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                    Zhang et al (2018)  Factors influencing embracing or shunning MP  Quantitative  TAM, UTUAT  Extended 
 TAM 
 Ramadan et al (2017)  Mobile Payment Usage for Arab consumers  Qualitative & 


Quantitative   N/A  N/A 


Gong et al (2020)  Brand equity, consumer loyalty of MP   Quantitative  Network Effect Theory   N/A 
 Assimakopoulos (2013)  Profile & Attitudinal characteristics of MP users   Quantitative   N/A  N/A 


Lin et al (2019)  Antecedents of MP usage  Quantitative   Cost benefit theory  N/A 


Zhou (2014)  Determinants of mobile payment continuance 
 usage 


Quantitative   N/A  N/A 


Morosan et al (2016)  Intention to use  Quantitative   UTUAT2  Extended 


Yang et al (2014)  Factors hindering usage  Quantitative   N/A  N/A 


Shang Gao et al (2019)  Continuance & usage intention   Quantitative   UTUAT  N/A 


Yaun et al (2020)   Determinants of MP, loyalty  Quantitative  N/A  N/A 


Wang & Lai (2019)  Innovation diffusion of two-sided MP Platforms  Qualitative & 


Quantitative  


DOI  Extended  


Park et al (2020)  Roel of anxiety, & social influence in usage  Quantitative   TAM, UTUAT, TRA  Extended 
 Lee et al (2019)   Reciprocal relationship between user/retailer 


perception 


Quantitative   TAM, IDT  Extended 


Nelloh et al (2019)  Users keep using MP. Focus on trust and 
 Cognitive perspectives  


Quantitative   TAM  N/A 


Choi et al (2020)  Consumer preferences of attributes of MPS in 


South Korea  Quantitative  N/A  N/A 


Kaur et al (2020)  Why do people use m-wallet  Quantitative  Innovation Resistance 


Theory  N/A 


Gross (2016)  Impediments to mobile shopping continued usage   Quantitative  N/A  N/A 


Kujala et al (2017)  Expectations of service of MPS  Quantitative  N/A  N/A 


Ting et al (2016)  Ethnicity factors in MP usage  Quantitative  Extension of TRA called 
 TPB  


Extended 
 Cabanillas et al (2020)  Assessment of Mobile technology use in the 


emerging market in India  Quantitative  TAM, UTUAT, TPB, & 


IDT  N/A 


Jung et al (2020)   MP service usage: US consumers motivations and 


intentions  Quantitative   UTAUT   N/A 


Khalilzadeh et al (2017)   Security factors in NFC in restaurant industry  Quantitative   UTUAT & TAM  N/A 


Table 2- Search Phrase: Mobile Payment Usage 



3.2.1 Performance Expectancy 


Definition: “The degree to which using a technology will provide benefits to consumers in performing 
 certain activities” 


Concepts: Perceived Usefulness, Relative Advantage, 



3.2.1.1 Perceived Usefulness 


Consumer  perception  of  the  usefulness  of  mobile  payment  systems  was  found  to  be  one  of  the  most 
 frequently studied concepts among authors in the literature (Dahlberg et al., 2015). Thus, establishing a 
 variety of interpretation across studies. Perceived usefulness was first conceptualised in Davis’ TAM 
 (1989) but has since then been conceptualised under Performance Expectancy by Venkatesh et al. (2003) 
 in  the  UTAUT  framework.  In  Davis’  TAM,  perceived  usefulness  refers  to  consumers’  perceptions 
 regarding the outcome of the experience with the technology, i.e., consumers will contemplate whether 
 to  adopt  a  technology  based  on  how  useful  it  is  when  used  for  accomplishing  a  task  (Davis,  1989). 


Similarly,  Ho  (2015)  categorized  perceived  usefulness  as  the  first  characteristic  of  adopting  a  new 
 technology  that  would  enhance  performance.  Additionally,  in  recent  years  scholars  have  found  that 
 usefulness  is  associated  with  individuals’  productivity,  as  well  as  how  convenient  the  technology  is 
 (Zhou, 2012; Cabanillas et al., 2020). 


Since Davis first introduced perceived usefulness as an antecedent in TAM, there has been  extensive 
 evidence proving the significant effect of perceived usefulness on adoption intention (Leong et al., 2020; 


Mao, 2019; Zhou, 2012).  Due to the exposure and  saturation of  the smartphone market, usefulness is 
 often guided by how skilful and innovative the users are. The more skilled and innovative individuals 
 are, the more useful mobile payment will be for them.  


The  wide  array  of  different  mobile  payment  applications  and  services,  sometimes  even  within  one 
application,  is  a  large  indicator  of  the  usefulness  of  mobile  payments.  Usefulness  has  not  only  been 
identified  as  a  vital  antecedent  in  a  peer-to-peer  mobile  payment  context,  but  also  in  a  
consumer-to-business  mobile  payment  context,  signifying  the  commercial  potential  for  merchants  to  offer  mobile 
payment apps that are easy to operate. For example, a recent study by Yan et al., (2020) on in-store 


QR-code purchases concluded that usefulness was the main contributing factor for consumers’ intention to 
 adopt such mobile payment solutions. Yan et al. (2020) also found usefulness an important factor for 
 consumers’ acceptance of NFC-based mobile payment solutions, thereby establishing usefulness as a 
 vital antecedent across multiple mobile payment technologies.  


With regard to NFC-based mobile payment services, such as, Apple Pay, several studies reported that 
 the usefulness of such services was found to be  the strongest determinant for consumers' intention to 
 adopt (Pal et al., 2015; Singh et al., 2020; Cabanillas et al., 2020). The strong emphasis on the usefulness 
 of  NFC-based  mobile  payments  is  largely  since  the  mobile  payments  are  meant  to  directly  substitute 
 contactless  card  payments,  thereby  establishing  that  for  mobile  payments  to  become  consumers’ 


preferred choice, they must be as convenient and useful as credit cards. 


In the study by Cabanillas et al. (2015), the authors found that especially younger users value usefulness 
 highly when contemplating on adopting mobile payment. The authors further argue that the higher the 
 usefulness of a given mobile payment service, the fewer the difficulties the users would experience, and 
 this  would  lead  to  a  higher  intention  to  adopt  among  study  participants.  The  findings  reported  by 
 Cabanillas et al. (2015) correlates well with those by Venkatesh et al. (2003), who stated that usefulness, 
 which is a subcategory of UTAUTs’ Performance  Expectancy, will have a stronger influence among 
 younger  users.  Both  Cabanillas  et  al.  (2015)  and  Venkatesh  et  al.  (2003)  highlight  the  importance  of 
 extrinsic rewards as a factor for why usefulness is more prevalent among younger users: “younger users 
 will give greater importance to extrinsic rewards (equivalent to the perceived usefulness) and will have 
 fewer difficulties to process complex stimulus” (Venkatesh et al., 2003, p.467).  


For  gender  differences,  Venkatesh  et  al.  (2003)  stated  that  based  on  societal  differences,  men  are 
generally  more  task-oriented  than  women.  In  turn,  this  means  that  concepts  such  as  usefulness  and 
performance expectancy, which emphasises the utilitarian aspect of technologies, are more salient for 
men  (Venkatesh  et  al.,  2003).  Furthermore,  Cabanillas  et  al.  (2015) concur  with  the  statement  from 
Venkatesh, as findings from their study points to evidence that the impact of usefulness was particularly 
stronger for male participants. The study by Cabanillas et al. (2015) contributed to existing research with 
crucial  knowledge  on  the  role  of  gender  differences  in  mobile  payment  adoption,  as  their  study 


illuminated  that  the  usefulness  of  mobile  payment  services  posed  as  one  of  the  largest  differences 
 between male and female participants when contemplating to adopt mobile payment.   


Literature has established that prospective adopter’s perceived usefulness of mobile payments plays a 
 vital  role  for  their  intention,  mainly  due  to  the  many  user-friendly  mobile  payment  features  such  as: 


personalisation,  ubiquity,  network  stability,  and  instantaneous  transactions  (Dahlberg  et  al.,  2015). 


Moreover, literature has contemplated whether the effect of perceived usefulness is equally impactful for 
 early  adopters  and  late  adopters.  Kim  et  al.  (2009)  investigated  this  in  their  study which  the  authors 
 examined  the  effect  of  certain  determinants  on  both  early  and  late  adopters  of  mobile  payments. 


Interestingly, it was found that late adopters regarded usefulness as a crucial aspect for their intention to 
 adopt, whilst early adopters did not consider usefulness that imperative for their intention to use. The 
 findings  reported  by  Kim  et  al.  (2010)  concur  with  those  of  Venkatesh  et  al.  (2012),  who  found 
 Performance Expectancy and usefulness to be the only constructs and concepts that were not moderated 
 by experience.  


However, Zhou (2012) and Talwar et al. (2020) both found usefulness as an indicator for continuous use, 
 and Zhou (2012) specifically labels Performance Expectancy as the primary factor for continuous use. 


As a greater part of existing literature is predominantly occupied with the initial stages in mobile payment 
 adoption, the research by Zhou (2012) and Talwar et al (2020) sets a clear contrast between other studies 
 by  stating  that  usefulness  is  only  an  influencing  factor  for  continuous  usage,  rather  than  adoption. 


However, in the study by McLean et al. (2020) on consumer acceptance of mobile payments, the authors 
 discovered that usefulness was in fact a determining factor for the participants in both the initial stage 
 and the post-adoption stage, thereby contradicting the findings reported in the study by Zhou (2014) and 
 the study by Talwar et al. (2020).   



3.2.1.2 Relative Advantage 


The concept of relative advantage was initially put forward by Rogers (1995) in his DOI-theory and is 
defined  as  "… the  degree  to  which  an  individual  perceives  a  new  innovation  to  be  better  than  the 
precursor to that innovation" (Rogers 1995, p.212). The relative advantage of a new product or service 
compared  to  existing  ones  is  one  of  the  most  important  factors  influencing  consumer  acceptance 


(Arvidsson, 2013). The concept of relative advantage was initially put forward by Rogers (1995) in his 
 DOI-theory and is defined as "… the degree to which an individual perceives a new innovation to be 
 better  than  the  precursor  to  that  innovation"  (Rogers  1995,  p.212).  The  relative  advantage  of  a  new 
 product or service compared to existing ones is one of the most important factors influencing consumer 
 acceptance  (Arvidsson,  2013).  Previous  studies  conducted  in  a  mobile  payment  context  supports  this 
 claim, as many suggest that relative advantage is an influencing factor in consumers' adoption and usage 
 of mobile payments (Mallat, 2007; Slade et  al., 2013; Johnson et al., 2017). In the qualitative  mobile 
 payment study by Mallat (2007), the relative advantage of mobile payments was found to be one of the 
 strongest  predictors  of  both  intentions  to  adopt  and  usage  intention  among  interviewees.  The  relative 
 advantages that mobile payments offer over traditional payment solutions, as mentioned by interviewees, 
 includes  ubiquitous  payment  possibilities,  time  and  location  independent  payment  possibilities,  and 
 convenience (ibid).  


Moreover, Mallat (2007) also discovered that relative advantage was an influencing factor in consumer's 
 choice of payment method in both physical and online stores. Similar findings were also reported in the 
 study  of  Kim  et  al.  (2010)  in  which  they  state  that  the  unique  attributes  of  mobile  payments  include 


"…mobility and reachability, which provide mobile payments with advantages over online payments." 


(Kim et al., 2010, p.313). Johnson et al. (2017) argues in their study that for mobile payment to take over 
existing payment solutions, mobile payment service providers must clearly showcase such examples that 
signifies the advantages which mobile payment has over predecessors (Ricardo et al., 2016; Lin et al., 
2019). Arvidsson’s (2013) study found the concept of relative advantage to be a critical factor for the 
adoption of mobile payment services and argues that the findings are not surprising as "consumers are 
bound  to  compare  the  new  service  with  the  existing  means  of  payments  they  use  today”.  (Arvidsson, 
2013, p.164). The results from Arvidsson (2013) are in line with the discussions put forward by Mallat 
(2007) and supports Dahlberg et al.’s (2008) proposition that studies on mobile payment services must 
acknowledge  the  impact  that  established  payment  solutions  have  on  the  adoption  of  mobile  payment 
services.  In  other  words,  if  the  new  service  is  not  better  than  the  payment  service  currently  used, 
consumers will simply not see any reason to start using it (Arvidsson 2013). 



3.2.2 Effort Expectancy 


Definition: “Effort Expectancy is the degree of ease associated with  consumers’ use of technology.” 


(Venkatesh et al., 2012, p.450). 


Concepts: Perceived ease of use 



3.2.3 Perceived Ease of Use 


In  a  mobile  payment  context,  the  concept  of  perceived  ease  of  use  is  defined  as  the  degree  to  which 
 individuals find mobile payments easy or difficult to use (Davis 1989). More specifically, it is associated 
 with consumer's assessment of the effort required in the use of a technology over time (Venkatesh et al. 


2003).  Perceived  ease  of  use  is  by  many  authors  considered  a  crucial  and  determining  factor  in  the 
 adoption  of  not  only  mobile  payments,  but  any  technology,  because  the  concept  constitutes  a  user's 
 subjective understanding of the effort required to use a technology (ibid). Indeed, ever since Davis (1989) 
 introduced ease-of-use for the first time as an antecedent for adoption, the concept has been rigorously 
 tested and validated across many different technology contexts, hereunder mobile payment technology, 
 where  ease-of-use  has  been  deemed  one  of  the  most  essential  factors  for  mobile  payment  adoption 
 (Dahlberg et al. 2008).  


In his research on understanding consumer attitudes towards using mobile payments, Arvidsson (2013) 
 employed a research model that combined concepts from two well-known adoption theories: Diffusion 
 of Innovation theory and the Technology Adoption Model. The hybrid-approach towards the research 
 model enabled the author to overcome individual deficiencies posed in the two theoretical frameworks 
 and  helped  to  facilitate  a  more  holistic  study  of  the  factors  influencing  consumer  adoption  of  mobile 
 payments. 


The results obtained from the study by Arvidsson (2014) points to evidence that the statistically most 
significant variable influencing consumers' attitude toward adopting mobile payments was ease of use 
(ibid).  Furthermore, Arvidsson  (2014)  concluded  that  the  significant  importance  of  "ease  of  use"  can 
imply that consumers perceive the adoption process as a learning experience which is highly affected by 
their ability to learn how to use mobile payments. 


Similar to Arvidsson (2014), other scholars have also found evidence that supports the idea that adoption 
 is a learning process, in which the level of easiness strongly impacts the outcome. For example, in the 
 study by Kim et al. (2010), the authors attempted to categorise mobile payment users into early and late 
 adopters to examine if the different factors equally affected both groups. Results from the study indicate 
 that perceived ease of use was the strongest predictor of intention to use mobile payment. Results from 
 the study by Kim et al. (2010) is consistent with previous research by Venkatesh et al. (2003) who states 
 that “Effort-oriented constructs (i.e., ease of use) are expected to more salient in the early stages of a 
 new  behaviour.” (Venkatesh  et  al.,2003,  p.  450).  Interestingly,  an  inconsistency  was  found  in  the 
 literature regarding the effect of perceived ease of use on intention to adopt mobile payment. For instance, 
 the research by Gurler (2016) employed the TAM model as the research model, and tested the proposed 
 relationships using structural equation modelling on 225 survey respondents; the empirical findings from 
 the study points to  evidence that  ease of use was in fact not a determining factor for adoption (Ibid). 


Similar results were reported in  the study by Chandra et al. (2010) who proposed a “Trust-theoretic” 


mobile payment adoption model grounded  in literature. The authors empirically  tested  the  model  and 
 concluded that perceived ease of use was not an influencing factor in the adoption of mobile payments.  


The research by Kalinic et al. (2019) studied the moderating effects of gender on peer-to-peer mobile 
 payment acceptance by using an integrated TAM model. In their study, Kalinic et al. (2019) divided male 
 and  female  participants  up  in  two  groups  according  to  their  gender,  and  the  study  concluded  that  the 
 perceived  ease  of  use  construct  did  not  have  a  significant  impact  on  either  of  the  two  groups. 


Interestingly, this finding is contradictory to results reported in prior research on the role of gender in 
 technology  acceptance,  as  Venkatesh  et  al.  argues  that  “Prior  research  supports  the  notion  that 
 constructs related to Effort Expectancy (i.e., ease of use) will be stronger determinants of individuals’ 


intention for women.” (Venkatesh et al.,2003, p.350).  


The occasionally conflicting results in extant literature on the impact of perceived ease of use on intention 
 to adoption suggest that consumers' intention to adopt mobile payments is a multifaceted process shaped 
 by the chosen technology, service, and context in which the research is conducted (Dahlberg et al., 2007). 


However, given that mobile payments represent an alternative payment solution to established payment 
methods such as credit cards and cash, it is paramount that consumer's view mobile payment services as 


of ease of use is an important factor in users' assessment of mobile payments because it gives value 
 in-use and decreases the complexity of the mobile payment system (ibid). In a critical and extensive review 
 of mobile payment literature, (Dahlberg et al. (2015) cited perceived ease of use as the most frequently 
 studied adoption factor, thus justifying the concept's inclusion in this thesis research model.   



3.2.4 Social Influence 


Definition:  “The  extent  to  which  consumers  perceive  that  important  others  (e.g.  family  and  friends) 
 believe they should use a particular technology.” (Venkatesh et al.,2012, p.451).  


Concepts: Social Influence, Network Effects 


Venkatesh  et  al.  (2012)  defines  Social  Influence  as  the  degree  to  which  individuals  perceive  the 
 importance  that  others  use  new  technologies.  Social  influence  holds  an  imperative  role  in  adoption 
 literature, mostly due to the discovery that nonusers have been found to look at their peers as guidance 
 for adoption, as well as be subject to social pressure in order to adopt (Pal et al., 2015; Cabanillas et al., 
 2015; Mao, 2019).   


The importance of Social Influence differs significantly from country to country, as it throughout this 
literature review has been stated that geographical and national differences have had a large impact on 
the importance of each concept and construct. Zhang et al. (2018) and Palvia (2009) cross-cultural studies 
showed  that  social  influence  had  a  significant  impact  on  Chinese  consumers  but  not  on  American 
consumers. Palvia (2009) specifically found no evidence of social influence being a factor for mobile 
payment adoption among American consumers. Likewise, the study by Zhang et al. (2018) also showed 
the largest discrepancy between Chinese  and American consumers. Both studies highlight Hofstede’s 
cultural  dimensions  of  individualism  and  collectivism  He  argues  that  typically  American  individuals 
have  an  association  with  Individualism,  whilst  Chinese  individuals  are  associated  with  the  opposite 
viewpoint  of  Collectivism.  Highlighting  the  difference  between  cultures  values  and  norms  (Hofstede 
Insights, 2021).  


In terms of gender influence on Social Influence, Venkatesh et al. (2003) mentions that Social Influence 
 has a higher effect on women and especially, older women. Cabanillas (2014a; 2015b) has two separate 
 studies looking into the moderating effects of age and gender. Cabanillas et al. (2014a; 2015b) gathers 
 social image and subjective norms into his external influences, which the author deemed as a significant 
 factor for intention to adopt. However, he continued to find minor differences between the moderating 
 factors of gender and age. On the contrary to Venkatesh’ claim of age and gender moderating social 
 influence, Donald L. Amoroso (2014) discovered that social influence had limited effect on gender and 
 was in fact a higher factor for younger people. In the study conducted by McLean et al. (2020), Social 
 Influence  was  identified  to  have  a  sole  impact  on  adoption  and  none  towards  continuous  usage. 


Venkatesh  et  al.  (2003)  concurs,  as  the  authors  demonstrated  that  the  effect  of  Social  Influence 
 predominantly was of relevant importance in the early stages of adoption. Furthermore, a Chinese study 
 Guo et al. (2018) indicated that Social Influence had a significant impact on continuous use of QR codes, 
 due the popularity of QR codes in China, and QR codes being the means of payment (ibid).  


In summary,  the  impact of Social Influence  has been largely discussed  in extant literature.  While the 
 constructs’  impact  was  discovered  to  vary  depending  on  the  type  of  m-payment  technology  under 
 scrutiny,  the  literature  produced  consistent  findings  on  the  level  of  impact  of  Social  Influence  in 
 particularly Asian contexts. Thus, providing indicative evidence that cultural and social values and norms 
 are vital factors to consider when conducting not only mobile payment adoption research, but technology 
 adoption as a whole. 


  



3.2.4.1 Network Effects 


The idea of network effects is typically related to the digital economy in peer-to-peer settings, where the 
value and functionality of a service is dependent on how many are using it (Arvidsson, 2012). In terms 
of mobile payments, network effects can arise when more users download an application that functions 
in a peer-to-peer setting, creating critical mass. Which can be expanded to a consumer-to-business setting 
with merchants accepting these applications, thus creating a cross-sided network effect. 


The concept of network effects has not previously been captured in either of Venkatesh’s (2003; 2012) 
 models, nor in any other technology acceptance models. Despite this, the influence of network effects 
 has been prevalent in literature surrounding mobile payments for decades. Consumer adoption of mobile 
 payments has been argued to largely rely on the number of other consumers and businesses adopting and 
 using the service as well (Mallat, 2007). Interestingly, early literature suggests that network effects used 
 to be considered a hindering factor because it was assumed it would lead to discontinuation of mobile 
 payment use (Mallat, 2007). As a small number of retailers are not creating a critical mass for mobile 
 payments, they are reluctant to install mobile payment solutions. Simultaneously, users are not adopting 
 mobile payments due to lack of solutions in stores (ibid). 


In modern times numerous studies have covered the impact of network effects, both direct and indirect, 
 on  mobile  payment  acceptance.  The  idea  of  direct  network  effects  is  that  the  value  of  the  network 
 increases  exponentially  for  all  participants,  as  other  participants  join  the  same  network.  In  a  mobile 
 payment  context,  this  would  mean  that  the  value  of  the  given  mobile  payment  system  increases  for 
 existing  users  as  newer  users  adopt  the  service  (Abu-Shanab,  2015).  Network  effects  are  by  some 
 scholars  argued  to  exert  effects  on  mobile  payment  adoption,  as  the  total  number  of  mobile  payment 
 users will increase, if the established user-base is already vast in numbers. Alternatively, indirect network 
 effects refer to the increase of users when complementary services are  installed (Guo et al., 2018). An 
 example of indirect network effects in a mobile payment sphere, would be that of NFC-enabled mobile 
 payment systems. For instance, Google, Samsung- and Apple Pay all function as complementary features 
 which are connected to the consumer’s smartphone, thus creating an opportunity for these providers to 
 tap into their already-existing user-base by making their payment solution a complementary service and 
 an action of indirect network effects (Lai, 2020).  


Initially seen as a barrier for adoption Mallat (2007), more recent studies (Lai, 2020) are highlighting 
that Network Effects is an important antecedent for adopting mobile payment services.  



3.2.4.2 Facilitating Conditions 


Definition: “Consumers’ perceptions of the resources and support available to perform a behaviour.” 


(Venkatesh et al., 2012, p.453). 


Concepts:  Facilitating Conditions, Mobility, Compatibility, 



3.2.4.3 Facilitating Conditions  


Facilitating Conditions is defined as the level to which an individual believes that an organizational and 
 technical infrastructure exists to support the use of the system (Venkatesh et al., 2003). Thompson et al. 


(1991) describes Facilitating Conditions as objective factors that users can observe and recognise, and 
 that enhances the user experience. An example of Facilitating Conditions in a mobile payment context 
 would be variants of computer support. Such as, when a specific person or chatbot is available to assist 
 with  system  difficulties,  or  built-in  support  features,  feedback  and  tutorials  (Thompson  et  al.,1991). 


Facilitating Conditions as a construct was first mentioned in Venkatesh’s UTAUT model and was later 
 revised in Venkatesh’s (2012) UTAUT2 model. In Venkatesh’ original UTAUT model, experience and 
 age are the only moderators affecting the strength of Facilitating Conditions, and the construct is also the 
 only construct that affects post-adoption user behaviour. Facilitating Conditions are one of the concepts 
 which was added to the original UTUAT to overcome the criticisms of the first adoption theories. Which 
 was  criticised  due  to  narrow  focus  on  user’s  internal  belief  systems  and  less  on  system  specific 
 characteristics (Defranco, 2016).  


Following  an  empirical  study  from  Chong  et  al.  (2012),  it  was  identified  that  Facilitating  Conditions 
contributed to the adoption of mobile payment services. Their study identified that this was due to user’s 
appreciation of the variety of services which enhanced the user experiences and made it easier to use. As 
users identified the variety of services as a useful support network which enabled the user to overcome 
fears of adoption. However, their study suggested that the current services of mobile payments offered 
to users might be limited when compared to an e-commerce environment. Yadav (2016) also supported 
the  notion  that  Facilitating  Conditions  has  a  positive  influence  on  the  adoption  of  mobile  payment 
services following from the findings of their quantitative study.  


Oliveira et al. (2016) argued that Facilitating Conditions constitutes significant predictors of the user's 
 intentions to adopt mobile payments. The authors stated that the importance of Facilitating Conditions is 
 due to its contributory factors to the continued use of mobile payments. For instance, mobile payment 
 services would not be possible in the absence of a supportive infrastructure of conditions which facilitate 
 the necessary interactions for task completion. An additional study that supports this notion came from 
 the conclusion of (Defranco, 2016). Their empirical study on the relationship between hotel customers 
 and  NFC  mobile  payments  discovered  that  there  is  a  positive  relationship  between  hotel  consumers’ 


Facilitating  Conditions  regarding  NFC  mobile  payments  and  their  intentions  to  use  NFC  mobile 
 payments in hotels. This was due to the Facilitating Conditions providing a higher functionality, due to 
 supporting infrastructure. 


Yi et al (2006) study results discovered that consumers are willing to learn new mobile payment systems, 
 irrespective of complexity, providing the system is acceptable at the hedonic individual level as the basis. 


However,  it  was  identified  as  less  important  to  have  on  the  broader  contextual  level  in  terms  of  the 
 existing Facilitating Conditions. An additional source supporting this argument comes from the study by 
 Yang et al. (2015) in which 400 respondents participated. The above literature identifies the relevance of 
 Facilitating Condition and its significance of impact on the intention of using mobile services, as user’s 
 understanding of mobile payment functionality and proper support-features were identified as the most 
 useful  facilitating  conditions.  Thus,  making  Facilitating  Conditions  a  highly  contributory  factor  the 
 outcome of this study. 



3.2.4.4 Mobility 


The concept of Mobility refers to the notion of ‘anywhere and anytime’ computing (Pal et al., 2015). 


Mobile  payments  ubiquitous  capabilities  are  uniquely  different  and  in  sharp  contrast  to  traditional 
payment services, where transactions have previously been carried out via wired internet services (Pal et 
al.,  2015). This  also  illuminates  the  fact  that  due  to  these  value-adding  factors;  mobile  payment 
technology can provide users with more freedom, ease of use, and flexibility, and such unique features 
create unprecedented value for adopters. Furthermore, Pal et al. (2015) stated that due to these unique 


features,  such  as  the  omnipresence,  on-demand  experience,  mobility  has  a  positive  impact  on  the 
 perceived ease of use and the perceived usefulness of mobile payments, which contributes heavily to user 
 adoption.  Steele  (2004)  also  supports  this  view  and  identifies  mobility  as  a  unique  feature  of  mobile 
 payments when compared to other payment types. This indicates that user’s perceived mobility of mobile 
 payments positively impacts their intention to adopt mobile payments.   


In the empirical study by Zhou (2012), the authors discovered that user’s perceived mobility exerted a 
 positive and significant impact on their intention to adopt mobile payment. This was concluded following 
 from  a  collection  of  survey  data  collected  from  mobile  payment  users  regarding  their  perceptions  on 
 mobile payment. The authors' discovery on the impacting role of mobility revealed the need for further 
 research and validation on mobility’s role as a determinant for mobile payment adoption. Furthermore, 
 the authors also identified a direct correlation between mobility and the user’s attitude. Mobility affected 
 the user’s attitude through a direct influence on the perceived ease of use. Lastly, Schierz et al. (2010) 
 also supported the notion, and stated in their empirical study that mobility is the most likely variable with 
 the  greatest  impact  on  user’s  intention  to  adopt  mobile  payments,  mostly  due  to  the  freedom  and 
 accessibility that mobile payment services provide them (Lwoga, 2017).    



3.2.4.5 Compatibility 


The concept of compatibility refers to how well a technology fits an individual's lifestyle, working, needs 
 and  values  (Ho,  2015;  Venkatesh  et  al.  2003).  Originally  captured  as  a  construct  in  Roger's  (1996) 
 Innovation  Diffusion  Theory,  compatibility  has  proven  to  be  a  predictor  of  consumer’s  behavioural 
 intention to adopt mobile payments across many contexts (Oliveira et al., 2016; Mallat, 2007). In the 
 study by Ho (2015), the authors examined the effects of product-related and personal-related factors on 
 consumers’ intention to adopt NFC-payments through statistical measures and found that the greater the 
 compatibility of new mobile payment services with consumers' existing mobile phone habits, the more 
 likely they will form the intention to adopt mobile payments (Ibid). Cobanoglu et al. (2015) examined 
 consumer  adoption  of  NFC-payments  in  the  hospitality  industry,  and  came  to  a  similar  conclusion: 


namely,  that  compatibility  with  lifestyle  was  the  strongest  predictor  of  consumer's  intention  to  adopt 
mobile  payments.  The  insights  obtained  from  the  study  by  Cobanoglu  et  al.  (2015)  demonstrate  that 
compatibility plays a crucial role for the adoption of mobile payments. Similar findings were reported in 


the  study  by  Mallat  (2007),  in  which  the  author  found  that  the  effects  of  compatibility  are  highly 
 dependent on consumer's ability to integrate mobile payments into their daily purchase habits.  


Slade et al. (2013) examined the UK nonuser's intention to adopt remote mobile payments by deploying 
 an extended UTAUT model with consumer-related constructs as the theoretical lens of the paper. A key 
 insight  from  the  study  is  the  discovery  that  there  are  significant  differences  in  the  factors  affecting 
 nonuser’s intention to adopt remote mobile payments and proximity mobile payments respectively. For 
 instance, study results suggested that participants perceived remote mobile payments as more compatible 
 and easier to use, because the payer and payee are  free of constraints such as time and place, and the 
 technology used for remote mobile payments is less novel, thereby making it easier for users to integrate 
 remote mobile payment into their daily activities. (Ibid). In contrast, participants found proximity mobile 
 payments less compatible with their needs, habits and lifestyle, and this directly affected their intention 
 to  adopt.  The  authors  state  the  reason  for  this  is  because  proximity  mobile  payments  rely  on  a  more 
 sophisticated technology (i.e., NFC), which consumers have much less experience with. To overcome 
 such barriers and increase the compatibility of mobile payments with user's habits and needs, Slade et al. 


(2015) propose a solution in which developers could look to integrate and combine proximity  mobile 
 payment  with  remote  mobile  payment  applications,  to  realize  the  ubiquitous  potential  of  mobile 
 payments. Similar insights and findings were reported in the study by Moroni et al. (2015) where the 
 authors emphasise the need for a cooperative and integrated mobile payment application that facilitate 
 both remote and proximity mobile payments.  


The findings reported in extant literature signify that mobile payment systems’ level of compatibility 
with  consumer's  existing  purchasing  habits  relies  on  both  the  mobile  payment  providers'  ability  to 
develop services that accommodate consumer's existing habits, as well as consumer's ability to integrate 
such services into their daily activities (Mallat, 2007). 



3.2.5 Habit 


Definition: “The extent to which people tend to perform behaviours automatically because of learning” 


(Venkatesh et al., 2012, p.161). 


Concepts: Habit 


With Venkatesh’ revised UTAUT2 model (2012), Habit plays a large role in understanding consumer 
 technology  adoption  and  use.  Venkatesh  et  al.  (2012)  argues  that  stored  intention  which  influences 
 behaviour is impacted by stronger habits and the continuous use is affected by automaticity. Habit has a 
 direct effect on usage and  indirect  effect on  behavioural intention. Alongside  Facilitating Conditions, 
 Habit is the only other construct that affects continuous use and behavioural intention (ibid). 


Zhou’s (2012) study relates Habit to flow associated with using the mobile payments and incorporates 
 different  dimensions  such  as  control  and  concentration.  These  dimensions  highlight  the  cognitive 
 elements that are reflected in Venkatesh’ importance of Habit. Zhou (2012) solely focuses on continuous 
 use  and  found  that  flow  was  the  largest  factor  for  continuous  use  of  mobile  payments.  Furthermore, 
 Keramati et al. (2016) states “It is important to consider what factors drive users to adopt new mobile 
 payment or create a Habit for them doing so” (Keramati et al., 2016, p. 1490). Nevertheless, Keramati 
 et al. (2016) states that Habit itself is a behavioural variable, and its effect could be strengthened through 
 operators providing privileges that would moderate consumers’ habits. 


Neustaedter (2017) presented a three-week diary for their interview participants, which consisted of both 
 existing and new users. To keep track of their shopping routines, their study found that existing users, 
 more so than new users, considered mobile payment a habit. Furthermore, the existing users were also 
 using  mobile  payments  in  different  scenarios  like  person-to-person  payment  and  in-store  purchases. 


Indicating that the more experience consumers had with mobile payments, the more they considered it a 
habitual activity. Venkatesh et al., (2012, p.18) also highlights how habit is moderated by experience, 
and  states  that “...  Habit  will  have  a  stronger  effect  on  intention  and  use  for  more  experienced 
consumers''.  This  is  also  exemplified  with  the  fact  that  habit  influences  technology  use,  the  more 
consumers consider mobile payment a habit, the more likely they are to continue to use it. 


Furthermore,  habit  is  created  through  repetition,  and  the  longer  the  repetitive  action,  the  more  the 
 consumers become subject to lock-in mechanisms that can function as a barrier for behavioural changes 
 (ibid). Similarly, Leong et al. (2020) studied mobile wallet resistance, and found that the existing habit 
 towards  credit  card  and  cash  is  a  barrier  for  mobile  payment  adoption.  Furthermore,  most  studies  on 
 mobile payment habits have not investigated habit as a concrete factor for mobile payment (McLean et 
 al., 2020; Neustaedter, 2017), but the practice of mobile payment being a habitual activity.  Cao et al. 


(2018) did not find any significance among age and experience in terms of continuous use, however, they 
did find a relationship between gender and continuance intention “Specifically, females are more inclined 
to continuance usage than males. It could be that the shopping and consumption behaviours of females 
are more frequently than males, and mobile payments simplifies the payment process” (Cao et al. 2017, 
p. 469). Cao et al. (2018) does not explicitly mention Habit, but the fact that shopping and consumption 
behaviours are more frequent among female users can be indicated as a more Habitual routine. 
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