not influence user intention directly. Others
studies such as Wei et al. (2009) aI ercelved usefulness is the most critical

influencer of consumer intention to use mobil (@erc%erefore concluded that the service
providers should develop applications and content w ers d valuable and usable. Kenny
& Daim (2011) carried out a study on the technology acceptance of md@'kservices by studying the
factors that influence the acceptance of mobile services. TAM was a@: as the theoretical
foundation and a quantitative method was used as the methodology. The resr@@s in the study
were university graduate students and professional workers aged between 20 and 60 and a total of
1500 people were interviewed. The researchers found out that perceived ease of use and perceived
usefulness were important variables that influenced mobile services use. Perceived usefulness (PU)

was the most influential factor. Mobile users also want a technology that is easy to use, simple,

efficient and of high service quality.
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2.6.3 Intrinsic motivation

2.6.3.1 Perceived ease of use (PEOU)

Perceived ease of use (PEOU) was first included as a determinant of consumer behavior intention to
use IT application in the original technology acceptance model (TAM) developed by Davis (1989)
,.extended (TAM Venkatesh & Davis (2000) and unified theory of acceptance and use of technology
(UTAUT) dped (Venkatesh, 2003). Based on these models PEOU was defined as the degree
which the prospectiveyuser expects the target system to be free of effort. Jeong & Yoon (2013),
defined perceived easﬁg (PEOU) as the extent which an individual believes that using a certain
mobile technology will be eaS)fanree of effort. Prior studies show that perceived ease of use has a
significant influence on the cons@mtentlon either directly or indirectly through its effect on

perceived usefulness (Venkate Dav 0) A system perceived by the consumers to be easier
to use will facilitate more syste sgrand i re likely to be accepted by the user and for m-
payment services customers may flnt%/ées %f the system is not easy to use (Venkatesh
& Davis, 2000).

4)

Rahmath & Kamani (2011) undertook a study on custo T's ado mobile commerce in the
emerging markets. A convenience sampling method was used and the re dents were students
located in the various campuses. Technology acceptance model (TAM) Wa@%as theoretical
Model in the study while 780 students were the respondents. The researchers found out that
perceived usefulness (PU), perceived ease of use (PEOU), awareness and subjective norm had a
positive effect on the mobile banking adoption and usage while perceived risk had a negative effect
on the mobile banking adoption intention and usage. In this study, perceived ease of use (PEOU) was

found to be the most influential factor.
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Other researchers have also intimated that perceived ease of use helps to build trust with the mobile
payment developers as it shows that they have put thought on the end users (Jeong & Yoon, 2013).
Previous studies have found a positive relationship between perceived ease of use (PEOU) and
consumer behavior intention to use IT applications. some researchers even concluding that PEOU is
useful in just about all the activities that are related to m-commerce usage Chan & Chong (2013).

This means that developers should pay attention on how user friendly their application is to the end

O@O

For instance (Chan &%2013) found out that perceived ease of use (PEOU) influenced all the
m-commerce activities (trans@ content delivery, location based and entertainment) included in
their study. In addition, pe}; of use shows a strong influence in technology use in
approximately all M-commer icatiopS that have been tested using the three models mentioned
in this study. For instance, Safeeni dg,a ani found out that perceived ease of use was an
important determinant that influenced m nk| among customers in Saudi Arabia while

Teoh et al. (2014) found out that PEOU had a @ﬂu &consumer perception of e-payment

in Malaysia. ’9\9
Pousttchi & Wiedemann (2014) carried out a study on influence of coﬁnz intentions to use

mobile payments application in Germany where Technology Acceptance Model was adopted
as the theoretical model. An online survey was conducted with 1104 consumers being the targeted
respondents. The study revealed that perceived usefulness (PU) and perceived ease of use (PEOU)
had a positive influence on the intention to use mobile payment. The researcher also found

significant influence between (PU) and (PEOU) meaning that consumers who perceived mobile

payment to be easy to use also perceived it to be more useful. It was also found out that perceived
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confidentiality and perceived trustworthiness were correlated while perceived confidentiality and

perceived usefulness was not correlated.

Marumbwa & Munyaradzi (2013) carried out a study on the factors influencing consumer’s adoption
of mobile money transfer services in Zimbabwe. Technological acceptance model (TAM) was
adopted as the theoretical foundation on the study and a descriptive research design was also used. A
sample of 3@ ndents who were customers was sampled while regression analysis was used as
the bases of data sis. The researchers found out that perceived ease of use (PEOU), perceived
usefulness (PU), perce ust and perceived relative advantage had a positive influence on

adoption of mobile money @r services. This means that mobile money transfer providers

operating in Zimbabwe shou on OU as an important factor if their products are to receive
high market acceptance by the%ers )‘

Trivedi & Sunil (2014) undertook a s% det ts of mobile commerce acceptance by
generation (Y). A descriptive research de5|gn I'A( venience sampling was used and a

sample of 150 students in the age group of 18-24 Jte rés nts. The results showed that
perceived ease of use (PEOU), perceived usefulness (PU) percelved/)kt were found to have a
positive influence on intention towards using M-commerce but only perceﬁ fefulness (PU) and

perceived ease of use (PEOU) influenced attitude towards use of m-commerce. /<\

2.6.3.2 Perceived enjoyment

Perceived enjoyment is defined as the extent which the activity of using a technology is perceived as
enjoyable, fun and exciting to the user despite any performance consequences that may be anticipated

(Venkatesh & Davis, 2000). Presented as a form of intrinsic motivation in the previous studies
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Chan & Chong (2013), TAM was extended with a construct of perceived enjoyment
conceptualized by Van der Heijden (2002) in a survey investigating the usage of websites. In the
study, a research project analyzing the drivers of perceived playfulness revealed that speed;
content and focused attention were the most important factors that influenced the use of
websites. These constructs were adopted in the mobile medium with the previous studies

revealing that,perceived enjoyment has a positive and significant influence on the consumer’s

intention to u ile applications ( Dickinger et al., 2007; Chan & Chong, 2013).
According to Wei et al. 9) users who find experience of using a form of technology exciting

and enjoyable will tend to us / ore widely. Chan & Chong (2013) while investigating the
determinants that influence § sage in various activities found out that perceived
|Ie

enjoyment influenced all the

location based and content delivery) re n%m the study.

activities such as (transactions, entertainment,

Dickinger et al. (2007) in the study of percelve e ocial norm role in the adoption
of technology with network externalities found out tha}lp@rceiv&é}j yment was an important
driver of consumer intention to use network externalities. The stud3da-lso revealed that the

influence of perceived enjoyment was twice as strong as the influence of use%

Chin & Ahmad (2015) conducted a study on perceived enjoyment and Malaysian consumers’
intention to use e-payment services. Sample size of 389 was used as respondents and structural
equation modeling (SEM) was used as the data analyses method. The researchers found out that
there was a significant and a direct relationship between perceived enjoyment, perceived

usefulness and perceived ease of use. The study results also showed that there was a significant
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influence of perceived enjoyment and consumer intention to use mobile payment platform. These
result meant that when the consumer think that the mobile service is enjoyable, easy to use and

useful, they will be more ready to use the services.

Other studies have also reported significant influence between perceived enjoyment and the
consumer i%ion to continue using mobile commerce platforms. For instance Chong (2014)
undertook a @y on the m-commerce continuance usage intentions amongst Chinese
consumers. A sam 410 consumers with prior experience in m-commerce was used as the
respondents in the studydtfs uctural equation modeling (SEM) was used in data analyses. The
results showed that perceiveg{_ ent had a significant influence on the continuance usage of

m-commerce by Chinese cons erﬁi;xvas clear evidence that perceived enjoyment was an

important driver for the cons % (ﬁw using m-commerce applications such as m-

sayment sevies, % (/4//
‘o l&
QR

According to Chan & Chong (2013) one way of underslé‘mjing qu/l ferent users interact with

2.6.4 Demographic variables

the various m-commerce application is to segment the users based on theji-elemographic profiles.
Although demographic variables such as (age, gender, experience ) are % the profiles
widely tested in the previous studies, researchers such as Venkatesh (2003) used them as
moderating variables of other variables such as perceived ease of use (PEOU) and perceived
usefulness (PU) in the unified theory of acceptance and use of technology (UTAUT) and
technology acceptance model (TAM) rather than testing them as direct relationship. Age is one

of the demographic variables that has widely been examined in the computer adoption studies
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and previous study have indicated that technology use was biased to the younger users than the

older ones (Teohetal., 2014).

Chan & Chong (2013) in their study on the determinants of consumers m-commerce usage
activities found out that age had a negative and a significant relationship with activities such as
content delivery and entertainment but no significant influence on transaction and location based
activities. T@ s implied that younger users engage in these m-commerce activities such as
entertainment and t delivery than the older users. Teoh et al. (2014) undertook a study on
internet study among Si@ﬁor an internet users and found out that users in different age group
tended to use the internet f%nt activities. For instance younger users tend to use the

internet for entertainment sse@% }gre frequently than the older ones but no different in
usage in purchasing and browsi %p@

Issa & Mamoun (2013) included age as aQ{ératin / able in their study while analyzing the
influence of mobile commerce acceptance in %re@ﬁ found out that age was not
supported. Trivedi & Sunil (2014) undertook a similar y by ih&}l\ting the determinants of
m-commerce acceptance amongst generation Y and found out that ived trust and self
efficacy directly influenced behavior intention to use m-commerce while %ve norm was
found to be insignificant.

Gender
Gender, a demographic variable has also elicited a lot of interest in the innovation adoption and
use literature (Chong, 2014; Hamza & Shah, 2014; Venkatesh & Davis, 2000). Despite majority

of the study including gender as a moderating variable in the study, the researchers have mostly
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found no significant influence especially in mobile technology (Issa & Mamoun, 2013;
Venkatesh & Davis, 2000). However evidence from the previous studies especially in other
technology adoption indicates that men are likely to adopt a new technology than their female
counterpart and moreover, women who adopted it use it at a lower level than men. For instance
(Laiw, 2002) in his study found out that positive perception towards use of web technologies
and comput%as higher in male students than female.
Q

While these studi ;VW gender difference in technology adoption, recent studies show no
difference between geﬂe{ /iﬂj consumer behavior intention to use mobile commerce

technologies. For instance C aﬂ/@Chong (2013) found out that gender did not significantly
influence any four m-co@ aﬁ?{ which included; content delivery, entertainment,
transaction and location based \@/ge/n @t relationship was used in the study.

A similar study undertaken by Hamza ah %ound out that though there was a
difference in the level of influence of factors SQQDE% social influence on consumer

intention to adopt mobile payment services in Nigewd, there&&}r}g significant difference
reported in general adoption among gender. %
O
Q)
A comprehensive study was carried out by Cabanillas (2014) on the role of gender on
acceptance of mobile payment and the results showed that the intention to use mobile payment
services was influenced by the usefulness only in men while attitude established a significant
influence to the intention to use m-payment services in women alone. The results also showed

that perceived trust impact on the payment system had a greater influence in women attitude to
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use mobile payment system than male counterparts. The conclusion from these studies reveals
that there is no universal agreement on the influence of gender on mobile payment use.
Education

Education level is also a demographic variable that has elicited less attention in the prior
innovation studies. Among those that have focused on education level, some studies have tended
to report coni&zﬁctory results. For instance Issa & Mamoun (2013) included education level as a

moderating V. @s in their study and found out that education level had no significant effect on

behavioral intentio e m-commerce.

A similar study carried out b & Chong (2013) where education level was included and
direct relationship was tes u }Qt education level influenced m-commerce activities
such as transaction and Iocatlo fluence on entertainment and content delivery.
Chinn & Fairlie (2006) found outt e with bigher education level were more likely to use

internet as they have more ending power tc@(hase @oblle services.
2.6.5 Other studies summarized l ’9\9

Zeng & Ma (2015) undertook a study on the role of individual perceptio mobile payment by
testing the effect of both moderating and mediating factors. The stu@k\estigated the
relationship between individual innovativeness and user intention and found out that perceived
usefulness and perceived ease of use are mediators while perceived risk was a moderator. The

results also found out that individual innovativeness was influenced by social influences.
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Omwansa, Lule, & Waema (2015) carried out a study on the influence of trust and risk on
behavioral intention to adopt mobile financial services among the poor in Kenya. Quantitative
data was collected using a questionnaire and a sample of 283 respondents was sampled from
seven poor divisions in Nairobi. Structural equation modeling was in data analyses. The study
revealed that risk and trust were significant determinants of mobile money transfer in Kenya and
risk moderateg trust in mobile money adoption. This confirmed the need for the consumers to
have confide&@v mobile payment applications and in addition revealing the need of mobile
providers to invest Jlding trust amongst consumers.
1

Abadi, Ranjbarian, & Zade (i carried out a study on customer intention behavior to use
ple o

mobile banking where a s ‘@ }onndents participated in the study. The researchers

combined both theory of plan e@ vio/&/m) and technology acceptance model (TAM) as
the theoretical foundation and strﬁ%equa@/ odeling was used as the data analyses
technique. The study results provided sup f T@ AM as appropriate models to carry
out such studies and also found out that behavio ijon obile banking was influenced
by both perceived behavior control and subjective nov‘.’ Perc&@r isk was found to have a

negative influence on the intention to use mobile banking and was the Jest important inhibitor

towards mobile banking use. O/<\

Chong (2013) undertook a study on the determinants of mobile payment continuance usage in China
where expectation confirmation model (ECM) was used as theoretical foundation of the study. A
survey questionnaire was used as the data collection tool and methodology and 410 mobile payment
users were the respondents. Eight hypotheses were tested and Structural equation modeling was used
for data analyses. The results showed that trust in online payments affects trust in mobile payments
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and the flow while system quality strongly affects performance expectancy and flow. Information
quality affected trust on mobile payments which in turn affects performance expectancy and flow.
This means that mobile users may build their trust in mobile payments if they trust online payment
systems. Users have a negative attitude towards service quality that is difficult to use or have poor

interfaces while information quality acts as a trust indicator.

Thakur & S (2013) conducted an empirical study in India on the customer usage intention of
m-commerce. A rh model was developed based on the TAM and resistance theory while 450
questionnaires were adimi red and response of 292 questionnaires collected from professionals

were used in the study. Structﬁfﬁ uation modeling (SEM) was used for data analyses. The study

found out that perceived us)(ne eived ease of use and social influence were significant
determinants of mobile techn eadl |Ie facilitating condition was not significant. The
study also found out that security ris I’IV ad a negatlve significance indicating that risk

deterred consumer from using mobile co

Arvidsson (2014) carried out a study on the consu atm%mobile payment services in

Sweden where diffusion of innovation theory and TAM was adopted/ }meoretlcal foundation. A
survey research design was adopted while a sample size of 169 consumers \kl luded in the study.
The study found out that relative advantage, compatibility, ease of use, networ g(t}rnalities, trust
and income were significant factors while cost and age were not significant. The conclusion from this
study was innovation studies needed to include other models to enhance full understanding of the

mobile payment change process.

Alsheikh & Bojei (2014) carried out a study on the determinants affecting customer’s intention to

adopt mobile banking in Saudi Arabia. A sample of 403 respondents who were users of mobile
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banking services was selected. Unified theory of acceptance and use of technology (UTAUT) was
used as theoretical foundation, while structural equation modeling was used as data analyses
technique. The study results revealed that mobile phone experiences and service awareness were
important in understanding of technology while lack of knowledge increased perception risk. The
study also revealed that performance expectancy, effort expectancy and perceived risk were
important predictors of mobile banking adoption at early stages.
O

Jayshree & Mohd@lo carried out a study on m-commerce acceptance and usage amongst
Malaysian consumers. ical foundation was based on the Unified theory of use and acceptance
technology (UTUAT) while @pondents comprised of 400 students from various post graduate

and undergraduate students ﬁﬂ jan Universities. The researcher found out that privacy and

trust in m-commerce were im@\drlveg‘ m-commerce acceptance by consumers and also the
technology use behavior. % / O

Mardikyan, Besiroglu, & Uzmaya (2012) undetéj stud havior intention towards the use of
3G technology in Turkey. A sample of 180 resp ts @ ected and unified theory of
acceptance and use of technology (UTAUT) was used as theoretical ra{?qu of the study. External
variables such as perceived usefulness, perceived ease of use price variety of 3G technology and
control variables such as age, gender, education level, occupation and experien(Q(%lso included.
The results indicated that perceived usefulness, variety of 3G services, service quality and social

influences are important influencing factors of behavior intention to use 3G technology.

Issa & Mamoun (2013) undertook a study on the Key factors that influence acceptance of mobile
commerce in Jordan where theoretical foundation was based on UTAUT model. A survey

questionnaire was used to collect data from 447 undergraduate university students and data analyses
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were done using structural equation modeling. The results showed that user acceptance and use of
mobile commerce services can be predicted from user behavioral intentions which are significantly
affected by performance expectancy. Social influence is the most significant factors that directly
influence behavioral intention to use m-commerce services followed by effort expectancy and
performance expectancy. Moderating variables such as age, gender, experience and monthly

expenses did not significantly influence behavioral intentions.
O
%
Balasubramanian & &%015) undertook a study on the effect of service quality and competition
on mobile money demand ir@a and Uganda by sampling 4400 mobile money agents. Three
hypotheses were tested and ?\res ’?)W(ed that agents experienced reduced demand for service
failure due to stock outs but n ton down town. Pricing transparency was also found to
influence the demand of mobile mone@d no o( tition intensity.
/k

Beng & Eze (2010) undertook a study on deter{ r@ / payments usage in Malaysia where
Technology Acceptance Model was adopted as the l@e ica @ A survey questionnaire was
used to collect data and 1000 mobile payment users were the ta)(ygespondents. Convenient
sampling was used as the sampling method while regression analyses were‘used as the data analyses

technique. The results found out that the entire eight hypotheses tested had a posi v@lﬂuence on the

usage of mobile payment in Malaysia with security having the strongest influence.

Chemingui & lallouna (2013) conducted a study in Tunisia on the resistance, motivation, trust and
intention to use mobile financial services with a sample of 300 non users of mobile financial services.
Structural equation modeling was used in data analyses while resistance theory and diffusion of

innovation theory was adopted as theoretical foundation. The study found out that traditional barriers
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inhibited the usage of the services while compatibility, trialability, perceived enjoyment and system
quality were the most important motivation factors.

2.6.6 Research gap

After a thorough review of the M-payment, literature the following gaps have been identified and
they were addressed by this research; Mobile technology literature revealed that mobile payment has
mainly bee jed as a dichotomy (adopt and not adopt) with few studies focusing on the post-
adoption stage. A@)a ment adoption is a continuous process consisting of several stages as the

literature shows, it is i tant to determine the drivers that affect different stages of m-payment

adoption by consumers. / i /@

The mobile payment I|teratur dent edesmany variables that possibly influence their use by
consumers. This large number of v SS that more research is needed to identify the
important ones. Additionally, it is imp ne the significant factors affecting the
different stages of technological adoption partl n dlié( arts of the world.

A vast majority of m-payment literature has been carrleAu' tinth Q()}ned countries particularly
in Asia. It is important to extend this research to developing countries n&e to access whether
factors and theories tested can be generalized. As developing countries represerQ@»iﬁcant part of
the world where mobile devices has widely been adopted, understanding the challenges and drivers
of m-payment use in these countries, would help provide a more comprehensive view of how to

manage these different factors with the ultimate aim to raise the competitiveness of such industry

worldwide.
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2.7 Conceptual Framework, operational framework and hypothesis development
According to Kombo & Tromp (2009), a concept is defined as a general idea derived from

specific instances. A conceptual framework is a set of broad ideas taken from significant field of
enquiry and used to formulate a successive presentation. Saunders & Lewis (2012), stated that
when clearly articulated, conceptual framework has potential to assist a researcher to make
meaning of subsequent findings. The conceptual framework in this study shows the relationship
between in ent variables (intrinsic motivation factors, extrinsic motivation factors and
demographic va |@) and their influence on the independent variable (consumer intention to
use mobile payment amongst Kenya’s consumers). The researcher also assesses the
relationship between consun(ef_i)!ention and the actual use of mobile payment services. Figure

(2.16) summarizes the concepiual ork.

Extrinsic motivation

factors

Consumer behavior
Actual use

Intrinsic motivation intention

factors P/)\
)y

Demaographic factors

Figure.2.15: Conceptual framework

Source: (Author 2015)
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Operational definition of variables

This section operationalizes the independent and dependent variables that were used in the current

study. The independent variables in this study consisted of the extrinsic motivation factors whose

indicators were perceived usefulness and social influence (social image and social norm). Intrinsic

motivation indicators were perceived ease of use and perceived enjoyment while demographic

factors consisted of gender and education level. Figure (2.17) shows the operational framework used

on the study%
N\
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Figure.2.16: Operational framework

Source: (Author 2015)
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2.7.1 Hypothesis development

A critical review of the previous literature reveals that about twenty factors influencing the usage
of either mobile commerce have been studied in the last decade particularly in developed
countries (Alsheikh & Bojei, 2014; Chan & Chong, 2013; Issa & Mamoun, 2013; Omwansa et
al., 2015). Moreover reviewed literature also indicate that while some of the factors reported no
significant i ce others reported mixed results. The antecedents and their measurement were
developed on §s of comprehensive review of existing literature as well as a pilot study
with sampled mobile pabent users. Seven factors that reported significant results in the
previous studies and adverséﬁ_}entioned in our pilot study were adopted with some of those

that reported mixed results %be eluded in the study.

2.7.1.1 Extrinsic motiv§@n cm&%}; intention
Previous literature have defined extrinsi%ion a%?e factors which reinforce an activity to be

performed driven by the outcome of the acté han @v@ng, 2013). Previous studies have
included both social influence and perceived usefulngs thi!% ry as evidenced by (Chan &
Chong, 2013; Chin & Ahmad, 2015; Zhou, 2014). According to Vené (2003) social influence
is defined as the perceived pressures from social networks to make or no make a certain
behavioral decision. These social influences include image, culture, social n@mking, social

pressure and social media.

In many e-commerce applications, social influence has been analyzed as one of the reason behind
users engaging in m-commerce or e-commerce (Lu, Yao, & Yu, 2005). In their study (Lu et al.,

2005) found out that there existed a significant relationship between social influence and intention to
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adopt wireless internet service. Zhou et al. (2010) found out that a TAM model which was extended
to include social influence had a positive influence on consumers’ decisions in adopting mobile
technologies such as mobile banking while Chang (2013) found out that social influences influenced
the usage of M-commerce in activities such as content delivery and entertainment but not transaction
based activities. In this study mobile payment services include mobile banking, money transfer,
transaction payments and mobile loans. Based on the inconsistency on the previous findings, the
following h is is formulated:

H1: There is a sint relationship between social norms and consumer intention to use Mobile
payment services in Kﬂ%

H2: There is a significant (é?}'onship between social image and consumer intention to use

Mobile payment services in&@ya.

Perceived usefulness (PU) is as t» ree to which an individual believes that using the
system will help him or her attain ga ance ' (Venkatesh, 2003). Majority of the prior
studies have found PU to be the stronge& or o@mer intention to use mobile applications
(Alsheikh & Bojei, 2014; Issa & Mamoun, 201 |ky & 2012; Venkatesh, 2003). Previous
studies reveal that researchers assumed that the rela e@ U and BI will be moderated

by both gender and age in favor of the younger men than women (Veﬂ{}ksﬁ Davis, 2000). They
claimed that new information systems such as M-commerce are difficult to us¢©ess useful for the
older end-users. Thus this research proposes the following hypotheses: /<\

H3: There is a significant relationship between perceived usefulness and consumer intention to

use Mobile payment services in Kenya.
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2.7.1.2 Demographic variables and mobile payment usage

To understand how different users interact with different m-commerce activities, Chan & Chong
(2013) stated that one way is to segment them based on the demographic profiles. Though
demographic variables have been studied in previous studies, majority of these studies have tested
them as moderating variables of both perceived usefulness (PU) and perceived ease of use
(PEOU)(Be@ Eze, 2010; Issa & Mamoun, 2013). Limited studies have tested the direct
relationship betv@ emographic variables and technology adoption or usage which is crucial as
this knowledge may %ns,lght into whether there is a relationship between these variables and
technology adoption or use (C & Chong, 2013). In their study Chan & Chong (2013) found out
that there is a direct relatlons@\ween demographic variables and m-commerce usage in
Malaysia. Other studies fourg\ hat ers tend to possess certain demographic characteristics

such as they are more likely to b%an@e higher levels of education. For instance, Teo &

Lee (2010) found out that males and ﬁ%&es ha erent internet usage patterns, where females

tend to use the internet for communication %s mes@‘ while males tend to use the internet

for downloading and purchasing. In view of this diSedSi the@ ing hypothsis is formulated:
H4: There is a significant relationship between educayéﬁlevel\%{lsumer intention to use
Mobile payment services in Kenya. %

H5: There is a significant relationship between gender and consumer int%o use Mobile

payment services in Kenya.

2.7.1.3 Intrinsic Motivation variables and consumer behavior intention.

According to Chan & Chong (2013) motivation variables can be divided into intrinsic and extrinsic
motivation. Intrinsic motiavtion occurs when a person performs a given activity without any support

rather than performing that activity. Perceived ease of use and perceived enjoyment are the most

70



widely studied intrinsic motivation factors that influence the using of mobile technology and it is
important to know whether users are influenced by how easy and enjoyable the technology is to use
the mobile payment services in Kenya. Perceived ease of use is defined as the perception by the
consumer that a given mobile technology is effortless to use while perceived enjoyment is defined as
the extent of using mobile innovations activities is perceived to be enjoyable besides any
performance results achieved from the system (Chemingui & lallouna,2013). According to Chang
(2013), app developers need to understand the relationships between the motivation variables
and m-payment usn view of this discussion the following hypothesis is developed:

H6: There is a signific D@ationship between perceived ease of use and consumer intention to

use Mobile payment services'l %
H7: There is a significant %io etween perceived enjoyment and consumer intention to

use Mobile payment services %a. );s/

2.7.1.4 Behaviour intention and actu %

Behavioral Intention (BI) is defined by Fishbein r@zenk as the degree to which consumers
are motivated to accept and use the system. Previou@je’s su ®Venkatesh (2003), found out
that behavior intention will have a significant positive influence on a£ hnology usage. Issa &
Mamoun (2013) found a positive relationship between behavior intention and@ml use of mobile
banking in Jordan. Based on the literature, this study defines Bl as a degree of cogﬂ@\t effort that a
consumer will exert to conduct monetary transaction using mobile payment services. This
relationship has not been tested in Kenya and therefore this research proposes the following
hypothesis:

H8: consumer behavior intention has a positive and significant influence on actual usage of

mobile payment services in Kenya.
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2.8 Summary of the chapter

This chapter contributed to the objectives of the study by developing a conceptual framework based
on unified theory of acceptance and use of technology (UTAUT) which acted as theoretical
foundation for this study. A critical review of Literature on the factors influencing consumers’
intention to use m-payment was undertaken, while the emergence of M-commerce applications
globally, in and in Kenya together with practical use of m- commerce applications was
reviewed. Finally@r ugh Empirical review was undertaken together with the development of the

hypothesis.
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CHAPTER THREE

RESEARCH METHODOLOGY

3.0 Introduction

This chapte@used on the research design, data collection, data processing and data analyses
methods. Data @3% procedures and instruments were also discussed together with the target
population and the st ample. According to Cooper & Schindler (2008), a research methodology
explains the technical pr&%by addressing the research and sample designs used in the study,

data collection and fieldwork co @fer the study and the analyses done to the collected data in a

mode appropriate to the recip&%

3.1 Research methods and%

The purpose of this section was to describe and ju@ ﬁ reéo:sqf choosing a given research

methodology and methods. Research design is defined as the overall pfa btaining the answers to

3.1.1 Research Design

the questions being studied and also handling the difficulties encountered durinw research process
(Cooper & Schindler, 2008). The researcher adopted cross-sectional, descripti d quantitative
survey design to undertake this study. A descriptive study according to Kothari (2004) is a design
that seeks to represent precisely the characteristics of a particular state, individual or groups. A
descriptive survey according to Cooper & Schindler (2008) seeks to portray accurately the
characteristics of a particular individual, situation or a group and also analyses frequency with

which a given phenomenon occur. In addition, it is also described as a systemic research method that
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helps in collection of data from a representative sample of individuals using instruments composed of
close- ended or open-ended questions, interviews or observations. A cross- sectional research carries

out a study at a specified point.

3.1.2 Rationale for choosing the method

This research method and design is suitable for this study based on the definition, description and

previous apphiedtion as evidenced by previous empirical research such as ; (Chaffey, 2009; Chan &

Chong, 2013). O’
3.1.3 Measurements%?

s
Wu & Balasubramanian (2003)\ sta t there are very few reliable scales to measure many of the

e-business use aspects. Therefc@Cxﬁse e%/deficiency of objective measures, researchers should

use subjective measurement such as (pe tion‘(o@anagers or users). As mobile payment is an e-

business application the variables used t ure é@}pnstruct of this study were derived from

previous published studies carried out between d2 @wlti-items scales adopted from the
previous studies were employed to measure most o }/;aria,b@s\?,order to adequately capture
the domains of the constructs. To measure consumer behavior intet{;z‘jiuse mobile payment
services, the study’s dependent variables, four constructs were adopted fro Isheikh & Bojei,
2014; Chan & Chong, 2013). /<\

Social influence was operationazed using two indicators; social norm and social image. The
indicator social norm was measured using three items adopted from Chan & Chong (2013) and
(Teo & Lee, 2010) study and the responses recorded in a five-point likert scale ranging from

(1) strongly disagree to (5) strongly agree.
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Social image was measured using three items adopted from (Hwang, 2009) studies and the
responses recorded in a five-point likert scale ranging from (1) strongly disagree to (5) strongly
agree.

Perceived usefulness was measured using four items adopted from Chan & Chong (2013) and
Zhou ( 2014) studies and the responses recorded in a five-point likert scale ranging from (1)
strongly disaggee to (5) strongly agree.

Intrinsic mot¢ was operationazed using two indicators; perceived ease of use (PEOU) and
perceived enjoym ). Perceived ease of use (PEOU) was measured using four items
adopted from Chan & Chofg £2013) and Zhou ( 2014) studies and the responses recorded in a

five-point likert scale rangin / (1) strongly disagree to (5) strongly agree. Perceived

enjoyment was measured u;%urﬁ?gdopted from Chan & Chong (2013) study and the
%

responses recorded in a five-p rt s@nging from (1) strongly disagree to (5) strongly

/”o(%/

agree.

L
3.2 Population of study OG#&Q\S\

The population was defined based on the similar studies as includin( obile services subscribers
who visited the selected mobile operators customer care centers (Chan 8®ong, 2013). The

population in this study will therefore be of all mobile payment services subscribers in Kenya.

3.2.1 Target population

According to Saunders & Lewis (2012) a population refers to all items in a given field of enquiry
which a researcher is interested in. The target population in this study was consumers who had

subscribed to mobile payment services as at 31° December 2014 in Kenya. According to
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Communication Authority (CAK) as at December 2014 mobile payment services subscribers stood at
26 million users. Safaricom controlled 77% of the market while the rest of the operators controlled
23% of the market. Mobile payment subscribers are appropriate for testing our proposed model of

mobile payment use due to the growing number of users of these services in Kenya.

3.4 Sample size
A sample i fined as a subset of elements drawn from a large population (Kothari 2004).

According to C@ Schindler (2008) a sample is needed because a study that is not precise lacks
the capability of rejeCt e null hypothesis hence it becomes a waste of resources and time. A
common goal of a surveﬁﬁr.h is to collect data that is representative of a population which the
researcher uses to generalize the %tion gathered from the survey sample within a given random
error (Saunders & Lewis, 20&&0&% /tb.happen, the researcher must determine the sample size
of the targeted population. Based e at@scussion the study had a sample size (N) of 680
users who were subscribers of mobile p%%nt s& in Kenya. The sample size was calculated
based on sample size formula for determini e sam[/eﬁe of infinite population adopted from
Krejcie & Morgan (1970). The t value of (2.575) @d b@@ the population size for selected

alpha level a= 0.05 and a degree of accuracy of a=0.05. # \S\/)\

The computation of the study sample was as shown below

Ss=2Z2x P (1-P) = 2.575 x 5 (1-0.5) = 663 O
M? 0.0025 /<\

Where ss = sample size for infinite population (more than 50000)

Z = Z value (2.575 for 99% confidence interval)

P = population proportion assumed to be 0.5 (50%)

M = margin error at 1% (0.01)
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According to Krejcie & Morgan (1970) when estimating the variance of social science studies, the
researcher should use a 0.5 estimate of population proportion as it will result in maximization of the
variance and also produce maximum sample size. Krejcie & Morgan (1970) also stated that a 5%

margin of error was acceptable for the categorical data.

3.5 Sampling Design
In order to t e hypothesis, data was collected from a segment of mobile payment services users

who had subsc@@ the three major mobile operators in Kenya namely Safaricom, Airtel and
Orange. The data was‘gollected from urban town situated in Kenya namely; Nairobi, Mombasa,
Nakuru and Eldoret. Theﬁpeyfue selected because of the availability of these services from all the
subscribers based on the number@omer care centers available compared to the other towns and
the cosmopolitan nature of @Qulati r?&iding in these towns and the number of the customer
care centers available in the citie e fo@tes were also selected to reduce the possible bias

occasioned by geographical factors an%have % that reflects a cross-sectional of mobile

payment services users. The sample was se based( the market share enjoyed by the mobile

operator nationally based on the Communication ity %2014) statistic. The table below

shows the selection proportion.

Table : 3.1: Selection proportion %

Mobile operator Market share Total sample selection pro@\%
per operator

MPESA 7% 523

Airtel Money 14% 95

Orange money 9% 62

Total 100% 680
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3.5.1 Sampling frame

According to Saunders & Lewis (2012) a sampling frame is a complete list of all the case in the
population from which the researchers sample will be drawn. In this study, the sampling frame
consisted of all the subscribers of mobile payment system in Kenya as at 31% December, 2014.
According to the communication Authority report (2014), as at 31% December 2014 there were 26
million Ken@who had subscribed to mobile payment systems. Due to the diversity of the mobile
users, the samp§ e was categorized into the following groups of users. The respondents were
required to be at least 8 years old. Above the age of 40 were considered as the second group

basically because at this agyfne is assumed to be independent in decision making and have

responsibilities. @
3.5.2 Samplmgtechmque@ m ;s/ mpling)

According to Saunders & Lewis (2012) %g %i out in order to increase the speed of data

collection, lower the cost of the research an prove and availability of the population
elements. Systematic random sampling was used to Chthe @ents in this study. In this study
sampling interval was defined based on the number of qkstionna&%l ed as per the respective
market share controlled. Systematic sampling according to Saunders 8Jt€wis, (2012) involves
selection of the sample at a regular intervals. Cooper & Schindler (ZOOB%d systematic
sampling techniques (procedures) as one where every K™ case in the population frame is selected for
inclusion in the sample. In this study systematic sampling was used as a sampling technique where
every fifth customer who entered the customer service center was included in the sample. The
rationale of choosing this technique is due to its use in the previous studies of this nature. For

instance Chan & Chong (2013) carried out a study on the determinants of mobile commerce activities

78



usage in Malaysia used systematic sampling where every fifth customer was sampled from the

population.

3.6 Data collection instruments

A five-point likert scale self administered questionnaire was used as a data collection instrument for
the primary in this study. The questionnaire was developed based on the specific study’s
hypothesis to e hey were relevant with the research problem. According to Cooper &
Schindler (2008) a qu'g @lre is a document that consists of printed questions in a definite order
on a form or set of forms unders & Lewis (2012) stated that there are three types of
questionnaires; open ended, cl ose(@ed or a combination of the two. Open-ended questionnaires

are used in qualitative resea c@ﬂle clos nded questionnaires are used to carry out statistics in

quantitative research. Majority of searc )’tend to use a combination of both to enable them

tap all the necessary information neededﬁxff st ;p
Some of the documented benefits of using a ques% % collection instrument based on

Saunders & Lewis, (2012) include; the cost of data collection is Iov&&;ﬂ% en the target population
is large or spread widely geographically; respondents have ample time to fi questionnaires, they
are deemed to be convenient especially when the respondents are not approach )(qd they can be
used to collect data from a large sample. Some of the demerits attributed to the use of questionnaires
include; low return rate; can only be used when dealing with educated and cooperative respondents

and ambiguous replies and omissions to some questions.
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The data collection tool was divided into three sections of questions adopted from the previous
measurement scales that have been applied in the previous studies to measure the dependent and
independent variables. Consumers were asked whether they had subscribed to any of the mobile
payment services offered in Kenya. In the second section, a five- point likert scale ranging from
strongly disagree to strongly agree were formulated based on the study’s variables under

investigation. The third sections contained questions regarding the demographic variables of the

respondents%
3.6.1 Data coIIec;xq%ocedures

The sampling process was ba§ei y he customer care outlets located in the four towns. The process

involved setting up a desk ir?{e t mer care center and administering the questionnaire. The
research assistants invited the dent '9$il,l the questionnaire and to ensure that there was no
duplication. The research assistants e(@n d Wl{thbthey had participated in other customer service

centers. The research assistants were recf(j base@weir familiarity with the town they were
supposed to administer the instruments and t @ved &qgh training carried out before the
commencement of the exercise. Data was collected @ m%he selected customer service

centers between 28™ June and 30" July 2015 from mobile payment se@s users who were willing

to respond and met the sampling frame criteria. O

3.6 Pilot test

A pilot test was carried out to test the reliability and validity of the questionnaires to be used in data
gathering required for this study. According to Kothari (2004) a pilot test is defined as rehearsal of
the main survey. Cooper & Schindler (2008) stated that the purpose of a pilot test is to test protocols,

data collection instruments, and sample recruitment strategies in preparation for the larger study. The

80



questionnaires were first discussed with three randomly selected customer care managers of
Safaricom, Orange and Airtel based in Nairobi for validation purposes. The customer care centers
targeted in this case were those that didn’t participate in the final study. Safaricom service center
situated in Thika road Mall together with Airtel customer service in Koinange Street both in Nairobi
were selected for pilot test using sixty (60) questionnaires distributed to mobile payment users and
two (2) researchers whose main area of interest is e-commerce.
O

The aim of the p@test was first; to test the instrument face validity, determine whether the
questions were clear, a «@e and understandable. Secondly; carry out content validity where the

respondents critiqued the qu@alre Thirdly; construct validity was tested using appropriate

statistical technique to dete cture of the questionnaire while the importance of the
questions was scrutinized ba the \Z\ les. Lastly, reliability test of the questionnaire was
carried out to test where there was on estlons referred to as the internal consistency.
Reliability dwells on the consistency 0¢ mé%ments The intensity of an instrument’s

reliability depends on its ability to produce fé @Iar when used repeatedly (Cooper &

Crts,

This study used the Cronbachs Alpha coefficient as a reliability test measur€. Cronbach’s Alpha also

Schindler, 2008).

tested the survey’s internal consistency. It is a measure of how well each item or@cale correlates
with the remaining items. To measure the reliability for a set of two or more constructs, Cronbach’s
Alpha is a commonly used method where the alpha coefficient value ranges between 0 and 1 with
higher values indicating higher reliability amongst indicators. Saunders & Lewis (2012) indicated
0.7 to be the accepted reliability coefficient, but lower thresholds are sometimes used in literature. In
similar studies the cut-off point has generally been 0.6 as evidenced by (Chan & Chong, 2013).

Thus, this study used 0.7 as the minimum coefficient.
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3.6.2 Validity of the research constructs

Validity refers to whether an instrument really measures what it is supposed to measure, given the
perspective in which it is applied. Validity can be defined as the degree to which variations in the
observed scale scores mirrors the true differences between objects on the characteristics being
measured, rather than systematic or random errors (Saunders & Lewis, 2012). Validity assessment
was carried in this study in an attempt to reduce systematic random errors that occur in many
surveys. Three @@rocedures used according to Saunders & Lewis (2012) are content validity,
criterion validity and ¢ )ﬁct validity. Of the three procedures the researcher used content and

construct validity as explained e

Table : 3.2: Type of validity @
3 P |

Types of validity 7 WBefinition Assessment
7%
Content validity Toe | xteﬂt)/(o* which the | Feedback from the experts
instru investi the | Pre-testing the questionnaire

S
planned co (Saur\é Literature review

Lewis 2012) OG ' 6:9

[aY
Construct validity The degree to whigh™ a | Preltesting the questionnaire

construct achieves empirical | Among tgLﬁeld experts.

and  theoretical ~ meaning Q<\

(Saunders & Lewis, 2012)

82



3.8 Data analyses Procedures

The Statistical Package for Social Sciences (SPSS), version 14, was used to analyse data because of
its ability to analyze quantitative data and moreover, it incorporates the use of a number of statistical
data analysis formulas. The main objective of the study was to investigate the drivers that influence
consumer intention to use mobile payment services in Kenya. Specifically, the researcher
investigated intrinsic (perceived enjoyment and perceived ease of use) and extrinsic (social

influence and pe @i usefulness) motivation factors together with demographic factors (education

level and gender). ;¢
3.8.1 Data analyses procejl%

According to Saunders Z\@vis (5032\ ata analyses is a process that applies statistical
techniques to evaluate, condens%ustr da;a. All the responses were entered in the SPSS

version (14) data sheet using coded vad( e /then interpreted into information that is
understandable to other people. Based on t re@mch &descriptive statistics was used to
analyze primary data. Respondents profile and the Ragkgrou \gpsanalyzed using gquantitative

data methods such as mean and standard deviation. The respox@&s responses were then

presented using frequency and distribution tables. O

To analyze the relationship between the dependent and independent variables, various test
statistics such as Cronbach’s Alpha, (o) to measure reliability test, KMO to test adequacy
measuring the variation between dependent and independent variables, ANOVA to test the null
hypothesis, F-statistics to test the significance and P-value to test the study hypothesis were

carried out.
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Inferential statistics was used to measure the significance of the relationship while the multiple
regressions was used to analyze the data. Statistical Package for Social Sciences (SPSS) version
14 was used for data computation.

3.8.2 Regression Model

A regression analysis was used to obtain estimates of the unknown parameters showing how the
change in a&n independent variable affects the dependent variable.

Consumer in to use Mobile Payment = B0 + B1Sn + B2Si + B3Ge +p4Ed + B5SPU

+B6PEOU+ BSPE. " ,y ........ +g

Actual mobile payment & l?) + B1Bi

B1Sn = social norm )\&@
Q

B2Si = social image

B3Ge = Gender 6/@0

B4Ed = Education

B0 = standard coefficient

BSPU = perceived usefulness OG
B6PEOU = perceived ease of use F / )\
B7PE = perceived enjoyment #
. @)
€ = error term /<\
Actual mobile payment use = 0 + B1Bi
B0 = standard coefficient
B1Bi = behavior intention
The regression model was used to find the relationship between the variables and future

outcomes predicted at 95% confidence level of interval (o = 0.05)
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3.9 Expected Results

The expected result of this study was first; to address the study research problem and to answer
the research questions and objectives. Second, develop a model that would be used as a
foundation of future studies. Thirdly, establish the relationship between the variables being

studied and Iastly, to create new knowledge in the area of new innovation.

3.10 Ethlca%deratlon
ﬁ

To protect the right of the Ppa )%pants the researcher recognized some key ethical issues. Firstly,
the principle of voluntary partl/ where the participants had the prerogative to participate

at their own volition was ad@to’g ly, the principle of confidentiality and identification

was also adhered to where an tha@ﬂd reveal the participants identity was ignored.
Thirdly, the principle of right to mfo red to where the participants who were
interested with the findings were requeste contacts. Lastly, the principle of
anonymity where the participants were to remam mo e f|II|ng the questionnaire was
adhered to.

2
%
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CHAPTER FOUR

DATA ANALYSIS, FINDINGS AND DISCUSSION

Introduction

This chapter@ribes the actual findings as per the feedback from the respondents and links them to
the objectives 0 dy. First, descriptive statistics were used to describe the main features of the
data collected. The ﬂs nd figure showing the demographic characteristics of the study was
outlined. Second, descrir% )?ab/ses were then done to report on the respondents including the
results of the variables to be mea u@Third, reliability and sampling Adequacy test which included

KMO, Cronbach Alpha and)a%\analges as then carried out. Lastly, regression analyses to test

the hypothesis significance was ca% a{&fmmary of the results revealed.

Reliability test results
The reliability test results for the pilot study cated a%bach alpha of 0.8563 with 60 items as

shown in table below. This test has been used to iab 't)gthe constructs measurement in
similar studies as evidenced by; (Chan & Chong, 2013; TeCh et aI.,\Z&}m According to Hair (1998)

a cronbach (a) value of 0.7 is considered acceptable hence satisfying the rqurement.

Table: 4.1: Reliability test Q<\

Cronbach’s Alpha Alpha based on standardized | Number of items
items
0.8563 60
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Test for sampling Adequacy
The study also tested for sampling adequacy using the KMO and Barnett’s Test of Sphericity by
considering all the constructs that were used in the study. Table presents the results where the value

of KMO measure of sampling Adequacy was 0.827 and a Chi Square that is significant (0.00) at 1%.

KMO and Bartlett's Test

Table: 4.2: nd Bartlett's Test

Kaiser-Meyer-Olkin Bartlett's Test of Sphericity

Measure of Sampling

Adequacy. Approx. Chi-Square Df Sig.

827 5880.418 210 .000

4.1 Demographic information % O

Descriptive statistics of the demographic ch@z«istic ibing the sample size of the respondents

O 6\,9
Table: 4.3: Study’s response rate QF \9/3‘

selected are presented by Table (4.3).

Study sample Targeted sample | Returned Rejected / ‘l Accepted

N

7
680 663 527 43 LL&

4

Questionnaires were used to seek the respondents’ perception on consumer intention to use mobile
payment services in Kenya. The total numbers of 680 questionnaires were distributed to the mobile
users located in Nairobi, Nakuru, Eldoret and Mombasa who had subscribed to any of the mobile

payment services operated by Safaricom, Orange and Airtel. Moreover, these consumers visited the
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customer care service center where data was collected during this time. Out of the total, 527
questionnaires forms were filled up and returned indicating a response rate of approximately 77%.
This response rate was considered adequate based on Saunders & Lewis (2012) recommendations
that a response rate of 60% was adequate. Forty three (43) questionnaires that were found to be
incomplete were discarded and over all 484 questionnaires were dimmed fit for analyses. Various

tables that were formed while processing the information and the results obtained from the

calculations%(en are included in this chapter.

4.2.1 Age of the re%nts
Table: 4.4: Distribution by{E' Years
2

Frequency Percent
Valid 20 and below 115 23.8
21-30 204 42.1
31-40 113 23.3
41-50 42 8.7
51 and above 10 2.1
Total 484 100.0

O

Table 4.4 shows that majority of the respondents were aged below 40 years with (90%) of the
respondents being in the age bracket of between 20 and 40 years. The rest of respondents (9%) fell
within the age bracket of between 41 and 50 years. This shows that majority of the respondents were
in the youth brackets (64%) which is mainly between the age of 18 to 30 years and these are the
mobile users who frequented the mobile customer service outlets. This conforms to the common

belief that Kenya has a youthful generation with an average age below 30 years. It also reveals that it
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is these youthful generation that is pioneering the mobile revolution being experienced in the country
today. On the other hand only few respondents visiting the outlets were above the age of fifty (2%)
meaning that mobile phone users frequenting the customer service outlet were mainly the youthful
generation. This finding is consistent with Trivedi & Sunil (2014) conclusion which stated that
organizations promoting m-commerce applications should focus on the Y generation.

Table: 4.5: Gender of the Respondents

AN
Frequency Percent
Valid male 228 47.1
female 256 52.9
Total 484 100.0

N
According to the table (4.5) abo@@% o%ondents were males while 53% were female. This
means that the ratio of female and mal o freqdented the customer care service was nearly equal
and also the researcher was not biased Wh@) ecti )K data. The results also reveal that both
women and men were using mobile innovations moxim ual terms. This is consistent with
Venkatesh (2003) findings which stated that technol@},uo | r@perceived as a male domain
alone. The study also resonate with Chong (2013) which showed th/a)rﬁLbiIe technologies have
become relatively common and the gender barrier is no longer an issue mostly@} it comes to the

8

internet based technologies.
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Table: 4.6: Level of Education

Frequency Percent
Valid Secondary 151 31.2
College 230 47.5
Primary 32 6.6
University 71 14.7
Total 484 100.0

«V

The table (4.6) shows th % the respondents had a secondary level of education while 48% had
attained a college level of eduij_ nly 15% of the respondents had a university level of education
and 7% had attained primar el i}t\ions in education. It can be assumed that the level of
human capital that frequented C:Bstomygye service was made up of people who had either
attained a college and a secondary e ion q |f ation. This finding resonate with Chan &

Chong (2013) which stated that people Wlt@r e%vere more likely to use internet than

those with low level of education.

Table: 4.7: Marital status i\S\
JAN

Frequency Percent
Valid Married 174 36.0
Single 310 64.0
Total 484 100.0

Table (4.7) shows that 36% of the respondents were married and had families while 64% of the
respondents were still single. This means that mobile phones customer care centers were mainly

frequented by people who were single supporting the earlier finding that majority of the respondents
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were in the youth bracket. This is inconsistent with Isaiah, Omwansa, & Waema (2012) findings in

their study which revealed that majority of the respondents were married participants.

Table: 4.8: Consumer Income response

Frequency Percent
Valid 0-50000 Ksh 376 77.7
51000- 100000 74 15.3
101,000 and above 34 7.0
Total 484 100.0

K
Table (4.8) shows that 78%@ espondent’s salaries ranged between a salary bracket of 0 to
50,000 while 15% of the respaadent ies were in a salary bracket of between Ksh51, 000 to
Ksh 100,000. Only 7% of the@@em S j@p’es were in a salary bracket of above Ksh101,000.
This means that mobile phones custo@? cé@vere mainly frequented by people in the lower

and middle salary bracket. This is inconsi ith ¢ ank of Kenya (CBK 2014) analyses that
stated that majority of Kenyan earned salaries beto h5 @T he results are also consistent with
Alsheikh & Bojei, (2014) findings in their study whi rEvea e majority of the respondents

were in the middle class group. ’
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4.2 Patterns of Mobile payment services actual usage in Kenya

The respondents were asked to indicate the whether they agreed with the statements on use of the
following mobile payment services by ticking the appropriate option. The findings are presented in
table

Table: 4.9: Mobile loan services

2
I use mobile loan application service to borrow and pay money
using wireless mobile payment services
Strongly Strongly
disagree  Disagree  Neutral Agree agree Total
Frequency 240 66 96 34 48 484
Percent 49.6 13.6 19.8 7.0 9.9 100.0

o
According to the table (4.9) a@ 0% @espondents stated that they strongly disagreed that
they used mobile loan application se($€ 4% s that they disagreed with the statement, 20%
were neutral and only 17% agreed that the e usin service. This is consistent with Isaiah et

al. (2012) which stated that mobile banklng app s su @ﬁoblle loan were still at the infancy

N

O
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Table: 4.10: Mobile money transfer

I use Mobile money transfer services to transfer money from one

account to another using wireless mobile payment services.

Strongly Strongly

disagree  Disagree  Neutral Agree agree Total
Frequency 14 44 56 187 183 484
Percent 2.9 9.1 11.6 38.6 37.8 100.0

- é\
According to the L%.m), 3% of the respondents stated that they disagreed with the statement
that they had used mobid(onfy transfer services to transfer money from one account to another

@ 9% stated that they disagreed with the statement, 12% were
ent

?\that they had used the service. These following results

using wireless mobile payment
neutral while 76% of the res
collaborate with previous statistt @ults in@ling that mobile money transfer especially MPESA
has become the most widely used mobi Wme{ @bod (CAK, 2014).

Table: 4.11: Mobile banking O @

I use Mobile banking services to carry out banking transaction using

mobile payment services.

Strongly Strongly

disagree Disagree Neutral Agree agree Total
Frequency 135 79 112 82 76 484
Percent 27.9 16.3 23.1 16.9 15.7 100.0

According to table (4.11) above, 44 % of the respondents disagreed that they used mobile banking
service to carry out banking transaction using wireless payment services. 23% were neutral while

only 32% of the respondents agreed with the statement. These following findings collaborate
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previous literature and recent statistics which shows that that mobile banking is still at its infancy

stage of adoption and usage in Kenya (Isaiah et al., 2012; Njuguna, Ritho, & Olweny, 2012).

Table: 4.12: Mobile pay bill Services

I use mobile payment services to pay bills in physical and

online shops.
Strongly Strongly
disagree Disagree  Neutral Agree agree Total
Frequency 80 56 119 118 111 484
Percent 16.5 11.6 24.6 24.4 22.9 100.0

According to table (4.12) abo ZSM) f the respondents disagreed that they had used mobile pay

bill services to pay their b|IIs sica
they used mobile bill services. %ollo [

indicating that mobile money pay bill ser sp PESA has become the most widely used

line shops. 25% were neutral while 47% agreed that

g findings collaborate previous statistics results

methods for paying bills in Kenya (CAK, 2014(T resu also consistent with the finding by
the GSMA (2015) which stated that there was an L@ mobile payment services as

alternative payment mode especially by startup busmesses

Q<\
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Table: 4.13: Descriptive statistic of social norm on consumer behavior intention to use
mobile payment services

N Mean Std. Deviation Sum

Valid Missing

Mobile Loan 484 0 2.14 1.361 1036
Mobile money 484 0 3.99 1.058 1933
Mobile banking 484 0 2.76 1.423 1337
Mobile pay bill 484 0 3.26 1.370 1576

K%

The table (4.13) above reveal(%y'nobile money transfer service had the highest mean (3.99) and a
sum of (1933) followed by n?ile il services (3.26) and a sum of (1576) while mobile banking
services had a mean of (2.76 sun‘v?\ 1337). Mobile loan services had the lowest mean of
(2.14) and a sum of (1036). This meﬁgﬁ at h( tW|der used mobile payment service by the
consumers in Kenya was mobile mone ¢ servi Ilowed by mobile pay bill services while
mobile loan application services and the mob{@mg 4( s were still at the infancy stage in
usage (Njuguna et al., 2012). This is consistent w bil ents Readness Index (2015)
findings which stated that mobile money transfer systems such as é}s had become one of the

O

most relied upon mode of transferring cash in Kenya.
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4.3 Extrinsic motivation factors.

4.3.1 Social influences Factors
The constructs of measuring social norm were adopted from (Chan & Chong, 2013) and three

attributes were used to measure social norm. the response were recorded on a five —point likert scale

ranging from 1- strongly disagree to 5- strongly agree. Table (4.12) summarizes the results

Table: 4.14@:ial Norm 1

Friends suggestions and recommendations will affect my decision to use

mobile payment services

StrongI;/ Strongly

disagree Disagree  Neutral Agree Agree Total
Frequency 114 140 85 114 31 484
Percent 23.6 28.9 17.6 23.6 6.4 100.0

“O, b
The finding on table (4.14) indicates that, 244)@ re/ (&{nts strongly disagreed that friend’s
suggestions influenced their decision to use mobil en ices. 29% disagreed with the
statement while 18% were neutral. Only 22% and 8% agreed and strong(ygreed with this statement.
This shows that majority of the respondents (52%) disagreed or were neutra&o the role of friends
towards making decision whether to use or not to use mobile payment services.‘ehe results also

reveal that there were also 30% of the respondents who agreed that they relied on friends to make the

decision whether to use or not to use mobile payment service.
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Table: 4.15: Social norm 2

Family members /relatives have an influence on my decision to use

mobile payment services

Strongly Strongly

Disagree Disagree  Neutral ~ Agree Agree Total
Frequency 96 130 68 144 46 484
Percent 19.8 26.9 14.0 29.8 9.5 100.0

v

The finding on the table (4.15)i tes that, 20% of the respondents strongly disagreed that family
members had an influence o ir o0 to use mobile payment services while 27% disagreed
with the statement and 13% we @tral. WO% and 10% agreed and strongly agreed with this

/4

statement. This shows that majority of spondghts{47%) did not recognize the role of the family
members or relatives towards making decis {eth%)r not to use mobile payment services
t@ssonf@ﬁcknowledged the role of family

in Kenya. The study also reveals that 40% o

members while making the decision.
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Table: 4.16: Social norm 3

I will use mobile payment if the service is widely used by people in

my community

Strongly Strongly

Disagree Disagree Neutral ~ Agree Agree Total
Frequency 88 101 40 142 113 484
Percent 18.2 20.9 8.3 29.3 23.3 100.0

The finding on the table (4.16 'w%ates that, 22% of the respondents strongly disagreed that they
seﬁi widely used by people in their community while 20%

would use mobile payment i &
disagreed with the statement ant 209 were)@yal. 48% of the respondent either agreed or strongly
agreed with this statement. This reve’a&l t the (@wnity in which people belong also influence

the decision whether to use mobile innovati@h as QU e payment services in Kenya.

N
RON
L

%
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Table: 4.17: Descriptive statistic of social norm on consumer behavior intention to use
mobile payment services

N Mean Std. Deviation ~ Sum
Valid Missing
Socialnorm1 484 0 2.60 1.253 1260
Socialnorm 2 484 0 2.82 1.308 1366
Socialnorm 3 484 0 3.19 1.460 1543

~0

The statistic table (4%mary of the findings shows that statement 1(norm1) had a mean of
(2.60) and a sum of (1260) \@atement 2 (norm 2) had a mean of (2.82) and a sum of (1366).

Statement three had a mey\of ‘9 and a sum of (1543) meaning that majority of the
respondents agreed that the% of@e payment service would be influenced by the
number of people using the service&zr coﬁrbty The results resonate with Chan & Chong

(2013) argument that though transaction ba {Ctld[ ay not be influenced by social norms,
perceived pressure from social networks suc e co ity and the peers may influence
aj

mobile application users to make a decision on w r not. The results are also
consistent with Zeng & Ma (2015) that social pressures from 5@ neighborhood and
relatives had a strong influence on the individual innovativeness which had @a positive effect

on the user intention.
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4.3.1.1 Social image
The constructs of measuring social image were adopted from Hwang (2009) and Venkatesh &

Davis (2000) where three constructs were used to measure social norm. the response were recorded
on a five —point likert scale ranging from 1- strongly disagree to 5- strongly agree. Table (4.18)
summarizes the results

Table: 4.18: Social image 1

People who use mobile payment services look more prestigious than

those who don’t

Strongly Strongly
disagree  Disagree  Neutral Agree agree Total
Frequency 484
140 117 61 105 61
Percent 28.9 24.2 12.6 21.7 12.6 100.0

o,y

The finding on the table (4.18) indicates that, 29% E‘@\ispﬁrﬁr&%ﬂongly disagreed that people

who use mobile payment services look more prestigious than those wk{)m’t while 24% disagreed
with the statement and 13% were neutral. Only 34% of the respondents éither agreed or strongly
agreed with this statement. This shows that majority of the respondents were of t;;@nion that using

mobile payment services in Kenya was not a source of prestige.
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Table: 4.19: Social image 2

People who use mobile payment services has a superior profile

strongly Strongly

Disagree  Disagree  Neutral Agree Agree Total
Frequency 135 150 76 89 34 484
Percent 27.9 31.0 15.7 18.4 7.0 100.0

=y
The finding on the table (4449) indicates that, 28% of the respondents strongly disagreed that people

who use mobile payment servic @ superior profile while 31% disagreed with the statement and
e

ﬁ?ﬂts either agreed or strongly agreed with this statement.

This shows that majority of t @on e ere of the opinion that people who used mobile

payment services exhibited no superi% in l@
Table: 4.20: Social Image 3 O: @;

Using mobile payment services is a status symbol in my locality

16% were neutral. Only 26%

Strongly Strongly

Disagree  Disagree  Neutral Agree Agree Total
Frequency 134 156 97 79 18 484
Percent 27.7 32.2 20.0 16.3 3.7 100.0

The finding on the table (4.20) indicates that, 60% of the respondents either strongly disagreed or
disagreed that using mobile payment services is a status symbol for the people in their locality while

20% were neutral. Only 20% of the respondents either agreed or strongly agreed with this statement.
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This means that majority of the respondents disagreed that people who used mobile payment services

exhibited any status symbol in their locality.

Table: 4.21: Descriptive statistic of social image on consumer behavior intention to use
mobile payment services

N Mean Std. Deviation Sum

]

Valid Missing

Social image 1 484 0 2.65 1.414 1282
Social image 2 484 0 2.46 1.264 1189
Social image 3 484 0 2.36 1.156 1143

The statistic table (4.21) sum@fw;ir@m that statement 1(imagel) had a mean of (2.65)
and a sum of (1282) while statemdsz imaé had a mean of (2.46) and a sum of (1189).
Statement three had a mean of (2.36 @a su@ (1143) meaning that majority of the

respondents disagreed that people who use n@ ay wvices look more prestigious than

those who don’t. These results are inconsistent wi@ﬂang% findings which stated that

social image is a crucial aspect of social influence which is import{%‘ﬁ distribution of new
products in the market. The results are also inconsistent with Lu et al. ) assertion that
during acceptance of new payment systems, consumers may experience a feel@f uncertainty
about the consequences of using the system and therefore may consult the opinion of other users

or copy their behavior.
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4.3.1.2 Perceived usefulness
The measurement of perceived usefulness were adopted from Chan & Chong (2013) where four

constructs were used to measure the variable. the responses were recorded on a five —point likert
scale ranging from 1- strongly disagree to 5- strongly agree. Table (4.22) summarizes the results

Table: 4.22: Perceived usefulness 1

Using mobile payment services enables me to pay more quickly for my

services

Strongly Strongly

disagree Disagree  neutral Agree Agree Total
Frequency 14 5 44 221 200 484
Percent 2.9 1.0 9.1 45.7 41.3 100.0
The finding on the table (4.22) indic'%&{y@)f the respondents either strongly disagreed or
disagreed that using mobile payment se nab@/ﬁem to pay more quickly while 9% were
neutral. 87% of the respondents either agreed o( @Mth this statement. This means that

majority of the respondents were of the opinion that®| e pa%ervices enabled them to pay

/)\
more quickly for their services. '
/<\
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Table: 4.23: Perceived usefulness 2

Using mobile

transactions

payment services make it easier for me to conduct

Strongly Strongly

Disagree Disagree  neutral Agree agree Total
Frequency 10 4 36 236 198 484
Percent 2.1 .8 7.4 48.8 40.9 100.0

. l/

The finding on the table (4. 23 s that, only 3% of the respondents either strongly disagreed or
disagreed that using mobile e }imakes it easier for them to conduct transactions while
8% were neutral. 89% of the r nts reed or strongly agreed with this statement. This
indicates that majority of the respond re | ent mobile payment services had made it

easier for them to conduct transactions in K

Table: 4.24: Perceived usefulness 3 i®
>N

I find that mobile payment services are more convenient than using other

payment methods

Strongly
Strongly disagree  Disagree  neutral Agree agree Total
Frequency 24 8 57 193 202 484
Percent 5.0 1.7 11.8 39.9 41.7 100.0
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The finding on the table (4.24) indicates that, only 7% of the respondents either strongly disagreed or
disagreed that mobile payment services were more convenient than using other payment methods
while 12% were neutral. 81% of the respondents either agreed or strongly agreed with this
statement. This means that majority of the respondents agreed that it was more convenient to use
mobile payment services than other traditional methods of payment.

4.25: Perceived usefulness 4

< Using mobile payment services enhances my effectiveness in my work
Strongly Strongly
disagree Disagree  neutral Agree Agree Total
Frequency 38 28 85 189 144 484
Percent 7.9 5.8 17.6 39.0 29.8 100.0
. % .
The finding on the table (4.25) indicates th %ﬁrespondents either strongly disagreed

or disagreed that using mobile payment services nced@ ffectiveness in their work while
18% were neutral. 68% of the respondents either agre j eed with this statement. This

shows that majority of the respondents were of the opinion that moblle{g;ﬂnt use enhanced their

effectiveness in their work. Q(\
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Table: 4.26: Descriptive statistic of perceived usefulness on consumer behavior intention to
use mobile payment services

N

Valid Missing Mean Std. Deviation  Sum
PU1 484 0 421 872 2040
PU2 484 0 4.26 .799 2060
PU3 484 0 4.12 1.018 1993
PU4 484 0 3.77 1.167 1825

v

The statistic table (4.26) su@ findings shows that statement 1(PU1) had a mean of (4.21)

and a sum of (2040) while ‘gtate (PU 2) had a mean of (4.26) and a sum of (2060).
Statement three (PU3) had a f (4%d a sum of (1993) while statement 4 (PU4) had a

mean of (3.77) and a sum of (182 @ng/ @ajority of the respondents agreed that using
en@ nduct transactions and also made it

th
mobile payment services made it easi r th
possible for them to pay for the services mO{ ly. @c consistent with previous studies

findings which reported that consumers found mob@%nent ices to be convenient, quick,

effective and easier to conduct transactions than the traditional metho%\ EChan & Chong, 2013;

O

Issa & Mamoun, 2013; Mardikyan et al., 2012; Wei et al., 2009).
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4.4 Intrinsic motivation factors

4.4.1 Perceived ease of use

The measurement of perceived ease of use were adopted from Chan & Chong (2013) where four
constructs were used to measure the variable. the response were recorded on a five —point likert
scale ranging from 1- strongly disagree to 5- strongly agree. Table (4.27) summarizes the results

Table: 4.27 Eeived ease of use 1

Learning mobile payment services is easy for me

strongly Strongly

Disagree Disagree Neutral ~ Agree Agree Total
Frequency 12 18 28 212 214 484
Percent 2.5 3.7 5.8 43.8 44.2 100.0

VO ’ /
ft

The finding on the table (4.27) indicates that, 0& }‘é@ondents either strongly disagreed or

disagreed that learning mobile payment services wou eEasyt hile 7% were neutral. 88%
of the respondent either agreed or strongly agreed with this statement. means that majority of

the respondents agreed that learning how to use mobile payment services would Uasy for them.

8
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Table: 4.28: Perceived ease of use 2

I would find it easy to use mobile payment services to do what I

wanted to do

Strongly Strongly

disagree  Disagree  Neutral Agree Agree Total
Frequency 8 18 12 258 188 484
Percent 1.7 3.7 25 53.3 38.8 100.0

L 4

The finding on the table (4.28% that, only 4% of the respondents either strongly disagreed or

disagreed that they would f| eas }Lnoblle payment services to do what they wanted to do

/4

while 3% were neutral. 93% /§n ither agreed or strongly agreed with this statement
reed t y would find it easy to use mobile payment

meaning that majority of the responde

services to do what they want to do. O( %
Table: 4.29: Perceived ease of use 3 O @:

It would be easy for me to become skilful at using mobile payment services

Strongly Strongly

Disagree Disagree  neutral Agree Agree Total
Frequency 12 24 35 249 164 484
Percent 2.5 5.0 7.2 514 33.9 100.0
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The finding on the table (4.29) indicates that, only 8% of the respondents either strongly disagreed or
disagreed that it would be easy for them to become skilful at using mobile payment services while
7% were neutral. 85% of the respondents either agreed or strongly agreed with this statement. This
means that majority of the respondents agreed that it was easy to gain skills on how to use mobile
payment services in Kenya.

Table: 4.30:PEOU4

D
I find mobile payment services easy to use
Strongly Strongly
Disagree Disagree  neutral Agree Agree Total
Frequency 8 16 21 209 230 484
Percent 1.7 3.3 4.3 43.2 47.5 100.0

D7 (/
The finding on the table (4.30) indicates tha@ S‘V@ﬁspondents either strongly disagreed or
disagreed that they find mobile payment service to u ile 4% were neutral. 92% of the
respondents either agreed or strongly agreed with th@t}ﬁmen @B means that majority of the

respondents acknowledged that mobile payment services in Kenya were 9&%%0 use.

O

109



Table: 4.31: Descriptive statistic of perceived ease of use on consumer behavior intention to
use mobile payment services

N

Valid Missing Mean Std. Deviation ~ Sum
PEOU1 484 0 4.24 .904 2050
PEQOU2 484 0 4.24 .809 2052
PEOU3 484 0 4.09 .909 1981
PEOU4 484 0 4.32 .837 2089

Y

The statistic table (4.31) sunﬁa_yfindings shows that statement 1(PEOUL) had a mean of (4.24)
and a sum of (2050) while state (PEOU 2) had a mean of (4.24) and a sum of (2052).
Statement three had a mean 0@ an(g}g; of (1981) while statement 4 had a mean of (4.32)
and a sum of (2089). This means jor& the respondents agreed that mobile payment
services are easy to use and easy to I€a hes@ s are consistent with Chan & Chong
(2013) findings which revealed that transact|< @ ed act@es were influenced by the degree
of effort that consumers were ready to apply while u@ ﬁco applications.

The study results also resonate with Zhou (2014) findings which r({agg that when consumers
perceive that mobile payment systems are difficult to use or have poor int e, they will not
expect a positive utility. The results are also consistent with Teoh et al. (20{$\results which
stated that when consumers perceive that e-payment systems are easy to use and consumer

friendly, it allows them to think that they are in control of the transaction process.
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4.4.1.2 Perceived enjoyment.
The measurement of perceived enjoyment were adopted from Chan & Chong (2013) where four

constructs were used to measure the variable. The response were recorded on a five —point likert
scale ranging from 1- strongly disagree to 5- strongly agree. Table (4.32) summarizes the results

Table: 4.32: PE1

Using mobile payment services is fun

Strongly Strongly

disagree Disagree  neutral Agree Agree Total
Frequency 31 56 118 177 102 484
Percent 6.4 11.6 24.4 36.6 21.1 100.0

G, 4,
The finding on the table (4.32) indi% c{y@% of the respondents either strongly disagreed
or disagreed that using mobile paymen @ces hile 24% were neutral. 58% of the
respondents either agreed or strongly agreed é@s sté@w This means that majority of the
respondents agreed that using mobile payment service@iun.’?\g\/
7y
@)
/8
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Table: 4.33:PE2

Using mobile payment services is pleasant

Strongly Strongly

Disagree Disagree  neutral Agree Agree Total
Frequency 18 34 99 213 120 484
Percent 3.7 7.0 20.5 44.0 24.8 100.0

o/
The finding on the table ( 'Fdicates that, only 11% of the respondents either strongly disagreed

or disagreed that using mobile ent services is pleasant while 23% were neutral. 67% of the

respondents either agreed %g }3{1 with this statement. It means that majority of the

f@ing rmﬁp)ayment services was pleasant.
Table: 4.34:PE3 %\ O

Using mobile payment services is enjoyable

respondents were of the opinion

Strongly Strongly

Disagree Disagree  neutral Agree agree Total
Frequency 16 30 122 201 115 484
Percent 3.3 6.2 25.2 41.5 23.8 100.0

The finding on the table (4.34) indicates that, only 10% of the respondents either strongly disagreed
or disagreed that using mobile payment services is enjoyable while 25% were neutral. 65% of the
respondents either agreed or strongly agreed. Majority of the respondents agreed that it was

enjoyable to use mobile payment services available in Kenya.
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Table: 4 .35: PE4

Using mobile payment services is exciting

Strongly Strongly
Disagree Disagree  neutral Agree Agree Total
Frequency 484
12 40 126 172 134
Percent 2.5 8.3 26.0 355 27.7 100.0

The finding on the table (4.35) r)( tes that, only 11% of the respondents either strongly disagreed

L 4

or disagreed that using mob

respondents either agreed or

agr

|th this statement. Majority of the respondents

}\ces is exciting while 26% were neutral. 63% of the

therefore agreed that using mobile pay )vrwc@llable in Kenya was fun.

Table: 4.36: Descriptive statistic of per

use mobile payment services

c@ease D}n consumer behavior intention to

N

Valid Missing Mean Std. Deviation  Sum
PE1 484 0 3.54 1.135 1715
PE2 484 0 3.79 1.013 1835
PE3 484 0 3.76 990 1821
PE4 484 0 3.78 1.021 1828

The statistic table (4.36) summary findings shows that statement 1(PE1) had a mean of (3.54)

and a sum of (1715) while statement 2 (PE 2) had a mean of (3.79) and a sum of (1835).

113



Statement three had a mean of (3.76) and a sum of (1821) while statement 4 had a mean of (3.78)
and a sum of (1828). This means that majority of the respondents agreed that mobile payment
services in Kenya were pleasant, exciting, enjoyable and fun to use. The results correspond with
Chan & Chong (2013) results which stated that transaction based activities were influenced by
how exciting and fun the services were to the consumer. The study results are also consistent
with Chin & Ahmad (2015) which stated that perceived enjoyment contributed 58% towards
consumer int to use mobile payment systems meaning that when the consumers think that

the system is enjo d fun to use they will be more ready to use the system.
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4.5 Consumer Behavior Intention towards mobile payment use
The measurement of consumer behavior intention were adopted from Zhou (2014) where three

constructs were used to measure the variable. The responses were recorded on a five —point likert
scale ranging from 1- strongly disagree to 5- strongly agree. Table (4.37) summarizes the results

Table: 4.37: Behaviour Intention 1

I intend to continue using mobile payment service in future

Strongly Strongly
disagree Disagree  neutral Agree agree Total
Frequency 484
8 10 56 255 155
Percent 1.7 2.1 11.6 52.7 32.0 100.0
- 7

The finding on the table (4.37) indicates t y B‘V@e respondents either strongly disagreed or

disagreed that they intended to continue using pa &\éervices in future while 14% were
neutral. 83% of the respondents either agreed or strong| ee is statement. This means that
majority of the respondents agreed that they intended to continue usir{ M payment services in
future. This is an important finding which corresponds with Zhou (2014) asser'@that due to high
cost of acquisition and low customer switching costs, mobile operators should vvd@o retain users

and also facilitate their continuance usage of the adopted technology.
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Table: 4.38: Behavior Intention 2

My intention is to continue using mobile payment services than use

any alternative means

Strongly Strongly

Disagree neutral Agree Agree Total
Frequency 14 14 260 196 484
Percent 2.9 2.9 53.7 40.5 100.0

i l/

The finding on the table (4. 38 es that, only 6% of the respondents either strongly disagreed or
were uncertain about Whethe 0 continue using mobile payment services rather than
use alternative means. 94% 0 on dd%,a reed or strongly agreed with this statement. This

reveals that majority of the respond )anov@ged that they would continue using mobile
payment services over other means.

2L
Table: 4.39: Behavior Intention 3 Oo_é\&—

Using mobile payment services is beneficial to me

Strongly Strongly
disagree Disagree neutral Agree agree Total A
\
Frequency 12 6 45 232 189 484
Percent 2.5 1.2 9.3 47.9 39.0 100.0

The finding on the table (4.39) indicates that, only 4% of the respondents either strongly disagreed or

disagreed that using mobile payment services is a pleasant experience while 9% were neutral. 87% of
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the respondents either agreed or strongly agreed with this statement. This indicates that majority of

the respondents agreed that using mobile payment services was beneficial to them.

Table: 4.40: Descriptive statistic of consumer behavior intention to use mobile payment
services

N Mean Std. Deviation  Sum
Valid Missing
BIl 484 0 4.29 782 2076
BI2 484 0 4.11 .810 1991
BI3 484 0 4.20 .848 2032

4
The statistic table summaryf)'\' sho% statement 1(BI1) had a mean of (4.29) and a sum
of (2076) while statement 2 (BI? me @1.11) and a sum of (1991). Statement three
(BI3) had a mean of (4.20) and a sum @32).'%7%%5 that majority of the respondents
acknowledged that using mobile payment segcevas ial to them, they had intention to
continue using mobile payment services in future@ ﬂen@&sﬁe other alternative means.
These results are consistent with Hwang (2009) and Zhou (2014/}%?jistated that retaining
users and facilitating their continued usage of the payment systems waOﬁportant for the

survival of mobile service providers. /<\
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4.6 Analysis of data using inferential statistics

This section presents the research findings from numerous statistical techniques which were
conducted to achieve reliable conclusion on the information gathered. Factor analyses, Reliability,

correlations and hypotheses testing through multiple linear regressions were applied.

4.6.1 Resultf of Factor analyses tests

Factor analysisried out to select questionnaire items with high factor loading of the research

constructs. Kaiser-Me Ikin measure of sampling adequacy which represents the ratio of the

squared correlation between %bles to the squared partial correlation between variable was carried

out. Principal component an Iys@fA) and latent roots (Eigen values) were carried out in this

study. The main use of princ@om n;h\ nalyses (CFA) includes; compare the ability of two

models to account for the same seQ ata; estéblishing the strength of a single factor model; testing
£

the significance of a specific factor loadipg; correlation or non correlation of a set of

I
factors, assess the convergent and discriminate validit t of measure and lastly testing the
relationship between two or more factor Ioading@@s st following criteria were used;
Factor loadings > 0.5; Eigen value > 1; communalities > kmd cr%&}é alpha > 0.7 and KMO>

0.5 on the findings presented on the next page k

The figure (4.1) below shows the procedure of factor analyses and PCA foIIoweQ(\

Reliability test .
Sample size (484) > Y ,| KMO test >0.5 Factor extraction > 0.5

Cron bach Alpha

Eigen value =1

>0.7

Factor Rotation Scree
Figure.4 1: Procedure for factor analyses and PCA

Source: (Field, 2013)
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4.6.3 Reliability test and sampling Adequacy Testing

In order to ensure that the study measurements are reliable and valid, reliability test using Cronbach
(a) test and KMO and Bartlett’s test were conducted. These two tests have been used to test validity
and reliability of the constructs measurement in similar previous studies as evidenced by; (Chan &
Chong, 2013; Teoh et al., 2014). According to Hair (1998) a Cronbach (a)) value of 0.7 is considered

acceptable i |aI science studies.

Table: 4.41: S%Idlty and reliability test

Cronbach’s Alpha ’v @ Alpha based on standardized | Number of items

/f_jtems
/

4'@3 60

consistent in test scores ranging fro if th e varlance to 1.00 if all the variances are

Cronbanch (o) according to (§O§l o@s d to estimate the proportion of variance that is

consistent. The Cronbach (o) test indicates t ﬁalue based on the standardized item is

(0.8563) suggesting that the items mcluded in iu 5.6% reliable or only 15% are
0 e ilit

unreliable. The items therefore satisfy the condition results are higher than 0.7

stipulated by Hair (1995) as acceptable. l

Based on Field (2013), a high value of Alpha is a self-evidence that the items measuring the
constructs have internal consistency and they are closely related as a group. Alpha consistency score
of a = 0.85 indicates that the study’s measuring scale items had a relatively high consistency and

therefore the results confirm the reliability of the measuring scale.
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Table: 4.42: Alpha (a) value of reliability test if item is deleted

Item code Cronbach (o) Alpha if the item
is deleted
Social norm 1 0.8548
Social norm 2 0.8655
Social norm 3 0.8651
/\
Social Imag&l/ 0.8588
\ PaN

Social image2 ~<{_J 0.8551
Social image 3 ! /p 0.8532

4
Perceived ease of use 1 < r/” 0.8525
Perceived ease of use 2 )\ "/:’ 468

L\ )N
Perceived ease of use 3 Q\ 0.845

O ',

Perceived ease of use 4

perceived usefulness 1

perceived usefulness 2

0. 8373\ O 6\(\

perceived usefulness 3 0.8473 \) F I’:S\
perceived usefulness 4 0.8402 '/
Perceived enjoyment 1 0.8457

Perceived enjoyment 2 0.8437

Perceived enjoyment 3 0.8423

Perceived enjoyment 4 0.8458

Behavior intention 1 0.8499

Behavior intention 2 0.8475

Behavior intention 3 0.8478
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Based on Field (2013), Cronbach Alpha if item deleted is an index that shows the drop in the sample
value if dispensing with the scale component was used to identify the items that reduced internal
consistency of the tool. Table (4.42) shows that deletion of any item could have resulted to an
insignificant increase of the overall scale by 0.85 and therefore, no item question was deleted from

the instruments included in this study.

4.6.4 KMO jrtlett’s Test

Based on the Field (2 é@(alser- Meyer-Olkin measure of sample adequacy (KMO) measures

sample adequacy while Barle@ﬁ Sphericity tests the null hypothesis that the correlation matrix

is an identity matrix. Table (4)43) s the Kaiser-Meyer- Olkin measure of sampling adequacy
and Bartlett’s Test of Sphericity, , valu)\ KMO test ranges between 0 and 1 where values close
to 1 show that patterns of correlatio Iatl ely mpact and factor analyses would yield reliable
factors. The results on the table (4.43) s t value was 0.827 which is well beyond
0.5.This means that the patterns of correlatlo @:om &qd the factor analyses would yield
reliable factors. A Bartlett’s Test of Sphericity sig to evels indicates that the null

hypothesis of an identity matrix should be rejected. This means that \/e/}rould proceed with factor

analyses. O
A

Table: 4.43: KMO and Bartlett's Test

Kaiser-Meyer-Olkin Bartlett's Test of Sphericity

Measure of Sampling

Adequacy. Approx. Chi-Square Df Sig.

827 5880.418 210 .000
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More over table (4.44) presents the communalities test result before and after extraction. The
principal component analyses assume that all variances before extraction have communalities equal
to one. According to Field (2013) communalities is the proportion of common variance within
variables or a proportion of variance explained by underlying factors.

Table: 4.44: Communalities

Initial Extraction
Mobile loan use 1.000 563
Mobile money 1.000 756
transfer use
Mobile banking 1.000 600
use
Mobile pay bill 1.000 200
use
NORM 1.000 625
NORM2 1.000 .697
NORMS3 1.000 .639
IMAGE1 1.000 713
IMAGE2 1.000 778
IMAGE3 1.000 .634
PEOU1 1.000 592
PEOU2 1.000 .698
PEOUS3 1.000 744
PEOU4 1.000 686 A\
PU1 1.000 746 \4)
PU2 1.000 .798
PU3 1.000 736 \S}
PU4 1.000 628 )\
PE1 1,000 762 }
PE2 1.000 770
PE3 1.000 .860 o
PE4 1.000 .783 /<\
PERC1 1.000 750
PERC2 1.000 .760
PERC3 1.000 718

Extraction Method: Principal Component Analysis.
Based on the table above, all the variables had a factor loading of < 0.5 meaning that no variable

or statement was extracted or deleted at this stage
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Table: 4.45: Total Variance Explained

Extraction Sums of Squared

Component Initial Eigenvalues Loadings
% of Cumulati % of Cumulati
Total Variance ve % Total Variance ve %
1 7.292 29.167 29.167 7.292 29.167 29.167
2 2.838 11.352 40.519 2.838 11.352 40.519
3 2.043 8.174 48.693 2.043 8.174 48.693
4 1.813 7.251 55.944 1.813 7.251 55.944
5 1.582 6.330 62.273 1.582 6.330 62.273
6 1.090 4.361 66.634 1.090 4.361 66.634
7 1.077 4.306 70.940 1.077 4.306 70.940
8 931 3.722 74.662
9 .868 3.471 78.134
10 .682 2.726 80.860
11 590 2.361 83.221
12 526 2.103 85.324
13 480 1.919 87.243
14 442 1.769 89.012
15 417 1.669 90.681
16 .356 1.422 92.103
17 .326 1.303 93.405
18 .303 1.210 94.616
19 .260 1.039 95.655
20 .238 .954 96.609
21 207 .829 97.438
22 203 .810 98.248
23 173 .690 98.938
24 159 .635 99.574
25 107 426  100.000 N
Extraction Method: Principal Component Analysis. U/<\

Table (4.45) indicates that there were only seven (7) factors with eigen values greater than 1. The %
of the variance column indicates the total variability accounted for by each of the summary factors.
Component 1 accounts for 29.167% of the variability in the 25 variables. Component 2 accounted for
11.352% of the variability in the 25 variables. Component 3 accounted for 8.174% of the variability
in the 25 variables. Component 4 accounted for 7.251% of the variability in the 25 variables.
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Component 5 accounted for 6.330% of the variability in the 25 variables while component 6
accounted for 4.361% of the variability in the 25 variables while component 7 accounted for 4.306%
of the variability in the 25 variables. The total variance explained show that seven factors explain
70% of the total variance. According to Hair (1995) total variance explained should be over 50%
meaning that the condition is satisfied. The scree plot for the items under the study constructs is

provided below and it shows that the slope of the curve levels out after 21%* components as indicated

on the diagrQ&qv.
A\

Scree Plot

8
g

6 9

4 4

29

0 L] L] L] L] L] L] L] L] L] L] L] L]
1 3 5 7 9 11 13 15 17 19 21 23 25

Component Number
R

The objective of the principal component analyses was to formulate the hypothesis to be tested in

Figure 4.2

this study. The scree plot shown above of eigen value and component numbers shows that the
factors fully leveled at 23" factor suggesting that approximately all the factors were contributing
significantly in this study. Despite the findings all the study factors were included in the final

regression model based on Hair (1995) suggestion that for any factor to be considered, it should
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explain about 5% of the overall variance. Based on the table (4.45) all the study factors were
important since they explained 5% of the total variance. More over Field (2013) stated that
principal component analyses does not provide enough evidence to conclude that a set of items
should be discarded because in some instances the results from this analyses may yield only one
factor despite the items having a correlation of 0.1 with each other. In addition he argued that the
three criteria (communality, factor extraction and principal component analyses) often provide
different ans d therefore communalities of the factors need to be considered as it represent

the common varian Id, 2013).
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Table: 4.46: Component Matrix (a)

Component
1 2 3 4 5 6 7
Mobile loan 224 449 482 _012 205 -.192 018
r'\r’]'gr?é'; 323 194 -.367 221 420 502 024
l';g‘r’li'l'neg 310 401 -.407 150 191 -.306 158
t';’i'ﬁb"e pay 346 261 430 212 396 252 251
NORM 263 364 363 353 140 _.159 -.349
NORM2 -.046 352 624 340 193 161 055
NORM3 012 414 601 -.037 138 292 024
IMAGE1 162 758 058 -.030 -.296 _.144 -.015
IMAGE2 252 712 -.082 039 -.362 -.148 215
IMAGE3 223 675 224 -.067 -.235 064 122
PEOU1 449 003 179 -.027 596 -.021 -.047
PEOU2 692 -.199 171 076 211 -317 007
PEOUS3 668 -.089 250 -.029 277 _.364 -.130
PEOU4 657 -.281 160 232 131 _174 220
PU1 664 -.306 151 243 -179 037 310
PU2 684 -.226 112 269 -179 058 308
PU3 657 -.206 004 261 -.363 211 133
PU4 745 040 069 197 -131 070 -.077
PE1 643 -116 213 484 -.021 234 004
PE2 712 063 -.034 _474 -.027 106 -.146
PE3 766 -.004 036 -513 004 -.036 084
PE4 666 082 -.030 _556 102 -.026 108
PERC1 640 -.196 -.190 257 -.219 021 -.389
PERC2 644 142 -.229 -.003 -.139 263 -.429
PERC3 695 -.084 -.238 226 -.189 -.075 -.282

Extraction Method: Principal Component Analysis.
a 7 components extracted.

The component matrix shows the factor loading for the variables. Based on the factor loadings, it can

be concluded that all the factors loaded strongly in the various components.
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4.7 Regression Analyses

To test the hypothesis proposed in the study, all the variables were selected and entered in SPSS in
order to determine the correlation with the dependent variable. A summary of multiple regression
analyses was carried out where the seven variables being tested were entered into the SPSS as
independent variable while the consumer behavior intention was entered as the dependent. This was
done to test@nﬂuence of these seven variables on the consumer behavior intention to use mobile
payment service @enya Secondly, simple regression was carried out to test the relationship
between the consumﬂ ior intention and the actual usage of the mobile payment services. In

both scenarios, any hypotheswfe& didn’t meet a 0.05 significant level was rejected.

4.7.1 Testing the model f @

In order to analyze the drivers i ci ng umer behavior intention to use mobile payment
services, a multiple regression anaIyS| ev endent variables was carried out. Table
(4.47) below shows the results of the Durbin- V\{ jUS ? for and model fitness results.

Table: 4.47: Model Summary (b)

Adjusted R Std. Error of

Model R R Square Square the Estimate Durbin-Watson

1 .663(a) 440 431 1.55738 2.050

a Predictors: (Constant), NORM, GENDER, EDUCAT, PE5, IMAGE4, PU5, PEOU5S

b Dependent Variable: Behavior intention

Durbin-Watson statistic, adjusted R? and F change was used to test the model fitness. Field (2013)
indicated that the regression model needs to meet the assumption that there is no serial correlation

problem among residuals. Thus, Durbin-Watson is a measure to test whether residuals are serial

127



correlated and its value is between zero and four. If it is close to zero, it means a positive serial
correlation, if it is close to two it means that there is no serial correlation problem (Field, 2013).
Thus, in this model the Durbin-Watson value is 2.050 which is between the two critical values

1.5<d<2.5 implies that there is no serial correlation among the residuals.

The coefficient of determination R? and adjusted R? are 0.440 and 0.431 respectively meaning that
43.1% of th ijon of consumer behavior intention to use mobile payment services was explained

by the six indepe variables. R? value ranges from zero and one, the closer the value is to one,

the better “fit” the modg%

Table: 4.48: ANOVA (b) /1_/
4/

Model Sum of Squares Df Mean Square F Sig.
1 Regressio
905.740 7 129.391 53.348 .000(a)
n
Residual 1154.500 476 2.425
Total 2060.240 483

a Predictors: (Constant), social norm, Gender, Educati-&a?F-}; sﬁ@ngem, PU5, PEOUS

b Dependent Variable: Behavior intention to use mobile payment servi{?\ %

The results of the significant test of regression model F value of 53.348 and s@s 0.000 indicates
that the model has a significant statistic and it indicates the “goodness” of fit of the’r&el. According
to (Field, 2013), for the model to have significant statistic meaning, the F change value should be

greater than 10

128



Table: 4.49: Coefficients

Unstandardized Standardized
Model Coefficients Coefficients T Sig.
B Std. Error Beta
1 (Constant) 1.821 631 2.885 .004
Social image .006 .023 .010 261 794
PEOU 181 .032 234 5.617 .000***
PU 299 .032 370 9.395 .000***
PE 123 024 218 5.042 .000***
Gender .099 144 024 .686 493
Education 234 .073 A11 3.197 .001%**
Social norm .076 .060 .046 1.257 .209

a Dependent Variable: Behavior inteﬁt@se O
Sig * P=0.01 significance ** P = Oi@{ﬂifi%P =0.001

The standard coefficients show that customer soci@@%& ?@;andard coefficient of (0.010) and
(0234 )

a significant value of (0.794) ; perceived ease of use @gniﬁcam value of (0.000) ;
perceived usefulness B (0.370) and a significant value of (0.000) ; gender5 (.024) and a significance
value of (0.493); education level B (0.111) and a significance value of (0.000) ‘@ social norm had
B (0.046) and a significance value of (0.209). This means that at a significance value of (0.05);

perceived usefulness, perceived ease of use, education level and perceived enjoyment were all

significant while social norm, social image and gender were not significant.
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Summary of the multiple regression analyses

Table: 4.50: Model Summary

Adjusted R Std. Error of the
Model R R Square Square Estimate

1 582(a) 339 334 1.68589

a Predictors: (Constant), Education, Gender, Extrinsic, Intrinsic

The coefﬁuQ@etermmatlon R? and adjusted R? are 0.339 and 0.334 respectively meaning that
33.4% of the varla behavior intention towards consumer mobile payment use was explained
by the four mdependent@ébles showing that the regression model’s good explanation ability and
fitting effect is significant. R gw ranges from zero and one, the closer the value is to one, the

better “fit” the model is.

Table: 451: ANOVA 6\04 ,3:/

Sum of Mean
Model Squares df Square F Sig.
1 Eﬁgress' 698.822 4 174705 61468  .000(a)
Residual 1361.418 479 2.842
Total 2060.240 483

Predictors: (Constant), Education, Gender, Extrinsic, Infrinsic \)/
Dependent Variable: consumer intention )\

The results of the significant test of regression model F value of 61.468 arid skds 0.000 indicates

that the model has a significant statistic meaning and it indicates the “goodness” d@of the model.
According to Field (2008), for the model to have significant statistic meaning, the F change value

should be greater than 10
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Table: 4.52: Coefficients

Un standardized Standardized
Model Coefficients Coefficients t Sig.
B Std. Error Beta
1 (Constant) 4.313 .608 7.093 .000***
Extrinsic .046 .013 137 3.539 .000***
Intrinsic .196 .015 522 13.399 .000***
Gender - 020 155 -.005 -.132 .895
Education .079 137 3.677 .000***

a Dependent Varlab%:yn umer intention

g*** P =0.001 ** ;@05 *P=0.01
The standard coefficients showfthat extrinsic motivation has a standard coefficient of (0.137) and a
significant value of (0.00) ; mtr@hotlvatlon B (0.522 ) and a significant value of (0.000) ;
Gender p (-0.005) and a 3|@kant %of (0.895) while education level B (0.137) and a

significance value of (0.00). ThIS hat significance value of (0.05); extrinsic motivation,
|c

We gender was not significant.
<<\
NoS R
)y

intrinsic motivation and education were

O
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Table: 4.53: Testing the gender difference between various mobile payment services offered
in Kenya

Levene's Test for Equality

of VVariances

F Sig. t Df Sig. (2-tailed)
Mobile loan 150 .698 -.002 482 998
-.002 477.342 .998
Mobile money 6.906 .009 1.500 482 134
1.514 480.992 131
Mobile banking 232 .631 -2.238 482 .026
-2.247 480.968 .025
Mobile pay bill 1.029 311 -3.664 482 .000
-3.651 467.457 .000

The independent table shows that there was 5|gn|f|c $\|S~gender on the use of mobile
payment services such as mobile banking with a S|gn|f|cant value / ) and mobile pay bill
significant value of (0.00). This means that more female consumers were usin@bile banking and

mobile pay bill services than men. /<\
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Table: 4.54: Testing the difference between genders in drivers influencing consumer
behavior intention to use mobile payment services

Levene's Test for Equality

of VVariances

F Sig. t Df Sig. (2-tailed)
Social Image 1.214 271 -.622 482 534
-.619 463.251 536
PEOU 7.816 .005 - 725 482 469
- 732 480.016 464
PU 2.214 137 1.482 482 139
1.472 457.150 142
PE .019 .890 -2.616 482 .009
-2.631 481.893 .009
Bl 2.380 124 -.820 482 412
-.811 437.797 418
Social norm 873 351 -1.058 482 291
-1.057 473.560 291
KoY

Using an independent T sample test table (4.49) shows the results of test conducted to determine
whether there exist any significant gender differences in the drivers influencing consumer behavior
intention to use mobile payment services in Kenya. Based on the results, it can be concluded that a
significant difference was only observed in perceived enjoyment (PE) which was significant (0.009)

at p-level of 0.05.
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4.8 Consumer behavior intention and actual mobile payment use in Kenya
The section below explains the hypotheses that was formulated to determine the influence of

consumer intention and actual mobile payment use in Kenya. Hypothesis (H8a) “consumer behavior

intention has a positive and significant influence on the actual use of mobile payment services in

Kenya” was analyzed. Thus the rejection or acceptance of this hypothesis is based on the results of

the hypotheses test:

Table: 4.5 eEficients

Unstandardized

Standardized

Model Coefficients Coefficients t Sig.
—
B Std. Error Beta
1 (Constant) 4.611 1.004 4.593 .000
Behavior 598 079 327 7.601 .000
intention
a Dependent Variable: Mobil ent actual use

Table (4.50) illustrates that the stan

e /@‘ mobile payment use is 0.327 and the

significant levels are (0.00). This means nsu@hawor intention and actual mobile

payment use are positively and significantly (§
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4.9 Analyses of the results
This section analyses the hypotheses that were tested using multiple linear regression. In other words,

it analyses those hypotheses that were formulated to test the relationship between multiple
independent variables and the dependent variable (behavior Intention) with the following model:
Behavior intention to use = f (Gender, Education, social norm, social image, perceived ease of use,
perceived usefulness, perceived enjoyment).

H1: Social r@ significantly influence behavior intention to use mobile payment services in Kenya.
The standardi2(§®icient of social norms is B = 0.046 and related probability sig is (0.207). It
seems that social nor’m% consumer intention towards mobile payment use are not significantly
correlated. The empirical re oes not support the alternative hypothesis that social norms
significantly influence behavior i@ﬁ towards mobile payment use by Kenya’s consumers and is
thus rejected. Hence the nuIIZ@besis hieh states that social norm does not significantly influence
behavior intention towards mobiIeQ ent us s accepted.

1 (//k

These results are consistent with Chan & Chcop((zow%%ﬂa s which stated that social influence
such as social norm has a significant influence o of& erce activities such as content
delivery and entertainment activities and does not significantly i yf;\transaction and location
based activities. As mobile payment service is m-commerce transaction acti#ty, this study finding is
therefore consistent with these results. The finding is also inconsistent with th@&@ from a study
carried out by Wei et al., (2009) which revealed that social influence had a positive influence on
consumer intention to adopt and use m-commerce applications especially to the consumer below the
age of thirty (30). Moreover, the results are also inconsistent with Dickinger, Arami, & Meyer,
(2007) study which found out that social norms are important antecedents for the adoption of

technology with network externalities and Teo & Lee (2010) findings which concluded that

subjective norm was a significant predictor of behavior intention to use technology. Despite the
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insignificant relationship social norm has a positive standard coefficient which means that it remains
an important factor all together and this is supported by descriptive statistics which revealed that
although the respondents disagreed that family/ relatives and close friends didn’t have a lot of
influence on their decision of whether to use or not to use mobile payment services, 48% of the
respondents agreed that they would use mobile payment service if it is used by the people in their
communities.

H2: Social i ignificantly influence behavior intention to use mobile payment services in Kenya.
The standardized cient of business size is B = 0.010 and related probability sig is (0.794). The
results reveal that socia We and consumer intention towards use of m-payment services are not
significantly correlated. The’eﬁy’rical result does not support the alternative hypothesis which
intimated that social |mage igni influence consumer behavior intention to use mobile
payment in Kenya and is thus ejg;§i null hypothesis which states that social image does

not significantly influence consumer. d( @1 to use mobile payment services is accepted.
vea

This result is inconsistent with findings social influence variables such as social

image and social norm had the highest mflue Othe &Qn to use mobile payment services
(Chong, 2014). ’9

H3: Gender significantly influence consumer behavior mtentlon to us(ﬁblle payment services in
Kenya

The standardized coefficient of gender is f= (0.024) and related probability sig is(0%498). The results
reveal that gender does not significantly influence consumer behavior intention to use mobile
payment services are not significantly correlated at (0.05) level of significance. The empirical result
does not support the alternative hypothesis that genders significantly influence consumer behavior
intention to use mobile payment use Kenya and is thus rejected. The results resonate with Chan &
Chong (2013) findings which stated that gender has no influence on the all the m-commerce usage

activities (transactional , location based, entertainment and content delivery) tested in the study. The
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results also resonates with Mardikyan, Besiroglu, & Uzmaya (2012) findings which stated that
gender did not influence consumer behavior intention to use 3G technology applications. However
when an independent T test was used to test whether gender difference existed on the drivers
influencing consumer behavior intention on mobile payment use, the results showed a significant
difference in perceived enjoyment existed with significance of (0.009) meaning that Perceived
enjoyment had a much higher influence on women behavior intention to use mobile payment
services tha This is consistent with Cabanillas (2014) findings which revealed that some
drivers of mobile @ent use were different in male and female. The results also showed that there
was no differences in I@oconsumer behavior intention to use mobile payment services results
that are consistent with Mardf@et al. (2012) findings which revealed that there was no significant

difference in the behavior inte){on ’%SG technologies among gender.

H4: Education level significan encedehavior attitude towards mobile payment use
The standardized coefficient of educdti leV61(s (0.111) and related probability sig is (0.001).

The results reveal that education Ieve%nsur@avioral intention to use of m-payment

services are significantly correlated at (0.05) IQ igni . The empirical result does support

the alternative hypothesis that education level does @ ni f% influence consumer behavior
intention to use to mobile payment use in Kenya and is thus accepe{ nce the null hypothesis
which states that education level does not significantly influence consumer‘{g jor intention to use
mobile payment is rejected. This result is consistent with previous study findin@@han & Chong
(2013) which stated education level had a significant positive relationship with activities such as
transaction and location based services. The results also resonate with Chinn & Fairlie (2006)

findings which found out that people with higher educational level are more likely to use internet

applications.
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H5: perceived ease of use significantly influences consumer behavior intention to use mobile
payment services in Kenya.

The standardized coefficient of business size is (0.234) and related probability sig is (0.000). The
results reveal that perceived ease of use and consumer behavior intention to use mobile payment
services are significantly correlated at (0.05) level of significance. The empirical result supports the
alternative hypothesis that perceived ease of use significantly influences consumer behavior intention
to use mobi ent in Kenya and is thus accepted. Hence the null hypothesis which states that
perceived ease 0 @does not significantly influence consumer behavior intention to use mobile
payment is rejected. T s/%anates with previous studies (Trivedi & Sunil, 2014, Chan & Chong,
2013; Hwang, 2009; Pousttch@edemann, 2014; Wei et al., 2009) which indicated a positive and
significant influence of pewed ‘?of use to the attitude/ intention or perception towards
consumer usage of mobile p ser The results also resonate with (Teoh et al., 2014)

Perceived ease of use significantly infl

finding on the factors affecting con er to use E-payment which also concluded that
%ons rception to use e-payment systems. The

study also reveals that there is no significant d e oflp’ ived ease of use influence on both
genders results consistent with Cabanillas (2014) f|n h| kg that perceived ease of use
influenced the consumer intention to use mobile payment services in ders.

H6: perceived usefulness significantly influence consumer behavior intentién to fe mobile payment

services in Kenya. /<\

The standardized coefficient of perceived usefulness is (0.370) and related probability sig is
(0.000). The results reveal that perceived usefulness and consumer behavior intention to use
mobile payment services are significantly correlated at (0.05) level of significance. The empirical
result therefore supports the alternative hypothesis that perceived usefulness significantly

influence consumer behavior intention to use mobile payment in Kenya and is thus accepted.
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Hence the null hypothesis which states that perceived usefulness does not significantly influence
consumer behavior intention to use mobile payment services is rejected. This is consistent with
previous studies findings by Trivedi & Sunil (2014) and Chan & Chong (2013) which revealed
that perceived usefulness had a significant influence on m- commerce usage in transaction,
content delivery and entertainment activities. The study is also consistent with Pousttchi &
Wiedemann, (2014) and Wei et al. (2009) findings which showed that perceived usefulness had
a significant on intention to use mobile payments procedures. The study also found out
that there was n ificant difference between perceived usefulness (PU) influences on
consumer behavior interﬁ(a ong genders. This finding is supported by Cabanillas (2014) and
%Significam difference.

Mardikyan et al. (2012) who f

H7: perceived enjoyment sigpffi ntlfﬂ%e consumer behavior intention to use mobile payment

c
services in Kenya. O /37

The standardized coefficient of perceived /e joyn%m) and related probability sig is (0.000).

g@wior intention to use mobile payment

services in Kenya are significantly correlated at @ : Iev@‘ ignificance. The empirical result

The results reveal that perceived enjoyment@ nsu

support the alternative hypothesis that perceived e J(#ment @I antly influence consumer
behavior intention to use mobile payment services in Kenya and is thg\ ygpted. Hence the null
hypothesis which states that perceived enjoyment does not significantly influennsumer behavior
intention to use mobile payment services is rejected. This finding resonates with previous studies
results such as Chan & Chong (2013) which revealed that motivation variables such as perceived
enjoyment played a crucial role in user engagement with m-commerce activities. Dickinger, Arami,
& Meyer (2007) also revealed that perceived enjoyment is an important antecedents for the adoption

of technologies with network externalities.
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H8: behavior intention to use mobile payment services positively influences actual use of mobile
payment services in Kenya.

The standardized coefficient of perceived enjoyment (0.327) and related probability sig is
(0.000). The results reveal that behavior intention and actual consumer use of mobile payment
services in Kenya are significantly correlated at (0.05) level of significance. The empirical result
support the alternative hypothesis that behavior intention to use mobile payment services
positively in @&s actual use of mobile payment services in Kenya and is thus accepted. This
is consistent with j s research findings by (Faziharudean & Li-Ly, 2011; Issa & Mamoun,
2013; Mardikyan et aI 2: Venkatesh & Davis, 2000; Zhou, 2014) which concluded that

behavior intention was a stron j p/ ictor of actual technology use.

Consumer behavior mtentlor§@ mob@yment services = 1.821 + 0.076X1 +0.006X2 +
0.024X3 + 0.099X3 +0.234X4 + 0.18 90 0.123X7

Where; X1 = social norm, X2= social image} gend /ﬁ education level
X5= perceived ease of use, X6 = perceived useful @ X7= %d enjoyment
Actual mobile payment use = 4.611 + 0.598X1 G} \S\/
Where; X1 = behavior intention )\k
O
/8
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Based on the study, four hypotheses are supported according to the findings. Table 4.56 below shows
a summary of hypothesis testing and decisions.

Table: 4.56: Results of the hypothesis tested

Hypothesis | Description Beta p-value | Siglevel | Results

H1 Social norm significantly | 0.046 | 0.209 0.05 Not supported
influence consumer behavior
intention to use mobile payment
services in Kenya

H2 ﬁ{)cial image significantly | 0.010 | 0.794 0.05 Not Supported

<igfluence consumer behavior
i to use mobile payment
servCeslin Kenya

consume vior intention to
use mobile ¥payment services in
Kenya.

H3 Gende gzlflcantly influences | 0.024 | 0.493 0.05 Not Supported

H4 Education 5|gn|f|c%nﬂuences 0.111 | 0.009 0.05 Supported

consumer beh ion to
use mobile nt }\m
Kenya.

H5 Perceived ease 0 u&e (PE@W»O.ZM 0.000 0.05 Supported
significantly influenc sum/

behavior intention to bile OA

payment services in Kenya.¥ /7

H6 Perceived  usefulness R, o.3ﬂi/looo 0.05 Supported
significantly influence consum

behavior intention to use mobile O(\
N

payment services in Kenya

)
H7 Perceived enjoyment significantly | 0.218 J-0.00" () 0,05 Supported
influence consumer behavior /

intention to use mobile payment )\%

services in Kenya

H8 Behavior intention has a positive | 0.327 | 0.00 0.05 b pported
influence on actual mobile {{
payment use in Kenya

A N
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4.10 Discussions
The primary objective of this study was to investigate drivers influencing consumer intention and use

of mobile payment services in Kenya. By adopting the unified theory of acceptance and use of
technology, the study tested both intrinsic and extrinsic motivation factors together with demographic
factors. Intrinsic motivation factors studied included; perceived ease of use (PEOU) and perceived
enjoyment (PE) while the extrinsic motivation factors studied included; social influence (social norm

and image) &rceived usefulness (PU). Demographic factors studied included gender and

O

4.10.1 Descriptive sté@ﬁcs
Descriptive statistics showe 89% of the respondents were between the age of 20 year and 40

education level.

years and only 11% of the res on@/ere beyond the age of 40 years. 62% of the respondents had
either attained college or umv@y edSca' while 64% of the respondents were single and 36%

were married. This shows that w@sy/of t /léspondents were either young, single and educated

consumers which is consistent with prevd( die ings as evidenced by (Chan & Chong, 2013,

Mardikyan et al., 2012; Trivedi & Sunil, 2014)( /L
o<
QI

MPESA was the most widely used mobile payment servi&vith 96& e respondents indicating
that it was the service of choice. This is consistent with recent statistics (CA‘(, 2015) which showed
that MPESA controlled the largest market share of mobile payment service nya’s mobile
industry. Mobile money transfer was the most widely used mobile payment service with 97% of the
respondents indicating that they had at one time used the service. The usage of mobile pay bill
services was also in an upward trend with 84% of the respondent indicating that they had at one time
used mobile pay bill service. Mobile banking and mobile loan application services had the lowest

usage with only 55% and 36% of the respondents acknowledging that they had used the services
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respectively. These results are consistent with the previous study carried out by Njuguna, Ritho, &

Olweny (2012) that showed that e-banking was still at the infancy stage of development.

4.10.2 Motivation factors
The study tested both intrinsic and extrinsic motivation factors. Two extrinsic motivation factors

which included social influence and perceived usefulness (PU) were tested in this study. The
following section discusses the results and findings.

Social influQ@ consumer behavior intention to use mobile payment services

Based on the resul@ri d from the study social influence was represented by two indicators (social
norm and social imaj/%e two indicators were found to have no significant influence on the
consumer behavior intention@e mobile payment services in Kenya. The first hypothesis (H1)
which tested the relationship tw%ial norms and consumer behavior intention to use mobile

payment services showed that @t@s na@’significant influence between social norms and consumer

intention to use mobile payment servi @ / O

The second hypothesis (H2) tested the influen OociaA/ on the consumer intention to use
mobile payment services and the results revealed that@j’no o significant influence. This
means that social influence has no significant influence on consumer in{}}m to use mobile payment
services in Kenya. The results are consistent with Chan & Chong (ZO&) y results which
showed that social factors did not influence the use of mobile commerce aﬂ@ies that were
transaction based in Malaysia. The results are inconsistent with Issa & Mamoun (2013) and

Mardikyan et al. (2012) studies which showed that social influence had a strong and positive

influence on the behavior intentions to accept and use m-commerce in Jordan and Turkey.
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Perceived usefulness and consumer behavior intention to use mobile payment services

In the study, hypothesis seven (H6) tested the influence of perceived usefulness on consumer
behavior intention to use mobile payment services in Kenya. The study results revealed that perceive
usefulness (PU) had the strongest influence on consumer behavior intention to use mobile payment
services in Kenya. This is consistent with prior studies (Alkhunaizan & Love, 2013; Chan & Chong,
2013; Issa & Mamoun, 2013; Teoh et al., 2014; Wei et al., 2009) which showed that perceived

usefulness ( a positive influence and significant influence on the behavior intention to use

m-commerce app ns.

Vv

Intrinsic motivation and rﬁim)r behavior intention to use mobile payment services

Two intrinsic motivation factoss; p | ease of use (PEOU) and perceived enjoyment (PE) were
tested. The fifth hypothesis (%d th)\ uence of perceived ease of use (PEOU) on consumer
behavior intention to use mobile payt%pt s§, Kenya The results revealed that there was a
strong significant influence between pe%ase (PEOU) on consumer behavior intention

rior studies results undertaken by

to use mobile payment services. These results 4 @lste
(A Dickinger et al., 2007; Issa & Mamoun, 2013; Te 1., these studies perceived ease
of use (PEOU) was found to have a positive and significant influef{}m consumer perception,
behavior intention and intention to use m-commerce applications. The r&lt re also consistent
with Zeng & Ma (2015) and Chan & Chong (2013) findings that showed that%nﬂuenced the
usage of all the four m-commerce activities (transaction, entertainment, location based and content

delivery) tested in the study.

Perceived enjoyment and consumer behavior intention to use mobile payment services
Hypothesis six (H7) tested the influence of perceived enjoyment on consumer behavior intention to

use mobile payment services in Kenya. The results revealed that perceived enjoyment had a strong
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influence on the consumer intention to use mobile payment services in Kenya. This resonate with
studies carried out by ( Dickinger et al., 2007; Chan & Chong, 2013) which stated that perceived
enjoyment was an important driver influencing m-commerce applications adoption and use. In
particular Chan & Chong (2013) study showed that perceived enjoyment influenced the usage of all
m-commerce activities tested in the study. The results are also consistent with Chemingui & lallouna

(2013) findings which stated that perceived enjoyment had a positive and significant impact on the

use of mobi ing services in Tunisia.
Demographic factor%sumer behavior intention to use mobile payment services

Based on the results derived M)%)be study, two demographic variables (education level and gender)

were tested to determine th%f@?n consumer behavior intention to use of mobile payment

services in Kenya. Hypothesis wg\ tested gender influence on consumer intention to use

of mobile payment revealed th dlrect and significant influence on consumer
intention to use mobile payment in K ThIS S|stent with Issa & Mamoun (2013) and
(Alkhunaizan & Love (2013) which stated der ot significant influence behavior

intention towards m-commerce use. The result are with Chan & Chong (2013)
ﬁe usage o b/)nmerce activities such as

(transaction, content delivery, entertainment and location based services). The researcher also found

findings which showed that gender had no influence on t

out that there was no significance difference in consumer behavior intention to v@bile payment
services among genders but there was a significant difference in factors influencing consumer
behavior intention such as perceived enjoyment (PE).This is consistent with Mardikyan et al. (2012)

and Cabanillas (2014) results.

Hypothesis four (H4) tested the influence of education level on consumer behavior intention to use

mobile payment services in Kenya. The results revealed that there was significant influence of
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education level on consumer behavior intention to use mobile payment in Kenya. This result
resonate with Chan & Chong (2013) when education level is tested in a direct relationship but are
inconsistent with (Alkhunaizan & Love, 2013; Issa & Mamoun, 2013) when education level is tested

as a moderating variable.

Hypothesis eight (H8) tested the relationship between behavior intention and actual use of mobile
payment ser he results revealed that there was a significant and positive relationship between
mobile consumer @vior intention and actual usage of mobile payment services in Kenya. The

results are consistent inous studies findings such as (Ajzen, 1991; Issa & Mamoun, 2013;

Venkatesh & Davis, 2000). ¢ i /

4.11 Summary of the c)\l@ ‘V)\
q&jﬂo

The results of the data gathered the fonnaire have assisted the researcher in reaching
certain conclusions on the formulated esesé)( gh these results, the researcher discovered
that perceived usefulness, perceived ease of erceivo.d/ ﬁ'wyment and education level positively
influence consumer intention to use mobile pay vi<§ nya while social influence and
gender have no significant influence. The researcher alsolftfund perceived enjoyment had
more influence on consumer behavior intention among women than men. %
O

The following chapter provides a comprehensive discussion of conclusion drawn fr/oﬁ\these findings.
Moreover, recommendations and managerial implications on aspect of mobile payment usage and the
drivers are discussed. Lastly, the chapter ends by highlighting limitations of this study as well as

suggesting areas of further research.
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CHAPTER FIVE

Summary, Recommendations and Conclusion

5.0 Introduction
This chapter presents a summary of the study, conclusions, and recommendations. Section 5.2

summarizes@study findings, section 5.3 draws conclusions from the findings, and section 5.4

presents the rec%dations.
5.1 Summary of%flfindings

v/

This study investigated dri@s inf ing the consumer intention and use of mobile payment
service in Kenya. The varia§ t wegeincluded in this study were; Extrinsic motivation
variable (social influence and per@)vjsef/u@, intrinsic motivation variables (perceived
ease of use and perceived enjoyment and c@gaph' ors (gender and educational level).
O &

The indicators that were used in the study include; Q}Lﬂh&@@ norms, perceived ease of
use (PEOU), perceived enjoyment, perceived usefulness (PU), gendega\jd,education level. The
study also examined the relationship between behavior intention and acbile payment
services use. This chapter summarizes the findings of the study and makes conclusions upon
which recommendations are drawn. Manager’s implications together with suggestions for
further study are also included in this chapter. The study pursued four objectives and eight
hypotheses upon which the conclusions were drawn. Descriptive statistics established that 89%
of the people who visited the customer care centers owned by mobile services providers in
Kenya were between the age of 20 and 40 years and 11% were beyond the age of 40 years. The
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respondent surveyed had subscribed to at least one  mobile payment services offered in the
Kenyan market with 90% of the respondents stating that they had subscribed to MPESA a
mobile payment service owned by Safaricom while 10% of the subscribers used other mobile
payment services available in the market. This means that there is one dominant firm offering
mobile payment services in Kenya controlling the largest share of the market while the rest of the
firms controlled a small market share in this segment. The ratio of males and females who
participatedé&study was approximately equal with 52% of female and 48% of male being
part of the particip his means that there was no gender bias while conducting this study and
as much number of mendﬂ/ogn was using the mobile payment services in Kenya.
/
The study revealed that 62% ondents in this study were college and university
graduates while 31% had a§(@ ation and 7% had attained primary education
qualification. This means that as t/§/ |ed out mainly in the urban centers, the
respondents were either students or people m( yr studies.
<
G P

Mobile money transfer services was the most widely mobﬁegyy}\ent service with a mean
of (3.99) followed by mobile pay bill services which had a mean of ) while mobile loan
applications with a mean of (2.14) and mobile banking services with a mea@ 76) were still
lowly used by consumers in Kenya at the infancy stage in usage. This means that firms operating
the mobile loan applications and mobile banking services need to look for new methods of
creating awareness on the benefit of using these services to their consumers and also create

awareness of their availability. This also means that the respondent awareness about mobile

money transfer and mobile pay bill is high and in addition has enough information about these
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products. Independent T statistic results showed that a significance difference in the usage both
mobile banking and mobile pay bill services was observed meaning that more female than male

were using mobile banking and mobile pay bill services in Kenya.

Determine the influence of extrinsic motivation factors on mobile payment

services use in Kenya.
In the first ctive, the aim of the study was to investigate the influence of extrinsic factors

such as social %as well as social image and perceived usefulness on consumer behavior

intention to use mob ﬁent services use in Kenya.

@

First, the participant’s re@s )ﬂalyzed using descriptive statistics and then two

5.1.1 Social influence

hypotheses which included soci @an ;Clal image were tested using multiple regression

analyses. On the social norm, base tatlstlcs the researcher found out that
majority of the respondents did not acknowlég at f and family members’ suggestions
and recommendation influenced their decision to Obl e@ment services but majority of

the respondents were in agreement that they would be i fluenced@)goblle payment services
by people from their community. This has an implication that cultural f togay have a strong
influence on mobile payment use in Kenya. The hypothesis testing on the m@\ence of social
norm on consumer behavior intention to use mobile payment services results showed that social
norm had no significant influence on overall consumer behavior intention to use M-payment
services. This means that consumers in Kenya were not influenced by either relatives or friends
to use mobile payment services probably because there was only one dominant operator in this

market and also majority of the users lacked other efficient mode of money transfer services in
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the market comparable to the services being offered by the mobile operators. In addition social
norm may not be an important factor when it comes to the post-adoption stage of the adoption

process.

On social image, based on the descriptive statistics majority of the participants did not support
that using mohile payment services was a status symbol/ prestigious or improve on their profile.
The second h sis tested the influence of social image on the consumer behavior intention to
use mobile payme ices in Kenya. The results showed that social image had no significant
influence on the consur@ﬁe avior intention to use mobile payment services in Kenya. This

may probably be due to the hi ny@of usage achieved in the country which makes it more of a

necessity rather than a pres%mﬂ S)Qerior profile service.

5.1.2  Perceived usefulness /s/ &/O

Hypothesis five (H5) investigates the inf@ee of ;( ed usefulness on consumer behavior
intention to use mobile payment services in . D@ ive statistics showed that the
respondents agreed that using mobile payment serwcg‘—was q@;\nvenient, effective and
easier method of conducting transactions. Hypothesis five results r led that perceived
usefulness (PU) had a positive and the strongest significant influence on th@;{{mer behavior
intention to use mobile payment service in Kenya. This finding suggests that if m-payment
services are to be accepted and used, the user should perceive them as quick, useful and

convenient method of conducting transactions compared to the traditional payment systems.
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5.2 Determine the influence of intrinsic motivation factors on mobile
payment services use in Kenya.

In the second objective, the aim of the study was to investigate the influence of intrinsic
motivation variable (perceived ease of use and perceived enjoyment) on consumer behavior
intention to use mobile payment services in Kenya. First, the participant’s response was analyzed
using descr'@e statistics and then two hypotheses which included perceived ease of use
(PEOU) and %d enjoyment were tested using multiple regression analyses. For the
perceived ease of use'y U), the descriptive statistics showed that majority of the respondents
agreed that learning how tvf& mobile payment services, acquiring skills on using mobile
payment and over all use of ob'/ ment services was easy.
&7

The six hypothesis (H6) results@yg;)ut perceived ease of use (PEOU) had a significant
influence on consumer behavior intentiﬂ/ se I/>ayment services in Kenya and had the
second strongest influence amongst all th4© fa sted. This suggests that mobile
operators and any other firm that has developed or @ ed ing a mobile payment service
must design an application that is easy to use, easy to learn an/y%« friendly as consumer

perception that the technology adopted is easy to use may have a pos(je impact on its

utilization. /<\

On perceived enjoyment, the descriptive statistics revealed that majority of the respondents were
in agreement that using mobile payment services was fun, pleasant, enjoyable and exciting. On
inferential statistics, the seventh hypothesis (H7) tested the influence of perceived enjoyment on

consumer behavior intention to use mobile payment services in Kenya. The results showed that
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perceived enjoyment had a strong significant influence on consumer behavior intention to use
mobile payment services in Kenya. Specifically, perceived enjoyment had the strongest influence
on mobile payment use among female consumers indicating that users need a service that is fun
and enjoyable in order to engage in it. This has implication that when consumers perceive that
mobile payment service is enjoyable, fun and exciting to use especially women they will be more
ready to usg service and therefore service providers should take into account the emotional

aspect of thel atlons while designing mobile application.

ﬁ

5.3 Determine wheth /Fographic factor influence consumer intention to use mobile

payment services in Kenya. @

In the third objective, the was to investigate the influence of demographic
variable (gender and educatlon on@mer behavior intention to use mobile payment
services in Kenya. Two hypotheses w der and education level were tested using

multiple regression analyses.
<<\

The third Hypothesis (H3) tested the influence of gendkon con@!}@hawor intention to use
mobile payment services in Kenya. The results found that gender had n nlflcant influence on
the overall consumer behavior intention to use mobile payment services but @Q\as significant
difference in perceived enjoyment between male and female. This has implication that
developers of mobile payment services should take in to consideration drivers influencing both
the male and female while developing their applications. In addition it also implies that women
are important consumer base for mobile payment innovations providers that should not be

ignored as they are active household financial managers.
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On education level, hypothesis four (H4) tested the influence of education level on consumer

behavior intention to use mobile payment services in Kenya. The results found out that education

level had a positive and significant influence on the consumer behavior intention to use mobile

payment services in Kenya. The explanation to this result is probably because those who have

achieved higher education may have higher spending power and might also be willing to

purchase and transact using mobile devices. Second consumers with high level of education
%

might also h e knowledge and confidence on how to operate mobile devices.

ﬁ

5.4 Examine the re /i?ship between consumer intention and actual mobile

payment use.
In the fourth objective, the aim @@study was to examine the relationship between consumer

intention to use mobile p ser‘%?and actual use. The results revealed that consumer
behavior intention to use mobileQ;@t@fes had a positive and significant relationship on
the actual use. The implication of thesﬂ(@s onsumers in Kenya are willing to accept
and use mobile payment services provided th fa@s {ég\be significant are adhered to.
QIR
5.5 Conclusion F \S\/)\
L

Evidence from the previous studies indicates that limited studies have be@)&rtaken on the
drivers influencing consumer intention and use of mobile payment services particularly in a
developing country context. A study focusing on Kenya being the global leader in mobile money
usage may serve to provide important information on the drivers of this success to other
emerging markets and developed economies struggling to implement mobile innovations
successfully. This study demonstrates a solid theoretical base of a modified unified theory of

acceptance and use of (UTAUT) as a useful framework for identifying the factors that influence

153



consumer intention and use of mobile payment an area that seem to be understudied in the
innovation literature. The study investigated the influence of extrinsic motivation factors (social
influence and perceived usefulness), intrinsic motivation factors (perceived ease of use and
perceived enjoyment) and demographic factors influencing consumer intention and use of mobile
payment services. First unlike the existing studies that focused on whether the user will or will
not adopt mohile payment service, this study explored the influence of the adoption factors on
consumer in towards actual use of mobile payment services. As such mobile payment

services providers able to understand the drivers that may lead to full utilization of their

services after adoption. @ y:

Significant effect of perceived u fulng ﬁﬁ:eived ease of use, perceived enjoyment and education

ile @t services in Kenya is confirmed. This outcomes

are consistent with previous studies fintings; (Be i;e, 2010; Chan & Chong, 2013; Jayshree &
l.

level on consumer intention to 5@3

Mohd, 2010; Mardikyan et al., 2012; Omw@t al., )6 Pousttchi & Wiedemann, 2014; Teoh et

al., 2014) and (Arvidsson, 2014). O G @/9
)
/

Second, intrinsic motivation factors play an important role in user engag&ﬁwith mobile payment
services and more specifically female users. It was interesting to find out that @:Jerceived ease of
use (PEOU) and perceived enjoyment had a strong influence on mobile payment use in Kenya while
only perceived usefulness (PU) was the influential factor among the extrinsic motivation factors.
Perceived enjoyment was found to influence female consumers more than the male consumer which
is an important finding to the mobile operators. The implication about this result to the mobile
operators is that when designing mobile payment applications the designer should make sure that the

end product is user friendly and also exciting to use especially when the target market are women.
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These findings will enable m-payment developers to better understand what to focus on while
designing their applications and the features to include in the applications in case they want to
personalize the service. This finding also confirms the importance of emotional aspects while

developing mobile payment services in Kenya.

Third, this study revealed that social influences (social image and subjective norm) did not
influence ¢ intention to use mobile payment service. The implication of this finding is
that social influer@s ot much of an issue in mobile payment use in Kenya probably because
of low banking penetrat@'m the country making this mode of payment a necessity to majority
of the users. Moreover, existe/@ﬁ a single dominant mobile provider may also serve as a valid
reason behind these results dusito | large variety of trusted services in the market.
<
Q7

Fourth, the results included direct relat nsh{@een the demographic factors and consumer
intention to use mobile payment services tha ﬁating variables as used in the unified
theory of acceptance and use of technology L@JT). ing the influence of gender and
education level allows mobile payment services prc@%&—to S @)their market and develop
mobile payment applications based on the user profile. For instance,)fe)jle user’s intention to
use mobile payment services was found to be influenced more by perceived ﬂent (PE) than
men. In addition, non significant difference amongst gender on the overall consumer intention to
use mobile payment use means that mobile operators should put in to consideration both genders

while designing their services.
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5.6 Achievement of research objective

The primary objective of this study was:

e To investigate the factors that influence consumer intention and use of mobile payment
services in Kenya.

The secondary objectives were:

. Exa the influence of extrinsic motivation factors on consumer intention to use

mobile %ﬂ services.

e Examine thefh% of intrinsic motivation factors on consumer intention to use mobile

payment services. /1_

e Examine the influence o@nographic factors on consumer intention to use mobile

payment services.

e Consumer behavior mten@ﬁﬂu@ ctual mobile payment use in Kenya.

The objective of this study was to inves that influence consumer intention to use
mobile payment services in Kenya. Empé |denc chapter 5 and the results of the
regression analysis show that both extrinsic (pQJ’d u/?@&s) and intrinsic motivation
factors (perceived enjoyment and perceived ease of use) and denwgﬁlc factors (education
level) influence the consumer intention to use mobile payment services in K@

As mentioned above, the specific objective of this study was to investigat(tQ extrinsic and
intrinsic motivation factors influencing consumer behavior to use mobile payment services in
Kenya. It was observed perceived ease of use (PEOU) and perceived enjoyment (PE), perceived
usefulness influenced consumer intention to use mobile payment services. This results are

consistent with the results reported by ; (Chan & Chong, 2013; Issa & Mamoun, 2013; Teoh et

al., 2014). It was also concluded that demographic factors such as education level also influenced
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consumer intention to use mobile payment services which is consistent with the conclusion of ;
(Chan & Chong, 2013).Lastly, fourth objective was aimed at examining the relationship between
consumer behavior intention and actual use of mobile payment services in Kenya. It was
observed that consumer behavior intention was a predictor of the actual mobile payment use
results that were consistent with the findings of (Issa & Mamoun, 2013; Venkatesh,

2003).Figure.5 1: Full sample results of UTAUT Model on mobile payment use in Kenya
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5.7 Theoretical contribution

The contribution of this study to the body of knowledge is in three folds: Firstly, the study provides
empirical evidence on the relationship between consumer intention and use of mobile payment in
Kenya. Recent studies on m-payment have mainly focused on the adoption decision without studying
consumer intention and its implication to mobile payment usage. The model adopted in this study has

extensively been used to study e-business use by individuals in various countries but less in
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applications such as m-payment innovation particularly in a developing economy. This study
therefore contributes to the theory by developing a modified version of unified theory of acceptance
and use of technology (UTAUT) to study consumer intention and use of mobile payment services in
Kenya. Moreover, the study provides empirical evidence showing the applicability of this model in
mobile-payment applications in Kenya. By testing direct relationship between demographic factors
and consumer intention to use mobile payment services, the researcher modified the original theory
of acceptan se of technology (UTAUT) hence confirming the usefulness of the UTAUT model
in testing the cons intention and use of mobile payment services in Kenya.
YV

Secondly, the researcher alsﬁfs_h)ds light on the motivational factors that influence consumer
intention to use mobile payment in Kenya. The study revealed that intrinsic motivation
factors (perceived ease of use @ celveza\ joyment) are important drivers of mobile payment use
among consumers while only percelwgn ful eé S an important extrinsic motivation factor. This
study therefore contributes to the body%l&& jstablishing that intrinsic motivation are
more influential than extrinsic motivation in @Uay rvices use by consumers in Kenya.
Social influence and gender did not influence consun@ﬁntl@ e mobile payment services in
Kenya. The study also confirms the findings from previous studies t a/@geived usefulness (PU) is
the main driver of technology use. %

The secondary research contribution of this study is the establishing of gender@ ce in drivers
influencing consumer behavior intention to use mobile payment services in Kenya. It was revealed
that female consumers are more influenced by intrinsic motivation factors such as perceived
enjoyment (PE) to use in mobile payment than male consumesr. This is a significant contribution to

the existing literature on mobile payment use especially from a developing country context.
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5.8 Recommendations to the Manager and policy makers

Firstly, the finding from the study suggest that the mobile service providers and other stakeholders
concerned with the mobile payment innovations should concentrate on the usefulness, ease of use
and excitement to the user while developing strategies on product design and market penetration of
their mobile payment services in Kenya. They will need to ensure that the information relied to the
user show th@obile payment services are useful to the consumer; they are easy to use, exciting and
enjoyable to use. esearchers also recommend that cultural factors such as the surrounding of the
consumers, relatives gry nds influence should also be taken in to consideration while creating
awareness about the serviceyfvailable. The study reveled that though social influence was not
significant a sizeable number of’@onsumers relied on the community approval, friends and
relatives while making decis@hetﬁo the mobile payment services available.
%

Secondly, based on the results of the ap)é/)ﬁbles (gender and education level), firms
should be able to define strategies that wil¥” influenCe sumer usage patterns and produce
differentiated services so as to satisfy customers. thi @nship will also help developers
to design products and mobile applications based on the”user’s g@(;{d education profile. For
instance, for a firm that wants to access new markets the researcher recorp‘rr\?nds that the bases of
their advertisement and promotion should be such that if they target female co%, they should
put more focus on simplicity of the payment service and its excitement to increase the probability of
usage by women. Consumers with higher education are more likely to transact with their mobile
devices and the researcher recommends that mobile developers should continue promoting their
products to consumers with higher education and in addition help in educating other categories of

users on the features available in their applications.
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Thirdly, as the study has revealed that consumer use of mobile payment services relies on the
simplicity, usefulness and excitement, the researcher recommends firms developing and introducing
products such as mobile banking and mobile loan applications that are still lowly utilized should re-
evaluate these products design and marketing strategies to see whether they conform to the findings.
Free training courses of the consumers should be organized by the banks and any other firm
operating these services to create awareness about their availability.
O

Fourth, the morators have also invested heavily in telecommunication infrastructures and
other mobile innovatio cently. Global statistics reveal that m-commerce usage is still very low
and therefore the researcher r&fﬁ ends that more awareness should be created and the innovations
being produced aligned to t)\ln 40m this study in order to achieve the long term plan of
cashless transaction society. T4 arc o found out from the literature that the country had
very low scores in mobile comme iie 9/ as telecom partnership with other industries

dev@ intellectual property right agency. It is

recommended that the government should co ith ies to improve intellectual property

mostly hampered by security scares and

protection awareness, increase the speed of setting u@ al rk that will accelerate dispute
settling among partners and also formulate anti-monopoly policies n/?hance competition in the
market. The government regulators should also encourage open in vatiés where different
organizations collaborate in order to improve their innovativeness. /<\

Lastly, though security risk was not tested in this study, previous literature reveals that it is a great
inhibitor to consumers using the mobile applications. Though consumers seem not to doubt security
and privacy of the mobile payment services, there is clear evidence from the literature that they are
concerned about security of the transactions. The researcher therefore recommends that mobile

payment providers should improve security and privacy features of their applications and also
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strategize on how to change the perceptions of the consumers through educating and creating

awareness by emphasizing about safety features during marketing and advertising campaigns.

5.9 Limitation of the study
The findings of this study should be interpreted in light of the following limitations; firstly, this study

only focused on mobile payment technologies. This may limit the generalization of this study as
there are otr@obile technology innovations which may exhibit different characteristics to those of

the M-payment

A sample size of six huno& ndents may be relatively small to draw generalized conclusions on
the drivers influencing consume @lon to use mobile payment services considering that mobile

payment services are used b 6 million users. A larger sample size may be essential

in future studies to support the fln% this

This study uses a cross sectional research Q n that d@ give an opportunity to make causal

inference. As technology is dynamic in nature i ort%lmllar studies to be conducted

using a longitudinal approach. \S\/)\
L

The data collected and time allocated may not have been sufficient enough for ondents to fill

the questionnaires accurately due to the respondents other commitments and obligations. However

despite these limitations, this study has managed to reach useful conclusions and the significance of

conducting this research still exceed the shortcomings posed by this limitation. In many instances the

researchers found support from previous literature across different countries and therefore

generalization is not much of a concern.
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5.10 Recommended areas for further studies

Based on the limitations provided above, the researcher recommends the following areas of
future studies. Firstly, the focus of this study was on the usage of m-payment by the consumers
in Kenya. Future studies should focus on other entities such as the government or business usage
and also use the model to study other mobile -technologies that were not included in this study.

Secondly, the stu@)cused only on the consumers and mobile payment services available in

Kenya. It would be i ing to observe the findings of a similar study if this model was

replicated in other developinﬁ iWeveloped countries.

Thirdly, the finding from thi%d fagp\slonly explained 43% of the consumer intention to

use mobile payment services. The ing 4/ may be explained by the factors that were not
included in this study, future studies sho@lu%ariables that were not tested in this
study.

Lastly, as technology is dynamic and this stu@jgi ai‘@“ﬁectional approach future

researchers should consider studying diffusion of m-payment uSe Ecross time or using

longitudinal approach. Q(\
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APPENDICES

Appendix I: Letter of Introduction

David Githinji Kabata
Dedan Kimathi University
P.0.BOX 657-10100
NYERI

28/06/2015

Dear Sir/Ma€
RE: REQUES‘I$ COLLECTION OF RESEARCH DATA

option at Dedan Kimathi UniVersity of Technology. Currently, I’ am carrying out a research on
the “consumer intention and mobile payment service in Kenya”. The research is towards
the partial fulfillment of theyreq ?ts of the Degree of Doctor of Philosophy in Business

My name is David Kabat nd:Fam a PhD student in Business Administration — Entrepreneurship

Administration. You have id ed, as one of the collaborators and respondents in this

study and kindly request for sistap€e towards making this study a success.

| therefore kindly request you to ta
to assure you that your responses wi

the purpose of this study. If you are intér in
than willing to send you a summary of the eted
I thank you in advance for your time and respons %

Yours Sincerely, \S\/)\

David Kabata

PhD Student O
A

respond to the attached questionnaire. | wish
confidentiality and will be used solely for
ults of this research, | would be more
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Appendix 11 QUESTIONNERRE

The purpose of this questionnaire was to collect data, for strictly academic research purposes
from various individuals in Kenya. The main purpose of the data was to investigate the drivers
influencing consumer intention and use of mobile payment services in Kenya.

SECTION A: Respondent Information

Age of the respondent

}[21-30  { }[31-40 { }|4150 { } | 51and above { } |
N
Respondent Ge Qé)
Gender e Male Female
’V, 2 { 1} { 3

Respondent Gender /{—
Marital status "AZQIe{ } Married { }

Income bracket )\ ; )\
Income bracket | 0-50,000 % %/%}foo 000 { } | 100,000 and above { }

in Ksh
’ A\ ¢
Education level of the respondent O, %,
Primary level { } Secondary Ie\( ﬁlleg University level
e
Section A: Extent of mobile payment services usage. )\%

Please indicate whether you have subscribed to any mobile payment service @)I&e in Kenya

YES NO

IF YES please indicate which one --------------
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Section B: Extrinsic motivation drivers

Please indicate your agreement or disagreement with the following statements

1-strongly disagree, 2-disagree, 3-neutral, 4-agree, 5-strongly agree
Social norms Strongly | Disagree | Neutral | Agree | Strongly
disagree agree
1) ) @) 4 |0
Friends’ sugé?@ and recommendations
will affect my fon to use mobile
payment services. @
Family members/relatlves/f_ %
influence on my deCISIO & ’rﬂ)}\
a
payment. >/
| will use mobile payment if the ser\ﬁ(%e /Q//
widely used by people in my community. C>( %,
Social image O /\('\
G "4,

People who use mobile payment services
look more prestigious than those who

don’t.

People who use mobile payment services

has a superior profile

Using mobile payment services is a status

symbol in my locality
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statements Strongly | Disagree | Neutral | Agree | Strongly

disagree agree

1) ) 3) (4) (5)
Perceived usefulness
Using mobilefayment services enables me
to pay more q@’
Using mobile payment ‘(rv es make it
easier for me to conduct transafv%

);,
| find that mobile payment s V|8 atﬁ)?
more convenient than using other p/% O
4
methods. C)( 7 %
O/

Using mobile payment services enhances ' /)\
my effectiveness in my work. %
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Section C: Intrinsic motivation drivers

Please indicate your agreement or disagreement with the following statements

1-strongly disagree, 2-disagree, 3-neutral, 4-agree, 5-strongly agree
Perceived ease of use Strongly | Disagree | Neutral | Agree | Strongly
disagree agree
1) ) ©) (4) (%)
Learning m@ payment services would be
easy for me. @
I would find it eas‘y'ﬂuse mobile payment
services to do what | wantedito d
It would be easy for me to be¢ kilful at
using mobile payment servip?s‘. ’y
<%‘\ )%/
| find mobile payment services egsy tQ use!
Y,
Perceived enjoyment %
S
— . A L&
Using mobile payment services is fun. VG \,p
| e
Using mobile payment services is pleasant. ~ \)‘/
- i 2y
Using mobile payment services is enjoyable ~
D
A

Using mobile payment services is exciting.
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Section: D Consumer behavior intention

Please indicate your agreement or disagreement with the following statements.
(1)- Strongly disagree, (2) - disagree, (3)-Neutral, (4)- Agree,

(5)- strongly Agree

Intention towards using mobile- | Strongly | Disagree | Neutral Agree | Strongly
payment services disagree agree
1) ) ©) (4) (5)

A

| intend to use mobile payment services

in future.

My intention is to continue using mobile

payment services over other alternative

means.

Using mobile payment services is

beneficial to me. ,}\

NS
“4,
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Section- E Actual Use

Please indicate your agreement or disagreement with the following statements on mobile

payment services use.

(1): Strongly disagree 2: disagree  3: neutral 4: Agree 5: Strongly agree
Mobile payment services usage Strongly | Disagree | Neutral | Agree | Strongly
disagree Agree
O
<(\ ©» @ e @ |6

| use Mobile Loan ation services to

borrow and pay mone

wireless payment services. /@

ing mobile

| use Mobile money transfer se(_ to‘
transfer money from one accoun
another using wireless mobile payment

services.

| use Mobile banking services to carry out

banking  transaction using  mobile

payment services.

| use mobile payment services to pay bills

in physical and online shops.
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