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Abstract


This thesis intends to identify the factors affecting mobile payment adoption intention by propositioning 
a conceptual framework based on the second model of the Unified Theory of Acceptance and Use of 
Technology (UTAUT). In addition to the UTUAT2 model three constructs were supplemented and the 
constructs were divided into ‘System-Centric factors’ and ‘User-Centric factors. This was done to more 
effectively evaluate what factors had the most impact in the user’s behavioural intention to adopt mobile 
payments in Denmark. The proposed research framework was then empirically tested via a concurrent 
mixed  methods  approach.  Which  involved  collecting  data  from  91  survey  respondents  and  using  a 
structural equation modelling (SEM) technique for the analysis. Whilst simultaneously conducting four 
interviews  with  mobile  payment  experts,  two  industry  professionals  and  two  academic  scholars.  The 
subsequent analysis involved a series of thematic coding, which enabled a following comparison and 
contrast exercise. Both the quantitative and qualitative results exhibited (in order of the most impact), 
that the Performance  Expectancy (PE), Perceived Security (PS), Effort Expectancy (EE),  Facilitating 
Conditions  (FC),  Trust,  and  Personal  Innovativeness  (PI)  constructs  were  all  concluded  to  have  a 
significant positive impact on behavioural intention to adopt mobile payment services. Alternatively, the 
two User-Centric factors Social Influence (SI) and Habit were concluded to not qualify as constructs that 
influence  behavioural  intention  to  adopt  mobile  payment  services.  The  findings  of  this  thesis  also 
identified  ‘Culture’  as  a  potential  influencing  factor  on  intention  to  adopt  mobile  payments  services, 
presenting  the  opportunity  for  further  research.  In  addition,  the  findings  of  this  study  contributed 
imperative theoretical findings that can be utilised to enrich the existing body of literature. Lastly, this 
thesis intended to offer practical managerial contributions through the identification of the most vital 
factors affecting behavioural intention to adopt mobile payment services. Which enables contemporary 
managers in mobile payment businesses to streamline and rationalise their future customer acquisition 
and retention strategies. 
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1. Introduction 


In recent years there has been increasing global developments in Financial Technology, as the payment 
 industry  is  undergoing  a  revolution.  This  has  provided  a  plethora  of  opportunities  for  businesses  to 
 provide solutions to problems and create unprecedented value. Throughout history, companies have been 
 on  the  pursuit  of  enhancing  consumers  daily  financial  activities  and  capitalising  in  the  process. 


Transitioning  from  cash  to  credit  cards  and  now  to  one  specific  area  of  interest  that  is  experiencing 
 exponential growth in its global adoption and use, is mobile payment. The mobile payment technology 
 market is expected to grow at a Compound Annual Growth Rate (CAGR) of 55% and is estimated to 
 reach  a  value  of  around  $5,500  billion  by  2026  (Globe  Newswire,  2020).  These  statistics  make  a 
 convincing argument for why mobile payments are regarded as one of the principal categories in financial 
 technology services. Due to the perceived benefits of mobile payments, firms were quick to adapt and 
 dominate markets. As a result, the market is extremely saturated, especially  in Denmark. Despite this 
 market  saturation  and  growth  in  the  area  of  mobile  payment  services,  a  major  problem  is  a  lack  of 
 definitive research in Scandinavia on the factors  that influence consumers'  intention  to adopt and use 
 mobile payment services the most. The central research question to this thesis is: 


What factors influence consumers' behavioural intention to adopt and use mobile payment services? 


Thus,  this  thesis  will  aim  to  contribute  to  the  existing  mobile  payment  services  adoption  and  usage 
research. It achieves this by presenting a thorough description and analysis of the traditional  adoption 
and usage factors that are postulated to enrich and impede mobile payment adoption. Whilst concurrently 
presenting  new  factors  that  have  been  extended  through  Venkatesh  et  al.  (2012)  Unified  Theory  of 
Acceptance and Use of  Technology second model.  Using the UTAUT2 model  as a foundation to our 
thesis, we have been afforded the opportunity to augment the contemporary technology adoption theories 
through the lens of mobile payment services in a Danish context. Through this auxiliary examination of 
the level of influence each factor has on the consumers behavioural intention to adopt and use mobile 
payment services, we have developed and built upon the existing body of knowledge in the academic 
community  and  provided  measurable  action  items  that  managers  can  use  in  a  practical  sense.  Thus, 
facilitating enhanced strategic organizational decision making in the realm of mobile payment adoption 



(9)Further aims of this thesis are to contribute to literature on mobile payment adoption in a Scandinavian 
 context. According to a 2019 report conducted by Deloitte, the Nordic market comprising of Denmark, 
 Norway, Sweden, and Finland, is one of the most technologically capable areas in the world, with most 
 of its citizens having extremely high levels of digital acuity (Deloitte Report, 2019). Yet the existing 
 literature on mobile payment adoption in a Scandinavian context is extremely limited in comparison to 
 the actual mobile payment adoption rates, making using data in a Danish context an exciting prospect 
 that could lead to new discoveries and future research. 



1.1   Motivation 


“For the global payments sector, the events of 2020 have reset expectations and significantly 
 accelerated several existing trends. The public health crisis and its many repercussions—among them, 


government measures to protect citizens and rapid changes in consumer behaviour have changed the 
 operating environment for businesses, large and small, worldwide”.  


(McKinsey Global Payments Report, 2020). 


The  following  section  will  address  the  researcher’s  motivations  for  the  investigation  into  the  factors 
 affecting the adoption and usage of mobile payment services. Deloitte described the Nordics as: 


“The Nordics have become digital leaders within mobile payments and are leaders in the race towards 
 cashless societies.” (Deloitte Report, 2019). Which leads to the collective primary motivation of all three 
 researchers which was to address the research gap on the topic within digitally matured countries. We 
 identified that despite Scandinavia’s high level of digital acuity and elevated mobile payment adoption 
 rates, the domestic literature was not present to a sufficient standard. There is a large amount of literature 
 based in developing countries such as China, India, and countries within Africa. The literature that is in 
 developed  countries,  is  predominantly  from  the  US,  which  is  characterised  by  high  technological 
 capabilities but low mobile payment services adoption rates, differing from the Nordic context. 


The earlier literature from the beginning of mobile payment services inception primarily investigates the 
 barriers to mobile payment adoption, which was the foundation to most of the following research papers. 


The  motivation  of  this  thesis  was  to  pivot  the  perspective  and  add  contrast  to  the  earlier  body  of 



(10)knowledge  by  investigating  the  factors  that  increase  the  mobile  payment  adoption,  not  prohibit.  In 
 addition,  we  found  motivation  through  the  notion  of  contributing  to  the  existing  body  of  knowledge 
 which can be used in a corporate context by providing evidence of which factors can be attributed to 
 organizational success. Enabling the constructive future use of these factors for actionable measures that 
 firms  in  future  markets  can  augment  in  their  repertoire  when  incorporating  future  mobile  payments 
 strategies.  To  conclude,  through  the  notion  of  identifying  a  problem  and  working  collectively  to 
 contribute to the future solutions, we feel this gives us an element of constructive value. 



1.2   Research overview and research objectives 


This  study  aims  to  identify  the  factors  which  influence  individuals’  mobile  payment  adoption.  The 
 research  focus  is  from  the  individual  users’  point  of  view,  in  order  to  obtain  a  more  comprehensive 
 understanding of the individuals’ motivations behind the adoption and usage of mobile payment services. 


Additionally, the research question will be examined by the presented research objectives. 


1.      Explain and conceptualize which factors, consumers consider when adopting mobile payment 
 services from a theoretical standpoint  


2.      Statistically illustrate which factors consumers consider for adoption of mobile payment 
 services, as well as highlighting the similarities and differences among literature, theory, 
 consumers and experts. 


3.      Contribute to the field of mobile payment research, which is limited in a Scandinavian 
 context, as well as contributing to the theoretical framework of adopting information services. 


4.      Offer managerial insights for services within FinTech, Mobile Payment and digital 
technologies.  
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1.3   Research Scope 


The scope of this research centres on the factors for adoption and use extracted from academic journals 
 and a theoretical framework. The research will measure and examine the behavioural intention to adopt 
 and  use  mobile  payment  services,  but  not  measure  the  continuous  use  aspect  statistically.  However, 
 respondents will be asked about their payment behaviour on how often they use mobile payments. 


The thesis will predominantly cover peer-to-peer (peer-to-peer) and consumer-to-business(consumer-to-
 business) mobile payment (mobile payment) services and does not investigate closely related fields such 
 as mobile banking, mobile commerce and payment applications that can be used in other contexts than 
 mobile payment. As the thesis focuses on mobile payment adoption from a consumer-centric perspective, 
 mobile payment merchant account providers and in-store apps are not included in this thesis. 


The geographical scope of the study is directed  towards a Danish setting,  therefore, only respondents 
residing  in  Denmark  were  asked  to  participate  in  the  survey,  as  well  only  Danish-based  scholars  and 
Danish  based  professionals  were  interviewed.  Thus,  the  thesis  will  cover  mobile  payment  providers 
operating in the Danish market.  
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1.4   Thesis Roadmap 


Figure 1 - Thesis Roadmap 


Brief Explanation of each chapter 


The rest of the thesis is structured as followed:  


Chapter 2 provides precursory information that provides contextual and necessary background 
 information for the thesis. For example, a technical breakdown of the mobile payment services, 
 underlying technologies origins, definitions, perspectives and trends. infrastructure, transaction types, 
 supporting technologies. 


Chapter 3 presents a number of theoretical frameworks in the realm of information technology 
 adoption which were considered for the authors’ own conceptual model.  


Chapter 4 presents a comprehensive literature review on the research of the adoption of mobile 
 payments services and their application to the market. The literature highlights and contains relevant 
 concepts to this paper and will extend the theoretical framework at the end of the literature review.  


Chapter 5 considers the methodology of the study, dwelling into research design, approach and 
 strategy as well as examining the reliability and validity of this study. 


Chapter 6 involves a detailed analysis of the primary data collected. The chapter will be divided into 
 quantitative and qualitative results, and separately investigate which factors consumers and 


interviewees found to drive mobile payment adoption and use.  


Chapter 7 discusses the findings of the analysis in order to pinpoint which factors consumers consider 
 for adoption.  


Chapter 8 considers the limitations of the study and what future research should focus on.  


Chapter 9 offers concluding remarks as well as theoretical contributions and managerial implications 
of this study. 
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2. Preliminary  



2.1  Origin of Mobile payment services  


Mobile Payment Services first emerged in the late 1990’s when new market players began symbiotically 
 combining the internet with personal finance (Rampton, 2016). To grasp how vast the industry is going 
 to be, the history and evolution of mobile payment services must be highlighted. Since millennia, humans 
 have  relied  on  payment  systems  from  bartering,  trading,  coins,  and  now  electronic  payments.  The 
 underlying  theme  of  these  payment  systems  is  the  pursuit  for  payments  that  are  convenient  and 
 transactional (ibid). Convenience being a heavy  contribution to the birth of mobile payment services. 


Although the concept of eradicating a cash-based society has long been present, the technology to execute 
 the concept has only been readily available and feasible in the 21st century. mobile payment services have 
 originated from the first electronic payments such as the first online payment in 1994 and have utilised 
 the technological advancements of different applications within FinTech (ibid). Specifically, Near-Field 
 Communication (NFC), which is a wireless communication technology that permits a data transfer using 
 Radio Frequency Identification Technology (RFID) (Mauree, 2013). 


The origins of the name ‘mobile payment services’ was designed to be self-explanatory to make it easily 
 differentiable from payment variations such as card or cash payments (Hollow, 2019). Despite this, there 
 seems to be some confusion amongst consumers as to what constitutes a mobile payment  system. For 
 instance, Slade et al. (2013) argue that the high complexity of the mobile payment environment, with 
 various offerings from different uncoordinated providers has left users confused. One explanation for the 
 confusion could arguably originate from the fact that in recent years, many companies have entered the 
 mobile payment market to attract consumers by providing innovative payment solutions. Online stores, 
 merchants,  brick-and-mortars,  grocery  shops  are  just  a  few  examples  of  companies  that  eagerly  have 
 sought to get the mobile payment tag associated with their brand to attract customers.   
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2.2   Mobile payment definitions  


According to Raina (2014), mobile payment services encompass all the different technologies that are 
 provided to users, as well as all the functions that the payment service provider(s) conduct to commit 
 payment  transactions.  In  contemporary  literature,  there  also  seems  to  be  a  wide  consensus  amongst 
 scholars on the definition of mobile payments, namely that they are defined as “a subset of electronic 
 commerce where at least one of the transaction participants uses mobile communication techniques.” 


(Kreyer, Pousttchi, & Turowski, 2002, p.10).  


However, it is possible to create a more detailed definition of mobile payment services. Scholars working 
 within the mobile payment field agree that the main function of mobile payments  is the  transactional 
 process of monetary value, may it be payments for goods, services, or bills (Chandra, Srivastava, & and 
 Theng, 2010; Kreyer, Pousttchi,  & Turowski, 2002; T. Dahlberg et al., 2007). A vast majority of  the 
 definitions accredit mobile devices as the key feature of the process and refer to them as either mobile 
 phone,  smartphone,  or  personal  digital  assistant  (PDA)  (Kreyer  et  al.,  2002).  A  mobile  payment  is 
 conducted through a mobile payment instrument i.e., a mobile credit card or from a mobile wallet (T. 


Dahlberg  et  al.,  2007). More  specifically,  Chandra  et  al.  (2010) argues  that  any  payment  transaction 
 which  uses  a  mobile  communication  device  (i.e.,  mobile  phone)  to  launch,  process,  and  confirm  the 
 transaction  can  be  categorised  as  a  mobile  payment  system.  Within  the  domain  of  mobile  payment 
 systems,  scholars  argue  that  an  important  distinction  can  be  made  between,  (1)  systems  that  enable 
 payments  in  proximity  of  a  payment  terminal  or  similar,  and  (2)  systems  that  enable  payments  and 
 transactions independent of the location of both sender and receiver (Chandra et al., 2010). For instance, 
 in defining the full range of mobile payment systems and applications, Chandra et al. (2010) argues that 
 mobile payments can be broadly classified into two principal categories: remote mobile payment systems 
 and proximity mobile payment systems. 


The former category entails mobile payment solutions that facilitate transactions which can be conducted 
anywhere and independent of the location of the user. A key characteristic of remote mobile payments is 
that  they  remove  spatial  time  constraints,  thereby  providing  users  with  more  flexibility  and  freedom 
compared to traditional payment solutions such as credit cards (ibid). Moreover, remote mobile payment 



(15)systems  can  be  further  categorised  depending  on  the  type  of  transaction  being  made.  Remote  mobile 
 payments are predominantly used for three kinds of transactions. The first kind of transaction is payments 
 to a mobile service provider for purchases of mobile services and contents like ringtones, news, etc. The 
 second kind entails payments for items purchased online using either a web browser as a medium for the 
 transaction, or a payment application such as MobilePay or PayPal. Lastly, the third kind of transaction 
 enabled by remote mobile payment systems involves transmission of monetary funds from one individual 
 to another individual, also termed as peer-to-peer payments (peer-to-peer).  peer-to-peer mobile payment 
 transactions are facilitated through mobile applications issued by banks, which enables users to transfer 
 funds from their own bank account to other users’ bank accounts (Chandra et al., 2010).   


The latter category contains mobile payment applications that facilitate local or "nearby" transactions, 
whereby  a  mobile  phone  communicates  with  a  Point-of-Sale  (POS)  terminal  or  an  automated  teller 
machine (ATM) using low power wireless connectivity protocols such as Bluetooth or other near field 
communication technologies (NFC) (ibid). Near-field communication technology is currently the leading 
proximity technology that enables the user to pay using certain mobile devices within a five-centimetre 
radius which can recognise the technology when placed near the reader at the point-of-sale (Chandra et 
al., 2010). One example of proximity-based mobile payment is micro-payment applications where the 
mobile device communicates with a vending machine or ticketing kiosk to conduct the purchase. In this 
example, monetary value is either stored in the mobile device as digital cash or is charged to the credit 
card through a mobile service provider (ibid). Another example of a proximity mobile payment solution 
is Apple’s own self-developed payment application named ‘Apple Pay’. The application allows iPhone 
users to digitally store their credit card on the mobile phone as a “mobile wallet”, from which users can 
conduct  payments  through  the  revolutionary  NFC-technology  when  in  proximity  of  a  point-of-sale 
terminal. Chandra et al. (2010) further states that other examples of mobile payments in this category 
include: withdrawals of money from ATMs, mobile parking payments, and payments at POS in physical 
stores. A further explanation of the various types of mobile payment applications will be presented in the 
next subchapter.  



(16)
2.3  Overview of mobile payments  


A mobile payment transaction can be conducted in several ways, all depending on the type of technology 
 and service used for the procedure (Kreyer et al., 2002). The most dominant types of mobile payments 
 include  wireless  application  protocol  billing  (WAP),  Near-Field  Communication  (NFC),  cellular 
 networks, direct subscriber billing, direct credit cards, and preferential rate SMS (Lin et al., 2019). These 
 types of mobile payment solutions have achieved their dominant market position because they enable 
 users  to  conduct  mobile  payments  in  ways  that  are  quick,  flexible  and  convenient.  However,  whilst 
 mobile payment transactions between consumers and businesses (consumer-to-business) usually rely on 
 the above-mentioned types, peer-to-peer (peer-to-peer) transactions are generally performed through a 
 separate mobile application, varying internationally. Due to rapid advancements in the technology behind 
 mobile payment systems, coupled with strategic alliances between banks and mobile phone operators, 
 mobile  payment  systems  can  now  in  an  efficient  way  handle  financial  transactions  through  mobile 
 networks, as well as through various other wireless technologies such as NFC, QR-codes, Bluetooth, and 
 Wi-Fi (Lin et al., 2019).  



2.4  Mobile payment services perspectives and trends  


Following from a report conducted by the European Commission, it was disclosed that mobile payment 
 services in the past ten years have experienced strong growth as technologies have evolved and financial 
 users have adapted to trends that are more efficient safe FinTech (European Commission , 2020). The 
 report forecasts the global usage of mobile payments to grow from 348 billion US dollars to 1.3 trillion 
 dollars by 2022. The most prominent impactful global players are Apple Pay, Samsung Pay, and most 
 commonly in China is WeChat Pay (Daxue Consulting, 2021). This could be argued for many reasons, 
 however, the report suggests the most predominant reason is convenience, as they integrated e-wallets 
 into their phones to increase the adoptability (Businesswire.com, 2019).   


A recent report conducted by Statista showcased the size and perspective of the global mobile payment 
market with the number of mobile payment users in 2019 close to a billion users and a predicted growth 



(17)Specifically,  in  the  context  of  the  Danish  mobile  payment  market,  industry  forecasts  have  predicted 
 intensive competition, as new market entrances are beginning to mark their spot. Due to the range of the 
 Danish mobile payment market and the digitally inclined population, MobilePay stands to compete with 
 various actors across different platforms. MobilePay’s strong position among peer-to-peer services has 
 the potential to be challenged by the likes of Apple Pay and Google Pay in the near future. Furthermore, 
 other tech companies are similarly beginning to enrol peer-to-peer payment features in target markets. 


Facebook Pay is integrated into messenger and marketplace in other countries and could pose a great 
 threat  towards  MobilePay’s  monopoly-like  situation  within  the  peer-to-peer  market  (Deloitte  Report, 
 2019).  


The  Danish  mobile  payment  market  is  not  only  challenged  by  international  players,  as  an  increasing 
 number of Danish retailers are starting to offer merchant specific apps, which would heavily influence 
 the payment situation for in-store purchases. Most recently, Netto and COOP, two of the biggest retailers 
 have introduced a scan-and-go function for their mobile apps (COOP, 2021). Due to the heightened level 
 of  competition,  incumbent  providers,  as  well  as  new  entrants  must  further  innovate  their  solutions  in 
 order to remain competitive. Developing new value propositions or even cooperating in order to acquire 
 or retain the existing user base. 


The activities and happenings of mobile payments have attracted practitioners since its inception and are 
highly  coveted  in  the  world  of  academia.  Academics  have  studied  factors  for  failures  and  success  ( 
(Pousttchi  et  al.,  2009),  and  they  have  investigated  consumer  acceptance  (Schierz,  Oliver  ,  &  Bernd, 
2010). La Polla et al. (2013) as well as examining the different procedures and technologies of mobile 
payments, whilst scholars such as Pousttchi et al. (2009) conceptualized and explained business models 
behind mobile payments. Lastly, Kaufmann (2008) investigated the users and how their issues developed 
from various perspectives. 
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2.5  Mobile payment services technologies, capabilities and applications


In  defining  the  full  range  of  mobile  payment  use-cases,  applications  and  capabilities,  Lerner  (2013) 
 positions four core segments in the continued development of payment solutions. These core segments 
 are based on their size, significance and development in the mobile payment market. Lerner’s segments 
 provide a clear distinction between the different types of mobile payments. 


These  four  core  segments  are:  ‘Payment  digital  goods’,  ‘Electronic/mobile  Commerce’,  ‘Proximity 
 payments’ and ‘person-to-person’. Furthermore, the subcategories of ‘Carrier Billing’, ‘Mobile Wallet’, 


‘Mobile NFC’, ‘Mobile Barcode’ and ‘Mobile Money’ will all be covered due their direct significance 
 towards mobile payment solutions in today’s digital era. 


Figure 2  - Segments of Mobile Payments (Lerner 2013) 
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Payment of Digital Goods


Digital good 


The first mobile payment segment revolves around payments for digital goods. Purchasing digital goods 
 through  the  medium  of  a  mobile  phone  typically  does  not  require  the  user  to  submit  credit  card 
 information as the billing occurs through the user’s monthly phone subscription. Also, mobile payments 
 in this segment does not require credit card information because of the low transactional values of most 
 digital goods. As an example, Lerner (2013) argues that this segment typically entails mobile payment 
 purchases through carrier-billing, which will be further explained beneath.  



2.5.2  Carrier billing 


Carrier billing is a remote mobile payment method which allows users to pay for online goods, products, 
 and services with their mobile devices (i.e., mobile phones) through SMS payment (Raina, 2014). In this 


“pay by mobile'' option, the cost is directed towards the telecommunications carrier and the users are 
then  charged  through  their  monthly  telephone  bill.  Carrier  billing  is  considered  the  first  example  of 
mobile payments (Kreyer et al., 2002). When first  introduced in 1997, mobile payment was  a unique 
payment method that initially was used by consumers to purchase soft drinks from Coca Cola vending 
machines as part of a marketing campaign to boost the company’s brand  awareness and sales (IBM, 
2018).  Shortly  after,  the  telephone  manufacturer  Nokia  introduced  mobile  payments  that  allowed 
consumers to purchase ringtones through SMS. The introduction of carrier billing as a mobile payment 
method was an important step in the development of present-time mobile payment applications, because 
of  its  widespread  popularity  that  has  since  given  rise  to  new  and  more  advanced  mobile  payment 
methods.  Carrier  billing  relies  on  a  particular  technology  named  WAP,  and  WAP  uses  the  telecom 
operator’s billing infrastructure. In Denmark, the use of SMS payments is still somewhat employed, such 
as through transportation tickets and voting on TV shows. These SMS payment services are provided by 
telecom operators which take approximately a 50% cut (Hedman, 2015).  
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2.5.3  Electronic/Mobile commerce 


Mobile commerce, also sometimes referred to as m-commerce, is the use of wireless mobile devices such 
 as  mobile  phones  to  execute  commercial  transactions  (T.  Dahlberg  et  al.,  2007).    M-commerce  is 
 regarded as a subset of e-commerce that enables consumers to purchase, sell, trade, and market goods or 
 services by using a mobile device. Similar to using a credit card for any electronic commercial purchase 
 through a computer, mobile commerce constitutes any purchases conducted on mobile phones through 
 an application or browser. 


Mobile Wallet 


Lerner (2013) categorise mobile wallets under the mobile commerce segment. Essentially, mobile wallets 
 function  by  using  an  application  which  digitally  “stores”  the  financial  information  provided,  such  as 
 credit card/debit card or PayPal information (Leong et al., 2020). Even though Lerner separates mobile 
 wallets, barcodes and NFC-payments in different segments, however, mobile wallet applications such as 
 MobilePay and Apple Pay, which rely on QR codes and NFC-technology, can both be categorized as 
 mobile  wallets  (Choi  et  al.,  2020).  Since  Lerner’s  2013  definition,  mobile  payments,  especially  the 
 practice of mobile commerce and the mobile wallet, have evolved significantly. 



2.5.4  Proximity payment 


Proximity mobile payments are payments in which the payer and the payee are in close proximity to each 
other. A proximity mobile payment takes place through a proximity technology, such  as NFC, Quick 
Response (QR) codes, or Bluetooth technology. The technology then acts as the communicative linkage 
between the two devices, allowing for the transaction. To conduct a proximity mobile payment, the phone 
must  be  NFC-enabled,  and  must  also  have  the  latest  version  of  the  payment  application  issued  by  a 
financial  institution.  The  user’s  payment  account  information  is  encrypted  and  stored  into  a  secure 
location  in  the  phone.  Moreover,  proximity  payments  leverage  the  financial  industry’s  payment 
infrastructure, which is why the payment and settlement processes are the same as traditional credit card 
payments. In a real-life payment scenario, the phone utilises the built-in NFC-technology to communicate 
with the merchant’s contactless POS system. As previously mentioned, proximity payments involve all 
mobile payment transactions in physical retailers at their point of sale (POS) terminals.  
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Near-field  communication  (NFC)  is  a  form  of  wireless  data  transmission  protocol  that  enables  short-
 range communication between devices. The use of NFC payment is associated with contactless payment 
 and is typically used in point-of-sales scenarios and falls into the ‘proximity mobile payment” category 
 as explained earlier. Juo (2013) characterizes NFC mobile payment services as the integration of mobile 
 communication  systems  and  NFC  technology.  Including  the  extension  of  existing  mobile  commerce 
 technology  to  conventional  bricks-and-mortar  stores,  multiple  vendors  provisioning  collaborative 
 technology-mediated services, and finally, the importance of a value-creating potential provisioned by 
 innovation services (Mao, 2019). NFC mobile payment is also commonly associated with mobile wallets. 


Smartphone  manufacturers  such  as  Apple,  Samsung  and  Huawei  utilise  NFC-technology  as  the 
 connectivity linkage between consumers’ mobile phones and point-of-sale terminals in physical stores. 


Mobile Barcode / QR Codes 


Quick-Response code (QR) payment is a payment method where the payment is executed by scanning a 
QR code from the camera on a mobile phone. QR code payment is predominantly used in a consumer-
to-business  purchase  context,  for  example  in  convenience  stores.  QR-code  templates  are  placed  near 
products  at  stores  or  point-of-sale  terminals,  whereby  consumers  can  initiate  payments  through  their 
phones. QR code payment has enjoyed widespread popularity, especially in China, where QR codes are 
the  means  of  mobile  payment.  Interestingly,  in  comparison  to  China,  the  most  common  method  for 
mobile payments in Western societies is NFC-technology (Guo et al., 2018). QR code payments' high 
level of user penetration is a result of the swiftness, easiness and security that it provides consumers. In 
China,  AliPay  and  WeChat  Pay  are  by  far  the  most  popular  providers  of  QR  payments  (Daxue 
Consulting, 2021). This could arguably be due to the fact that, in China, leading e-commerce companies 
such as Alibaba, Baidu and Tencent are the providers of QR payments, and it is them who initiate mobile 
payments rather than phone and telecom companies as it is seen in the West (ibid). Furthermore, peer-
to-peer services in Scandinavia, such as MobilePay, have developed QR-code payments to diversify its 
operations  and  enter  the  consumer-to-business  market,  where  Apple  Pay  currently  is  the  dominating 
player.  
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According to Lerner (2013), peer-to-peer payment is the only segment that does not centre on consumer-
 to-business  payments.  peer-to-peer  payments  have  no  mercantile  aspect,  as  the  transaction  is  entirely 
 between individuals. Peer-to-peer payment is considered an upgrade from the more traditional solution, 
 mobile banking (ibid). In Denmark, peer-to-peer-mobile payment applications are by far the most popular 
 form  of  mobile  payment,  with  85%  of  the  Danes  using  MobilePay  as  the  preferred  choice  of  mobile 
 payment service (Statista, 2020). The extensive popularity of the peer-to-peer segment can arguably be 
 accredited to the fact that consumers find peer-to-peer mobile payments convenient, fast, and easy-to-
 use (ibid). In addition, most peer-to-peer applications are compatible with many banks and credit unions, 
 providing users with the freedom of transferring funds to competing banks without any fees involved. In 
 sum, peer-to-peer payment facilitates the transferring of money from account to account through mobile 
 applications, which Lerner classifies as account-based applications. 


Mobile  money  revolves  around  peer-to-peer  transactions  that  are  categorized  under  the  bank  transfer 
 system.  Peer-to-peer  transactions  share  similarities  with  the  bank  transfer  system  of  mobile  financial 
 services, solely focusing on transfers between individuals. This type of mobile payment aligns with the 
 initial notion of Scandinavian Mobile payment Services e.g., MobilePay, Swish and Vipps. A credit card 
 is affiliated with a phone  number and used as a login to operate (Deloitte Report, 2019). The transfer 
 system is set up by the banks in the Nordic market, who have developed the peer-to-peer apps. peer-to-
 peer mobile payments also have a basis outside of Scandinavia, with PayPal’s subsidiary Venmo being 
 directly targeted toward smartphone users. However, what distinguishes Venmo from its Scandinavian 
 peers, is that it is not tied to a bank account, but rather a PayPal account.  


2.5.6  Mobile Payment Market Players  


In the sphere of mobile payment services there are different aspects to examine. As previously stated, 
mobile payment services often fall into different categories, all depending on the type of technology and 
transaction. The following section will look into the biggest incumbents in Scandinavia; Swish, Vipps 
and  MobilePay,  whilst  also  examining  the  upcoming  competition  from  tech-giants  like  Apple  and 
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MobilePay  has  the  highest  concentration  of  users  in  Scandinavia  with  85%  of  the  Danish  population 
 using the service (Yougov, 2019). The company separates itself from its Nordic peers as being initially 
 developed  by  Danske  Bank,  and  subsequently  becoming  a  separate  organization  and  not  vertically 
 integrated  into  another.  This  organizational  structure  also  translates  to  their  international  position. 


MobilePay is the only peer-to-peer company that has managed to establish into another market, such as 
 the Finnish. MobilePay is similarly the most popular peer-to-peer service in Finland, yet only 20% of the 
 Finnish population are using  it (ibid). MobilePay have similarly added  consumer-to-business services 
 through QR-codes at points-of-sale terminals. Furthermore, MobilePay also launched MobilePay Box 
 and  WeShare  for  private  collections  and  joint  wallets  (Deloitte  Report,  2019).  MobilePay  also  has  a 
 strong presence in the Danish e-commerce realm with tickets and restaurants providing online MobilePay 
 purchases. The Danish  market for consumer-to-business mobile payment is especially centred  around 
 groceries and household items, highlighting that MobilePay has a strong market for in-store purchases. 


According to recent numbers, MobilePay was used by 99 percent of Danes between the age of 20 and 29 
 in 2020 (Statista, 2020).  


Swish  


Swish by Getswish was launched in 2012 as the first peer-to-peer mobile payment service, which was 
 launched as a one-sided platform and has the same-side network effects. However, Swish has since 2013 
 made it possible for non-smartphone users to receive money, but not to send money (Damsgaard, 2016). 


Sweden has one of the highest percentages of weekly mobile peer-to-peer money transfers as well as the 
highest  in-store  mobile  payment  rates  (Deloitte  Report,  2019).  Making  the  Swedish  market  fairly 
comfortable for Swish. 95% of the Swedish population have heard of Swish, which would indicate  a 
good penetration of the Swedish market, with more than 82% active users (Yougov, 2019). From 2012 
to  2018,  the  overall  usage  of  cash  in  Scandinavian  countries  has  decreased,  with  Sweden  having  the 
lowest level of cash in the total money supply (Deloitte Report, 2019). Furthermore, Swish have evolved 
from  exclusively  focusing  on  peer-to-peer  payments  to  also  developing  Swish  Företag  for  in-store 
purchases as well as Swish Handel for web shop purchases (YouGov, 2019).  
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Vipps was established by Den Norske Bank in 2015 and is now owned by a number of Norwegian banks. 


Norway has the highest level of peer-to-peer payments in the world. With 78% of Norwegians using the 
 app, and 94% of Norwegians having heard of it (Yougov, 2019). Vipps has evolved from peer-to-peer 
 payment  to consumer-to-business through electronic commerce  and invoice payments within  the app. 


Vipps  also  denotes  a  large  emphasis  on  security,  by  merging  with  electronic  ID  solution  BankID  to 
 further  authenticate,  identify  and  verify  users  through  electronic  signatures.  This  type  of  peer-to-peer 
 payment is used for larger transfers (bankid, 2020), as well as with BankAxept that provides the most 
 payment solutions for Norway in a joint network. 


Apple Pay 


Apple Pay was launched in 2014 as a consumer-to-business mobile wallet. Through the collaboration 
 with  major  banks  and  Europay,  Mastercard,  &  VISA  (EMV),  Apple  was  able  to  launch  a  disruptive 
 technology to counter other alternatives to credit cards. Using NFC-technology, Apple has been able to 
 differentiate  its  mobile  payment  application  from  its  peers  such  as  Scandinavian  and  Chinese  mobile 
 payment services which rely on QR-codes. According to a Quartz report, NFC is the most convenient 
 and safest technology (Quartz Report, 2020). Moreover, Apple iPhones’ NFC also prohibits other mobile 
 payment services to use similar payment methods, thus they must resort to QR-codes for POS purchases. 


Therefore, Apple Pay has seen a large percentage of users. According to research from Statista, Apple 
 Pay was used at least once within the last 30 days among 50% of respondents as well as 26% using the 
 app for purchases daily (Statista, 2020).  
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Android-based payment services 


There are two Android-based payment services: Google Pay and Samsung Pay. Google Pay is a result 
 of Android Pay and Google Wallet collectively merging their payment portals to gather Android users 
 on one platform in 2018. Google Pay is also downloadable on Samsung and iPhone, in order to directly 
 compete with other NFC payments types. 


The global market share of Samsung Pay and Google Pay is 100 million users each, compared to 227 
 million Apple Pay users (Statista, 2020). Google Pay has in recent years heavily improved their features 
 and offer a variety of new services aside from NFC payments in order to compete with the likes of Apple 
 Pay. Such as peer-to-peer, QR-codes, and a receipt functionality. A recent article from The Verge stresses 


“Google pay is now a direct competitor to a wide array of other apps and services, including Apple Pay, 
 Samsung pay, PayPal, Venmo … That is a lot of companies that will have to contend with Google making 
 a  high-profile  push  into  their  market” (Dieter  Bohn,  2020). Despite  not  having  a  large  market  share 
 compared to Apple Pay, their palette of services can heavily compete with those of Apple Pay. 


To  recap,  the  market  of  mobile  payment  services  when  it  comes  to  peer-to-peer  functionality  is  very 
 unsaturated, local players dominate most of their geographical market e.g., in Scandinavian markets the 
 leading market players have been used by approximately 80% of the population.  The means of revenue 
 for these Nordic players relies on consumer-to-business transactions, which are heavily challenged by 
 the growth of Apple Pay, who solely focus on consumer-to-business transactions.   



2.6   Technology Acceptance Theories 


How  and  why  individuals  adopt  new  innovations  has  motivated  a  great  amount  of  research.  In  this 
subchapter, the different technology adoption theories and models that were considered for this research 
are introduced. Although the authors of this study decided to only use one theoretical framework, the 
frameworks listed inspired the research. In the end, the chapter introduces the UTAUT2 model that was 
selected  as  a  theoretical  lens  to  interpret  the  findings  of  the  literature  review,  as  well  as  to  guide  the 
analysis of data, and to subsequently interpret the results.  



(26)
2.6.1  Technology Acceptance Model  


The Technology Acceptance Model (TAM) was introduced by Fred D. Davis (1989) for his doctorate 
 proposal  with  the  aim  to  improve  the  understanding  of  users'  computer  usage  behaviour.  More 
 specifically,  TAM  is  argued  to  be  tailored  for  modelling  user's  acceptance  of  information  systems  or 
 technologies (ibid). The model was proposed from the perspective of behavioural science, but the model 
 also integrates expectation theory and self-efficacy theory. TAM has aided scholars and practitioners in 
 understanding user acceptance processes to support the invention, design and adoption of information 
 systems (IS) (Hu et al., 2019; Davis, 1989). The model (see Figure 3) posits that users' attitudes towards 
 actual usage of a system is a determinant of whether he or she will use the system. 


User  attitude  towards  actual  usage  of  a  system  is  in  the  model  defined  as  a  function  that  divides  the 
 factors affecting individual behavioural attitudes into two constructs: perceived usefulness and perceived 
 ease of use. Together, these two constructs are argued to have a significant impact on the adoption of 
 new technologies (Davis, 1989). Davis (1989) defines perceived usefulness as "The degree to which a 
 person believes that using a particular system would enhance his or her job performance" and perceived 
 ease of use is defined as "the degree to which a person believes that using a particular system would be 
 free the effort" (Davis, 1989, p.10). According to TAM, the two determining factors, perceived usefulness 
 and perceived ease of use, are influenced by external variables. These external variables usually take the 
 form of social factors, cultural factors and political factors that affect actual usage behaviour (Surendran, 
 2012).     


The attitude towards usage has to do with the user's evaluation of the desirability of using an information 
system  application.  Actual  system  use  is  defined  as  the  likelihood  of  a  person  actually  using  the 
application (ibid). A critique of the TAM model is that it excludes other important external and structural 
factors that are in place prior to when TAM constructs apply (Lunceford, 2009). Such overlooked factors 
can  take  the  form  of  i.e.,  price  and  cost  structures,  social  influence,  and  facilitating  support.  For  this 
thesis, using the TAM model would limit the users’ behavioural intention to adopt a technology to only 
a few factors, and undermine important contextual conditions.  
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2.6.2  Diffusion of Innovation  


Another  theoretical  field  considered  for  this  thesis  was  the  Diffusion  of  Innovation  theory  (DOI). 


Developed by E.M. Rogers in 1962 with roots in social science, the DOI has its focus on the adoption 
 rate  of  innovations  and  aims  to  explain  how  an  idea  or  technology  gains  momentum  over  time  and 
 diffuses through various parts of the population, or in social systems such as organisations or societal 
 groups  (Rogers,  1962).  The  theory  proposes  that  four  main  attributes  of  innovation  determine  the 
 adoption  rate  of  an  innovation:  relative  advantage,  compatibility,  complexity,  trialability,  and 
 observability (ibid). The variables that determine the adoption rate of innovations are presented in figure 
 4 below. Rogers (1962) argues that the central influencing variables which determine adoption rate, all 
 centres around the type of innovation decision, communication channels spreading the innovation, the 
 social structure in which the innovation is spread, and change agents' efforts in spreading the innovation. 


The process is to a high degree dependent on human capital in  the sense  that the innovation  must be 
widely adopted by the masses in order to be self-sustained. In other words, the innovation must reach 
critical mass, a point at which the base of adopters is large enough for the innovation to be able to sustain 
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 individuals based on what stage in the individual-decision process they are in. This enables practitioners 
 to control more efficiently the methods used to increase the adoption rate. 


The DOI theory was not chosen as the theoretical framework because the intention of the theory is not 
 within the scope of this thesis. Although the DOI theory proposed by Rogers (1962) could have been 
 used to explain why the adoption of mobile payments spreads faster in some societal groups compared 
 to others, it is not the focus of this thesis.  


Figure 4- Diffusion of Innovation (Rogers 1962) 
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2.6.3  Unified Theory of Acceptance and Use of Technology 


The  UTAUT  model  created  by  Venkatesh  et  al.  (2003)  is  the  result  of  a  synthesis  of  the  eight  most 
 prominent acceptance theories and models into the Unified Theory of Acceptance and Use of Technology 
 (UTAUT). In particular, the UTAUT is based on components from the Motivational Model, the Theory 
 of Planned Behaviour (TPB), Technology Acceptance Model (TAM), the Diffusion of Innovation theory 
 (DOI), and the Social Cognitive Theory.  


The  UTAUT  model  identifies  four  key  determinants  of  user  intention  and  usage:  (1)  Performance 
 Expectancy,  (2)  Effort  Expectancy,  (3)  Social  Influence,  and  lastly  (4)  Facilitating  Conditions;  and 
 presents four moderators of relationships: (1) gender, (2) age, (3) experience, and (4) voluntariness  


●  Performance Expectancy: The degree to which using a technology will offer benefits to consumers 
 in performing certain activities.  


●  Effort Expectancy: The degree of ease associated with consumers’ use of the technology. 


●  Social  Influence:   The  degree  to  which  a  user  perceives  that  significant  persons  believe 
 technology use to be important. 


●  Facilitating Conditions: The degree to which an individual believes that an organisational and 
 technical infrastructure exists to support the use of the technology. 


(Adapted from Venkatesh et al.,2003, p..447) 


According to Venkatesh et al. (2003),  the constructs Performance Expectancy, Effort  Expectancy and 
Social Influence were theorised and found to influence behavioural intention to use a technology, whilst 
behavioural intention and Facilitating Conditions determine actual technology use (ibid). According to 
research,  the  UTAUT  model  contributes  with  meaningful  managerial  tools  for  the  evaluation  and 
development of strategies for introducing new technologies, i.e., mobile payment technology (Ricardo et 
al., 2016). The UTAUT model aims to assess the prospect of success for new technology interventions 
and aids scholars and practitioners to more deeply understand the drivers of technology acceptance and 
use.  
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The Unified Theory of Acceptance and Use of Technology (UTAUT) is arguably one of the most applied 
 theories in the field of technology adoption literature (Raina, 2014). Numerous research studies in the 
 field  of  information  technology  (IT)  have  utilised  the  UTAUT  to  explain  adoption  of  various 
 technologies such as the study on E-government services adoption (Alshehri, 2012), the study on mobile 
 library adoption and staff preparedness (Sarah-Jane Saravani, 2015), and the study on usage intention of 
 mobile payment technology in Korea (Lin et al., 2019). Indeed, the wide spectrum of studies employing 
 UTAUT  argue  in  favour  of  its  generalisability.  For  instance,  Venkatesh  et  al.  (2003)  states  that  in 
 longitudinal  studies  of  user’s  acceptance  of  technology,  the  UTAUT  model  explained  77%  of  the 
 variance in behavioural intention to use a technology, and 52% of the variance in technology use (Ibid). 


In comparison, the eight models individually explained 17% to 53% of the variance in use of various 
 information technologies (ibid). 


Figure 5-Unified Theory of Acceptance and Use of Technology (Venkatesh et al. 2003) 
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2.6.4  Unified Theory of Acceptance and Use of Technology 2  


For this thesis, it was decided to employ the UTAUT2 model as the theoretical lens for investigating user 
 adoption of mobile payments. The model was chosen as it was found fitting for this thesis’ scope and 
 context, namely, to investigate what factors drive individuals to adopt mobile payment services. 


Figure 6-– Unified Theory of Acceptance and Technology Use 2 (Venkatesh et al., 2012) 
     


The  UTAUT2  framework  was  introduced  by  Venkatesh  et  al.  (2012)  as  an  extended  version  of  the 
 original UTAUT but tailored specifically to explain technology adoption and use in a consumer context. 


This means the UTAUT2 holds consumers as a unit of analysis, whereas the original UTAUT focused 
on employees in an organizational context (ibid). The extended version identifies new key constructs and 
relationships which are verified by prior research on consumer technology adoption (ibid).  
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(1) It identifies three new additional key constructs that helps predict technology adoption in a consumer 
 context, (2) it alters some of the existing relationships in the original conceptualisation of UTAUT, (3) 
 the UTAUT2 introduces new relationships between constructs and moderators (ibid).   


The UTAUT2 incorporates three new constructs influencing the adoption and usage of new information 
 technology: hedonic  motivation, price  value,  and habit.  The  first  construct  is hedonic  motivation 
 (intrinsic motivation). Venkatesh et al. (2012) define hedonic motivation as the enjoyment or happiness 
 resulting from using a technology. However, Hedonic Motivation was not included in this thesis due to 
 its limited presence in literature, as well as the fact that the nature of the use of mobile payment services 
 being  opposite  to  hedonic  motivation.  The  second  construct, price  value, is  defined  as  consumers' 


"cognitive trade-off between the perceived benefits of the applications and the monetary cost for using 
 them"  (Venkatesh  et  al.,  2012,  p.161).  However,  the  construct  of  price  value  was  excluded  in  thesis’ 


theoretical model, due to its limited presence within mobile payment services, and the fact that there is 
 no cost associated with mobile payment use.  


Lastly, the third incorporated construct, Habit, is defined as "the extent to which people tend to perform 
 behaviours automatically because of learning" (Venkatesh et al., 2012, p.161). The authors introduced 
 Habit based on the premise that previous studies have stressed the role of habit as a strong predictor of 
 both intentions to use a technology and continuous technology usage (Ibid). For this study, habit is of 
 particular interest for the purpose of explaining consumer acceptance of mobile payment, as previous 
 studies  have  found  a  positive  correlation  between  habit  and  behavioural  intention  to  adopt  mobile 
 payment  (Ho,  2015;  Keramati  et  al.,  2016).  For  example,  the  study  by  Defranco  (2016)  employed 
 UTAUT2  to  investigate  consumer  adoption  of  mobile  payment,  and  results  suggest  that  habit  had  a 
 significant effect on behavioural intention to adopt mobile payments among working adults. 


Aside from the three new constructs, which positively correspond with usage intention and behaviour, 
Venkatesh et al. (2012) introduces three moderators that influence the strength of the constructs: Age, 
gender, and experience. As an example, Venkatesh et al. (2012) hypothesize that gender will moderate 



(33)research has shown that men are willing to spend more effort to overcome constraints and difficulties, 
 whereas women tend to focus more on the process to achieve their objectives. Consequently, Venkatesh 
 et al. (2012) argue that "men tend to rely less on Facilitating Conditions when considering use of a new 
 technology, whereas women tend to place greater emphasis on external supporting factors" (Venkatesh 
 et al., 2012, p.453). Linking this to the current study on mobile payments, it will be interesting to examine 
 how big of an effect these moderators (i.e., gender) will have on the relationship between Facilitating 
 Conditions and behavioural intention to adopt mobile payments.  


The  authors  of  this  study  firmly  believe  that  the  UTAUT2s  repeatedly  confirmed  and  empirically 
 validated robustness by leading research supporting the generalisability of UTAUT2 and its main effect. 


For  instance,  Venkatesh  et.al.  (2012)  states  that  in  longitudinal  studies  of  consumers'  acceptance  of 
 technology, the extensions proposed in UTAUT2 generated considerable improvements in the variance 
 explained  in  behavioural  intention  (approx.  56%  to  74%)  and  technology  use  (approx.  40%  to  52%) 
 (ibid). However, although researchers using the UTAUT2 agree that the constructs proposed influence 
 adoption, they argue that adaptations for specific contexts are needed because the theorised relationships 
 are not universally applicable to all cases (ibid).  


This has resulted in a majority of literature employing the UTAUT2 adding additional constructs to the 
model. Such extensions are welcomed by Venkatesh et al. (2012) as they argue that “these extensions of 
UTAUT2 have been valuable in expanding our understanding of technology adoption and extending the 
theoretical boundaries of the theory” (Venkatesh et al. 2012, p. 158). Extensions of UTAUT2 generally 
include  new  constructs  and  moderators  adjusted  to  specific  contexts,  for  example  a  specific  industry, 
technology,  or  user  group.  Furthermore,  Venkatesh  et  al  suggests  that  future  research  should  apply 
UTAUT2 in different countries, across different age groups, and on new technologies. The authors also 
recommend that future researchers employing UTAUT2 should attempt to identify new relevant factors 
to  extend  UTAUT2,  thus  giving  support  for  this  thesis.  As  mentioned,  the  UTAUT2  model  has  been 
extensively used to explain individual acceptance and use of information technology (IT). In the context 
of mobile payment acceptance and usage research, the UTAUT2 has on numerous occasions proven to 
be an effective analytical lens for the examination of mobile payment adoption.  



(34)For  this  reason,  the  authors  of  this  study  were  convinced  that  the  model  could  address  the  research 
 question and be applied for the objectives of the thesis. 



3.  Literature Review 


The substantial increase in mobile payment studies and articles published in the last few years has made 
 the research process more complicated and time-consuming (T. Dahlberg et al., 2007). Where the early 
 studies  on  mobile  payment  mainly  contained  a  narrow  scope  and  limited  subjects  due  to  its  novelty, 
 recent research on mobile payment now covers a wide array of different subjects, aspects, and contexts 
 (ibid). Consequently, this has brought a greater need to describe, synthesise, evaluate, and integrate the 
 plethora of articles in mobile payment research  (ibid). A methodological review of past literature is a 
 pivotal endeavour for any academic research (Watson, 2002), whilst it also helps researchers to build a 
 firm foundation for advancing knowledge, reveal relationships, gaps, contradictions, and inconsistencies 
 in the literature (Urbach et al., 2009). This holds especially true in the field of mobile payment research, 
 as mobile payment studies often have produced contradictory results, depending on various factors like 
 the theoretical models employed,  moderators,  constructs, data collection sample sizes, data  collection 
 periods, countries, and contexts (ibid).  


The  purpose  of  the  literature  review  is  to  synthesise  different  sets  of  research  pieces  from  existing 
 literature on mobile payment adoption in order to provide a holistic review that identifies the most applied 
 concepts described in the literature, as well as their significance. The literature review introduced in the 
 succeeding chapter narrates an overview of the most meaningful knowledge in contemporary literature. 


The  knowledge  and  insights  obtained  from  the  literature  review  facilitated  a  much  deeper  and  clear 
 understanding  of  the  problem  formulation  put  forward  in  this  thesis.  A  comprehensively  conducted 
 review of existing scientific literature enables us to develop a well-founded rationale for arguments and 
 claims proposed in the thesis (Wray, 2011). The following chapter is structured in a coherent manner. 


First, the literature review strategy is explained. Second, the relevant reviewed literature is presented in 
a  concept-centric  manner.  Third,  the  identified  concepts  are  categorized  accordingly  to  the  UTAUT2 
constructs, culminating in a conceptual framework grounded in literature. Finally, the chapter will end 
with a summary of the literature review.   
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3.1   Literature Review Strategy  3.1.1 Review Approach  


The literature review can be categorised under Rowe's second dimension of literature review typologies, 
 where the aim is to "Understand the phenomenon as a whole, its overall meaning and its relationships 
 from the parts to the whole through the revision of related concepts" (Rowe, 2014, s. 243). To understand 
 the  phenomenon  of  mobile  payment  adoption  holistically,  this  is  obtained  through  reviewing  the 
 literature in a concept-centric arrangement (Watson, 2002). The literature review is organised based on 
 resemblances between the author's findings. Subsequently, these commonalities are then categorised into 
 upper-order concepts that correspond with the constructs devised in the UTAUT2 model (ibid).  


The literature selection process was based on Urbach et al’s (2009) approach and contained three steps: 


(1) identification and selection of literature sources; (2) selection of an appropriate time frame; and (3) 
 selection of topic-related papers appearing in the specified time frame. Prior to the first step put forward 
 by Urbach et al. (2009), the authors generated a list of search keywords to use in the search process. The 
 predefined keywords guided the search process and helped to concretise the focus areas in the literature 
 related to consumer adoption and usage of mobile payments.  



     3.1.2 Literature Search and Scope  


Guided  by  Watson's  (2002)  recommendations,  the  authors  began  the  literature  review  by  identifying 
relevant literature on mobile payment adoption through a keyword search in leading electronic databases 
such  as  ACM  Digital  Library,  Springer,  JSTOR,  Science  Direct,  and  Emerald.  Leading  information 
systems  journals  such  as  MIS  Quarterly  and  Information  Systems  Journals  (ISJ)  were  also  used  to 
identify research papers addressing the problem formulation. During the search process a search log was 
created to keep track of what keywords had been used in which databases. The search log helped the 
authors to systematically organise and categorise articles whilst searching, and ensured that duplicated 
articles could be detected, thereby providing transparency to the process. To make sure that all relevant 
articles were  captured, search  engines such  as CBS library,  Google Scholar and Scopus were used to 
cover publications in databases not previously used.  
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