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                                                                6.1 Quantitative Findings

                                
                    
6.1.1 Demographics 


The  survey  analysis  of  this  thesis  is  founded  on  91  survey  respondents.  Respondents  were  gathered 
 through all three of the researchers’ personal networks. The potential repercussions of the decision have 
 been discussed in the methodology. Table 5 below succinctly summarizes the demographics of the survey 
 respondents. In terms of the gender ratio of male to female, there is a 60/40 split. Secondly, in terms of 
 the age of the respondents, most of all respondents (60%) was aged between 25-34, thereby making this 
 age category the most prevalent of all age groups. As the survey was distributed through the researchers’ 


own  personal  networks,  the  demographic  characteristics  of  the  respondents  is  expected  to  somewhat 
resemble  those  of  the  researchers.  Another  explanation  could  be  that  33%  of  all  master  students  in 
Denmark are aged from 25 to 34, which explains why this age group is heavily represented in this survey 


(Danmarks Statistik, 2021). The second largest age group was respondents aged between 18-24, while 
 the third largest age group with 14% was 35-44. The representation of older adults found in the survey 
 could be rationalised due to the use of parents and  other familiar  members throughout each network. 


Alternatively, even though the older ages of the sample made up a combined 22% of the respondents, we 
 would have preferred more of an even split of sample respondents to provide more depth and breadth to 
 the data by being able to identify a more accurate widespread difference in affecting factors between the 
 age groups.  


Table 5- Demographics 


  



6.1.2 Educational Factors 


Figure  (12)  below  offers  a  clear  breakdown  of  the  educational  level  of  the  survey  respondents.  The 
 highest educational level with 45% is a master’s degree, which has already been analysed and explained 
 above. However, this could also be further explained due to a master’s degree being the most popular 
 degree that the people of Denmark finish their studies on if they begin higher studies (Djøf, Defacto, 
 2019).   



6.1.3 Payment Behaviour  


Figure 13 below provides an overview of the respondents’ previous  experience with mobile payment 
 services,  measured  in  years.  With  regard  to  the  number  of  years  with  previous  mobile  payment 
 experience,  a  vast  majority  of  the  respondents  answered  they  have  over  four  years  of  experience, 
 representing  75%.  The  high  percentage  is  arguably  indicative  of  Denmark  being  one  of  the  quickest 
 countries in the world to accept new innovations (Bambora.com, 2019).  Particularly in the context of 


Figure 12- Education 


MobilePay  in  2013  (Deloitte  Report,  2019).  With  a  90%  national  penetration  rate  in  just  six  years, 
 MobilePay has not only solidified their position in the market,  but they have also affected the Danish 
 consumers’ payment preferences to such a degree that Denmark has become the leading Nordic country 
 when it comes to using mobile payment services for online purchases (Bambora.com, 2020). In general, 
 it can be argued that the high representativeness of respondents with four or more years of experience is 
 an outcome of the widespread diffusion of not only MobilePay, but mobile payment services, and mobile 
 technology in general. Referring to figure (13) below, 14% of the respondents have between 1-3 years 
 of experience, while 8% have less than one year of experience.  


.


Figure 13 - Payment Behaviour 


When looking at the moderating effect of gender, it becomes evident that females have the most 
experience with mobile payment services, as 82% of the female respondents answered they have four 
or more years of experience, while the same category for males is 76% (Figure 14). In comparison to a 
nationwide Nordea survey conducted in 2019, which showcased that women generally use mobile 
payment far more often than men (86% female vs. 74% male), there is a tendency showing that women 
more often use mobile payments. The reason for this could be that women tend to shop through their 
smartphone more often than men do, and thus are more inclined to pay through mobile payment 
applications. 


Figure 14 - Gender by Experience 


Moving deeper into the respondents’ payment behaviour, figure 15 below provides an overview of the 
 respondents’ service provider preferences, as well as their usage frequency measured from “never” to 


“daily”. Beginning at the left side on the x-axis, it can be observed that GooglePay and SamsungPay 
 constitute  the  respondents’  least  preferred  choice  of  provider,  as  38%  answered  they  never  used 
 GooglePay, and 39% answered they never used SamsungPay. A possible explanation for this could be 
 that both SamsungPay and GooglePay have entered the Danish market at a late stage compared to first 
 movers like MobilePay and Apple Pay, and therefore have not yet reached a large installed base of users. 


Also, it can be argued that because GooglePay and SamsungPay both classify as mobile wallets, they are 
in direct competition against other mobile wallet applications such as Apple Pay, which holds the position 
of being the leading mobile wallet application in Denmark (Deloitte Report, 2019). Furthermore, a viable 
explanation for the low sum of Android-based mobile wallet users found in this survey, could be that 
62%  of  Danes  are  iPhone-users  (Statista,  2020),  and  as  iOS-based  mobile  wallets  (Apple  Pay)  are 
incompatible with the Android-system, users are subject to lock-in mechanisms that prevent them from 
accessing competing mobile wallets.  


Figure 15 - Use Frequency 


Referring to figure (15) above, the next category “rarely” shows an overview of the mobile payment 
 services which the respondents use on rare occasions. Here 10% of the respondents answered that they 
 use MobilePay on rare occasions, 7% answered Apple Pay and 11% answered they rarely use other 
 alternative types of mobile payment services than those listed. Next category on the x-axis, under 


“monthly”, it can be observed that 2% of the respondents use SamsungPay and GooglePay at least once 
 a month, respectively. Moreover, 7% answered they use Apple Pay at least once a month, whilst 


MobilePay comes in at 13%. Moving on to the “weekly” category, it can be observed that 59% of the 
 respondents use MobilePay on a weekly basis, thereby establishing MobilePay as the preferred choice 
 of service by a large margin. The results also suggest that Apple Pay is the respondents’ second-most 
 utilised service, with 19% answering that they use Apple Pay on a weekly basis. This finding relates 
 well with the trend seen in recent years where the proportion of purchases using mobile wallets has 
 significantly increased, with annual rates of 8% (Deloitte Report, 2019). 


Despite the general upsurge in mobile wallet purchases, only 1% of the respondents use SamsungPay, 
and 2% use GooglePay. Regarding the last category on the x-axis, under “daily”, it may be noted that 
Apple Pay is the respondents’ preferred choice of mobile payment service for daily use, as 34% answered 
they  use  Apple  Pay  on  a  daily  basis,  whilst  13%  answered  MobilePay.  This  is  an  interesting  finding 


because the payment preferences of the respondents are influenced by the differing value propositions of 
 Apple  Pay  and  MobilePay,  respectively.  For  example,  Apple  Pay’s  value  proposition  to  users,  is  to 
 leverage  its  own  existing  technological  infrastructure  to  provide  a  seamless  payment  experience  with 
 focus on ease of use and peace of mind (Deloitte Report, 2019). As such, it can be argued that Apple Pay 
 functions  as  a  complementary  product,  or  a  so-called  value-added  service,  to  Apple’s  core  offerings, 
 whereas  MobilePay’s  peer-to-peer  service  in  itself  is  the  core-product,  as  exemplified  by  MobilePay 
 CEO Mark Wraa-Hansen: “..creating MobilePay as a separate product with its own value proposition, 
 instead of using it as a built-in module in the banks’ online banking applications, was the right choice” 


(Deloitte  Report,  2019).  Since  its  conception,  MobilePay  has  diversified  its  business  operations  to 
 balance  the  number  of  participants  and  the  range  of  features  and  functionalities  by  developing 
 complementary services such as WeShare, MobilePay Box and QR-payments. Such value-added services 
 create unprecedented opportunities for the users, and this could be a likely explanation for the general 
 popularity of MobilePay found in this survey. Moreover, the fact that Apple Pay predominantly is used 
 in a consumer-to-business context, i.e., paying for groceries, could also be a viable explanation for the 
 spike  in  Apple  Pay’s  daily  usage  frequency.  Regarding  the  other  mobile  wallet  service  providers, 
 SamsungPay comes in at second with 8% of the respondents choosing this service, whilst 4% answered 
 they use GooglePay daily.  In summary, the findings reflect well the development seen in the Danish 
 mobile  payment  market  over  the  past  few  years,  where  both  peer-to-peer  and  consumer-to-business 
 mobile payments have experienced annual double-digit growth (11%) (Deloitte Report, 2019).  



6.1.4 Structural Equation Modelling 


There are many different research techniques to use when examining survey results. In this study, the 
 authors have used Structural Equation Modelling (SEM) due to its applicability with theoretical based 
 research” structural equation modelling requires specification of a model based on theory and research” 


(Suhr,  2006, s.  1).  In  order  to  test  the  constructs  of  the  extended  UTAUT  model,  each  construct  was 
 hypothesized to have positive influence on behavioural intention.  


The  purpose  of  the  Structural  Equation  Model  is  to  have  comprehensive  approach  to  testing  these 
hypothesizes  about  relations  among  observed  and  latent  variables  (Hoyle,  1995).  In  relation  to  our 


the measurement items. The structural Equation model can measure three different relationships between 
 variables “(1)  Association,  e.g.,  correlation,  covariance.  (2)  Direct  effect  is  a  directional  relation 
 between Two variables, e.g., Independent and dependent variables. (3) Indirect effect is the effect of an 
 independent variable on a dependent variable through one or more intervening or mediating variables” 


(Suhr, 2006 p.2). As this thesis  is looking to investigate and test the positive relationship between the 
 independent variables, the constructs, with the dependent variable, behavioural intention, proposal 2 has 
 been applied. 


The  majority  of  scholars  in  this  thesis’  literature  review  has  likewise  applied  to  Structural  Equation 
 Modelling  to  determine  the  factors  for  behavioural  intention.  In  order  to  determine  the  relationship 
 between  the  constructs  of  UTAUT2-extension  with  Behavioural  Intention  The  survey  results  were 
 extracted from Qualtrics to Excel and imported to Stata in order to create the Structural Equation Model 
 with the feature SEM Builder.  


Figure 16 - Structural Equation Modelling 



6.1.5 Performance Expectancy  


Performance Expectancy is defined as the degree to which using a technology will provide benefits to 
 consumers in performing certain activities. The construct refers to how useful respondents perceive 
 mobile payments to be, as well as how advantageous it is compared to other payment types.  The 
 Structural Equation Modelling showed that Performance Expectancy (β = .350; p <0.05) has a positive 
 relationship with behavioural intention, therefore H1 can be accepted. The coefficient showed that 
 Performance Expectancy was the strongest indicator for behavioural intention to adopt and use mobile 
 payment service.


The survey similarly illustrated that Performance Expectancy had one of the highest mean scores based 
 across all constructs. Specifically, regarding the respondents’ answers to item one, which is connected to 
 the concept of ‘usefulness’: “I  find  mobile  payment  useful  in  my  daily  life”, the results show that the 
 construct  received  a  mean  score  of  4.27,  corresponding  to  “strongly  agree”.  Another  notable  point 
 illuminated  by  is  that  item  number  three,  which  is  connected  to  the  concept  of  relative  advantage, 
 received a mean score of 3.85, meaning that respondents in general agree that mobile payments are as 
 useful as cash or credit card. 


Table 6 - Descriptive Statistics of Performance Expectancy 
  


With regard to the measurement item 3: “Mobile Payment increases my productivity”, the survey results 
 show that mobile payment and increased productivity had limited importance, with a mean score of 3.34. 


The displayed results indicate that the respondents did not consider the productivity aspect as important 
 as other utility-aspects connected to Performance Expectancy. However, important to note is that results 
 indicate  a  large  discrepancy  between  male  and  female  respondents  when  it  came  to  whether  they 
 perceived the use of mobile payment would increase their productivity (PE Item #3 Breakout by Gender).  


Figure 17 - Performance Expectancy item #3 by Gender 


Figure  17  above  shows  the  results  specifically  connected  to  question  number  three,  categorised  by 
gender. Looking at the table it becomes evident that approximately 48% of male respondents were either 
somewhat  or  strongly  agreeing  to  the  statement  that  mobile  payments  increase  their  productivity,  as 
opposed to 21% of female respondents. These results are coherent with work by Venkatesh et al. (2003), 
who found a similar difference between males and females in Performance Expectancy: “Research on 
gender  differences  indicates  that  men  tend  to  be  high  task-oriented  and  therefore,  performance 
expectancies, which focus on task accomplishment are likely to be especially salient to men.” (Venkatesh 
et  al,  2003,  p.450). Relating  the  question  of  productivity  to  task  accomplishment,  there  is  a  visible 
difference among male and females’ use of mobile payments. 



6.1.6 Effort Expectancy  


Effort Expectancy highlights the user’s perception of the ease of use of the system, as well as how easy 
 to operate it actually is. To clarify, it is simply how convenient and easy-to-use the technology is 
 (Venkatesh et al., 2003). The relationship between Effort Expectancy (β = 0.300; p < 0.05) and 
 behavioural intention was positive, thereby confirming H2. Alongside the accepted hypothesis, the 
 average mean score of all the items connected to Effort Expectancy is 4.3 (table 7) meaning there is 
 evidence to support that respondents of this survey generally agree to statements related to Effort 
 Expectancy  


Table 7 - Descriptive Statistics of Effort Expectancy 


The  analysis  of  survey  items  evidently  showcase  that  respondents  find  mobile  payments  easy  to  use, 
however,  they  believe  they  possess  mobile  skilfulness  slightly  less.  With  85%  agreeing  or  strongly 
agreeing that mobile payment services are easy to use, and 82% either agreeing or strongly agreeing that 
mobile payments are clear and understandable. Whilst slightly less with 73% of respondents either agreed 
or  strongly  agreed  that  it  is  easy  to  become  skilful  with  mobile  payments  (table  X).  One  of  the 
respondents in the additional comments, discussed the effort required by saying: “Mobile payments are 
easy to use, but so are credit cards”, showing a minimal difference in the effort cost required.  


Table 8 - Descriptive Statistics of Effort Expectancy (Percentage) 


With regards to the moderating effect of age on Effort Expectancy, the survey analysis demonstrated that 
 the older the survey respondents, the lower their mean score, meaning the higher the effort that must be 
 put in. For example, the mean score for the measurement item related to the ease of use for respondents 
 aged between 18–24-year-olds is 4.53, and when this is compared to results of the 55–64-year-olds, there 
 is a stark contrast with a mean score of 2.00, a difference of 2.53 points (Appendix D). The findings align 
 with those of Venkatesh et al. (2003), when they found evidence in their research paper suggesting that 
 there was a strong moderating effect between the age moderator and the suspected Effort Expectancy in 
 learning new information technologies. The justification for their finding was that “An increased age 
 has  been  associated  with  a  difficulty  in  processing  complex  stimuli  and  allocating  attention  to 
 information, both of which are necessary when using software systems” (Venkatesh et al., 2003, p.450). 


In our survey findings, it appears that the pivot point for Effort Expectancy and age is at 25-34 years old, 
 after  that  the  perception  that  there  is  more  effort  required  increases.  When  looking  at  how  gender 
 moderates  the  influence  of  Effort  Expectancy,  the  survey  responses  did  not  yield  any  significant 
 differences, as was the case with the moderating role of age (Appendix D). In the questionnaire items 
 that represent perceived ease of use, there was a marginal increase of 0.23 in male respondents’ mean 
 score, and a 0.13 increase in the mobile skilfulness item.  The relevance of this shall be discussed and 
 evaluated later in the analysis. 


  



6.1.7 Social Influence 


Social Influence is defined as the extent to which consumers perceive that important others believe they 
 should use a particular technology (Venkatesh et al. 2012). The hypothesised relationship between Social 
 Influence  (β  =  0.152; p  >  0.05)  and  behavioural  intention  was  not  confirmed,  thereby  rejecting  H3. 


Thereby  signifying  that  the  respondents  of  this  survey  did  not  consider  Social  influence  a  factor  for 
 behavioural intention to mobile payment services. Similarly, the survey shows a relatively low combined 
 mean score of 3.36, and a high standard deviation across all questions indicating that the respondents 
 were  divided  on  the  importance  of  Social  Influence  (Table  9).  To  question  item  five:  “I  use  mobile 
 payments to improve the way I am perceived by my peers”, this received the lowest mean score in the 
 entire survey, with a mean score of 2.55. Thus, indicating that respondents’ perceptions are not influenced 
 by their peers, when considering mobile payment adoption. Nevertheless, the relatively high standard 
 deviation also indicates  that Social Influence functions as an influencing factor for some, and not for 
 others. 


Table 9 - Descriptive Statistics of Social Influence  


Looking  into  measurement  item  three  and  five,  it  may  be  observed  that  the  higher  the  age  of  the 
 respondents, the less likely they are to agree on whether their mobile payment use is affected by social 
 pressure from peers. A possible explanation for the limited significance of Social Influence among older 
 respondents could be that older people do not surround themselves with friends and peers in the matter 
 as  younger  people.  Therefore,  Social  Influence  has  no  impact  on  whether  older  people  should  adopt 
 mobile payments. However, from a theoretical perspective, Venkatesh et al. (2003) offers a contrasting 
 argument that Social Influence is to a higher degree among older people: “Research has found Social 
 Influence to be more significant among older workers … our results suggest that Social Influences do 
 matter.”. (Venkatesh et al. 2003, p.469).  


Furthermore, the measurement item under Social Influence with the highest mean score was: “The more 
 my friends and network are using mobile payment services, the more valuable it is.” This measurement 
 item, which is not examined in Venkatesh’s original research, is causally linked to the concept of network 
 effects within Social Influence, and received a mean score of 3.98, conferring that respondents generally 
 seemed to agree to the statement (table 9).  



6.1.8 Facilitating Conditions


The hypothesised relationship between Facilitating Conditions and behavioural intention was positive (β 


=  .314; p  <  0.05),  thereby  confirming  H4.  As  a  refresher  to  the  reader,  Facilitating  Conditions  as  an 
umbrella  definition  is  the  consumers'  perceptions  of  the  resources  and  support  available  to  perform  a 
behaviour or use a technology, and Venkatesh et al. defined Facilitating Conditions as the level that the 
individual consumer believes that an organizational and technical infrastructure exists to support the use 
of the system (Venkatesh, 2003). Additional concepts to reaffirm are compatibility and mobility. Simply 
put, compatibility is the notion of how well a technology fits with an individual’s lifestyle, working needs 
and values (Pham & Ho, 2015; Venkatesh et al. 2003). Mobility is the notion of using ‘anywhere and 
anytime’ wireless technology. The contributing features of mobility as a concept are defined as providing 
users with more freedom, ease of use, and flexibility, ensuring a certain omnipresence to the technology.  


Table 10 - Descriptive Statistics of Facilitating Conditions 


  


Aligning  with  the  hypothesis  that  was  accepted,  the  average  mean  score  of  all  the  items  within 
 Facilitating Conditions were relatively high, with a score of 4.27, making it the highest mean among all 
 constructs. One could argue that this is evidence of the respondents believing that there are conditions in 
 place  that  will  support  their  adoption  and  use  of  mobile  payments.  Intriguingly,  and  similar  to  Effort 
 Expectancy, there was a decreased percentile of agreeable response from question one through to four. 


The analysis evidently showcased that users found that they have the necessary resources, support and 
features  to  carry  out  mobile  payment  transactions  with  a  strong  score  of  95%  of  respondents  either 
agreeing  or  strongly  agreeing.  Furthermore,  94  %  of  respondents  also  agreed  that  mobile  payment 
increased their mobility. With a slightly lower percentage 85% of users agreed or strongly agreed that 
mobile payments are compatible with their lifestyles. Interestingly, in the fourth measurement item on 
the  available  support  network  there  was  a  24%  decrease  compared  to  the  first  facilitating  condition 
question on available resources. 71% of respondents from question four either agreed or strongly agreed 
that  they  can  receive  help  from  others  when  they  have  difficulties  using  mobile  payments.  Figure  18 
below clearly showcased the change in data.  


Figure 18 - Descriptive Statistics of Facilitating Conditions 


In terms of the moderating factors’ effect, the survey results did not show any significant differences 
 between the age groups of the respondents in terms of their belief of the effect of Facilitating Conditions. 


Despite the insignificant differences, there is still a positive mean score between all ages, meaning that 
 most of all ages believe and strongly believe that Facilitating Conditions and its concepts have a positive 
 impact on their mobile payment’s adoption (Appendix D). These findings contrast with Venkatesh’s et 
 al. (2012) hypothesis that the influence of Facilitating Conditions will be moderated by age, such that the 
 effect will be stronger for older consumers with increased experience. When looking at the moderating 
 effect of experience, it becomes clear that the more experience the users had, the more they agreed that 
 they have the resources, the mobility, the compatibility, and the support network to use mobile payments. 


The  results  of  this  survey’s  Facilitating  Conditions  items  provided  average  mean  scores  for  the 
experience moderator, however, even though they were not as significant as Venkatesh’s (2012) findings, 
they were still in alignment. 


6.1.9 Perceived Security 


The hypothesised relationship between Perceived Security and behavioural intention was positive (β = 
 .345; p  <  0.05),  thereby  confirming  H5.To  reiterate  the  theoretical  explanation  for  this  determinant, 
 Perceived Security is defined as: "An individuals' belief that the mobile payment service has installed 
 security-measures that will prevent the loss of personal and financial data when executing transactions 
 and payments" (Khalilzadeh et al., 2017). By definition, this determinant relates to how secure the users 
 perceive mobile payment services to be, as well as their perception of  the risks associated with using 
 mobile payment services.   


Table 11 below provides an overview of the respondents' answers connected to the Perceived Security' 
 construct. Delving deeper into the table, it may be observed that the mean score for all items range 
 in-between  2.79  to  3.99,  which  means  that  the  respondents  have  generally  disagreed  to  the  Perceived 
 Security instrument items. Based on this, it would seem as though the respondents are somewhat sceptical 
 when it comes to how secure and risk-free, they perceive mobile payment services to be.  


More specifically, it can be observed that survey instrument item number three and item number four, 
 which  focuses  on  whether  the  respondents  find  mobile  payment  services  risky,  has  the  lowest  mean 
 scores of all with 2.79 and 2.84, respectively. 


Table 11 - Descriptive Statistics of Perceived Security 


Interestingly, when comparing instrument items causally related to mobile payment security with the 
 instrument items addressing risk perception, the results show that even though respondents consider 
 mobile payment services somewhat secure, they still feel hesitant. Such hesitancy could originate from 
 the fact that the mobile payment market is highly dynamic and fragmented, with new players regularly 
 entering, and this causes disorientation. Moreover, as mobile payment revolves around transferring of 
 financial funds, the respondents' risk perception works as an inhibitor. When examining the moderators' 
 effect on the relationship between Perceived Security and behavioural intention, age was found to be 
 particularly moderating the relationship. The data shows that the older the respondents, the less they 
 seem to agree with instrument items related to the security of mobile payment services. For example, as 
 can be seen in figure (19) below, the total percentage of respondents in all age groups who have 


answered "Somewhat agree" declines the older the age group, thereby suggesting that the older 
 respondents, the more they tend to have a negative attitude towards Perceived Security and risk. 


Figure 19 - Perceived Security item #6 by age (percentage) 
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