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ABSTRACT

This study assessed the key factors influencingaith@ption of mobile payment
systems in revenue collection. In order to fulfilat objective, hypotheses were
formulated based on the factors that influence adef mobile payment systems
in Tanzania Revenue Authority. Those factors wériled into four main categories
namely: the technological factors, trust and séguiactors, social factors and
economic factors. This study employed survey desidrereby data collected
through quantitative research methods through trestires. The study was carried
out at TRA Temeke tax region. It involved 180 regpents i.e. 170 Mobile users, 04
TRA’s management and 06 TRA agents. The data ¢etleikom respondents were
analyzed step wise using predictive analysis so&WBASW). The results revealed
that Non repudiation, Latency, cost, and securiigesnent influences adoption of
mobile payment systems. Moreover, hypotheses baisedliability, customer base,
monetary convert ability, anonymity, privacy andnsaction procedures were
insignificant hence rejected. The findings indicateat Technological acceptance
model have been partially supported by the studgcabse, when measured
Technological factors two sub variables were sigaiftly supported mobile

payment systems adoption. The study recommended thiea government and

telecommunication companies should take into camattbn non repudiation,

latency, cost, and security statement to incredsptan. Moreover, future research
should study on reliability, customer base, anomymprivacy and transaction

procedures on their influence in adoption of mopégyment systems.



vii

TABLE OF CONTENTS

CERTIFICATION L. e e e e e e e e e eees i
COPY RIGHT e e e e e e e e e s e e e e e ennes iii
DECLARATION . ...ttt e e e e e e e e e \Y
ACKNOWLEDGEMENT ...t v
AB ST RACT < Vi
LIST OF TABLES ... e Xi
LIST OF FIGURES ... e e Xii
LIST OF ABBREVIATIONS ...t Xiil
CHAPTER ONE ..o e e e e 1
1.0 INTRODUCTION ..o e e e e e e eennnnes 1
1.1 Background t0 the StUAY ...........ccoo e eeneiessse e e e e e e e eeeeeeeeeeeeieeeennees 1
1.1.1 EIECtroniC PayMeNt..........uuuiiii i i eeeeeeeetiise s s s e e e e e e e e e eeeeeeeeeeneneeseennnnns 1
1.1.2 Adoption of Mobile Payment in TRA ......cooriiiiieiciceeee e eeeeeeaaaee 3
1.2 Statement of the Problem............c.ooo e 4
1.3 Purpose of the STUAY ..........uuiiiiii oo 6
1.3.1 Objectives of the StUAY..........coiiieeeeeeii e 6
1.4 Scope Of the STUAY ......ccooiiiiiiieie e e 6
1.5 Significance of the StUAY...........uuiiiiiiiiiii e 7
CHAPTER TWO .ottt e e e e e e e e eees 8
2.0 LITERATURE REVIEW ... 8..
2.1 INrOUCTION. ...ttt e e e e e ennr e e e e 8
2.2 Theoretical Literature ReVIEW ...........cceeeeiiiiiiiiiiiiieciieee e 9

2.2.1 Technology Acceptance MOdel ..........ccceemeureiiiiiiiiiiiee e 9



viii

2.2.2 Motivational MOdel ............cooiiiiimeee e 10
2.2.3 Theory of Planned Behaviour..........coceeeeuvviiiiiiiiieeeeee s 11
2.2.4 Innovation Diffusion TheOry ........ooeveeeiiiii e 11
2.2.5 Bandura’s Cognitive Theory............ueuueiiiiiiiiiii e 12
2.2.6 The Relationship of the Theories to the Study..........cccccevviiiiiiieeiiinnnn... 13
2.3 EMPIrical LILErature..........uueeeiiiiieee et e e e e naaaa e e 14
2.3.1 Factors Influencing Adoption of Mobile Paym&ystems..........ccccoevveeeeeenne. 15
2.3.2 Technological FaCtor ..........ccooo i 15
2.3.3 ECONOMIC FACLOIS .....uvviiieiiiiites oottt e s e e eeeeennneee s 16
2.3.4 SOCIAl FACIOIS. .....uiiiiiiiiiitie it emmmm et 17
2.3.5 €CUNLY @Nd TIUSE.....ceeiiieiiiiiiiee e e e ettt e e e e e e e e e e e e e e e e e eerereeneeeeeennnnes 18
2.4 Research HYpOtheSEeS ..........uuuiiiiiiiieiee e 19
2.5 Framework and Research Model..........ccceemmeeeeiiiiiiiiiiicecc e 20
CHAPTER THREE ...t e 23
3.0 RESEARCH METHODOLOGY .....ouiiiiiiiiiiiieeeieeei e ees e e 23
10 R [ 170 o 18 ox 1 o] o O PSPPSR 23
3.2 RESEAICN DESIQN ..uciii i ittt e e e e e e e e e 23
TG TS (U 0 1YY - PSSR 24
3.4 Study POPUIALION......ccce e 24
3.5 UNitsS Of ANAIYSIS ....ciiiicec e 24
3.6 SAMPIE SEIECHON ....oeviiiiiieiei e et s e e e e e e e e e e e e e e e e eeeeereennneeennnes 25
3.6.1 NON-probability............oeeeieieiieeeee e 25
3.6.2 SAMPIE SIZE .ovveiiiiiii i ettt e e e ——————— 25

3.7 Types and Sources Of Data .............ceeemmmmreiiiiiieeeeeeeeieeeeeeeeie e 26



0 R o 14 T V0 I - - 26
3.7.2 SeCOoNdary Datal........ccccviiiiiieiieeee e 27
3.8 Data Collection MethodS ..........cccooiiirimeieeiiii e 27
3.9 Validity and Reliability ISSUES..........uuueeiiiiieiiieeiiiieeeee e 28
3.10 Data Analysis MethOdS..........ccoiiiiiceeeeeriiice e e 29
CHAPTER FOUR ...ttt e e e e aeeneeeeeees 30
4.0 PRESENTATION OF FINDINGS.......ooiiiiiiiieimm e 30
2 A [ 110 o 18 ox 1 o] o OO EPPRETP PR 30
4.2  Sample CharacteriStiCS.........ccuiiiiiiiiiiiiiiiieie e 30
4.2.1 Number of RESPONUENTS ......uuiiiiis it e e e e e e e e e e e eeeee e 30
4.2.3 RESPONUENTS AQE ..evvvriiiiiii i i it ceeeeeee i s e e e e e e e e e e e e e e et s 31
2 S @ oo U o - i [ IR 32
4.2.5 Application Conducted by Mobile PRONES e evvvvveeeeiiiiiiiiiieiee e, 23
A SR {0 1= 1T [ = S 33
4.3 Detailed Data ANalYSIS ......cooiiiiii e - 34
V2 T R o 1Y/ oL 1 =2 R =] 1] o 34
CHAPTER FIVE ... e ee s 46
5.0 DISCUSSION OF THE STUDY FINDINGS.........ooeiiieeee e 46
5.1 INrOAUCTION. ...cciiiiiiiiee et e e e e e 46
5.2 Discussion of the HYpOthesSiS............commeeeeeeeiiiiiiiiiiieeeee e eeeeeeeeeeee 48
5.2.1 TechnologiCal FaCIOrS.........c..ooc sttt e e e e e naaaa e e e e 48
5.2.2 ECONOMIC FACLOIS .....eeviiieiiiiites ettt e e s a e e e eeeeennneeeees 49
5.2.3 SOCIAl FACIOIS. ... .eiiiiiiiiiiiiii e emmmm et e e 50

5.2.4 TruSt @nd SECUILY .....ccceeeieieei i ieeeeees e e e e e et e e e e e e nnaeneaeaeeaaes 52



5.3 CONCIUSION ...ttt e e e e 53
CHAPTER SIX e e e e e e e e emmn e 55
6.0 SUMMARY, CONCLUSIONS, AND POLICY IMPLICATIONS. .......... 55
6.1 INrOAUCTION. ...ttt e e 55
LI Y1 010 1= 1 PP 55
6.3 CONCIUSION ...ttt e e e e e 55
6.4 ReCOMMENUALIONS........uviiiiieiiiiiiiiee e e s rnneee e 56

REFERENCES ..ot 1



LIST OF TABLES
Table 4.1: Number of RESPONUENTS............ommmmmmsereeeeeeeeeeeeeerreeeeenniernnn——.s 30
Table 4.2: Respondent GENUET ............vvceeeeemmuuniiiiee e e e eeeee e e eeeeeaiee e 31
Table 4.3: ReSPONUENTS AQE ....cooveeeeeieiieemmmmms e e e e e e e e e e e e e e e eeeeeen s 31
Table 4.4: Respondent OCCUPALION ..........commmmmmeeraeeeeeaeeeeereereeeeerrreennn——.s 32
Table 4.6: Respondents Application USed ....ccccceeeeeeeiieeeeeiiiieiieeeiiiiiceee e 32
Table 4.7: Experience on the use of Mobile ........ccooeviiiiiiiiiii e 33
Table 4.8: Technological factors Simple Regresginalysis..............ccccevvvvvvvvvnnnnns 36
Table 4.9: Summary of Technological Factor HypséseTesting..............c..cvvveee. 37
Table 4.10: Economic Factors simple Regressionysigl.............ccccceevvieeeeeeeeennn.. 38
Table 4.11: Summary of Economic Hypotheses Testing............ccccevvvvvvvvvviinnnnns 39
Table 4.12: Social Factors and Adoption SimplerBegjon Analysis.................... 40
Table 4.13: Summary of Social Factor Hypothesesifiges............covvvvvvvciiiienenennn. 41
Table 4.14: Trust and Security Simple Regressioalysis..............ccccoevvvevvvvvnvnnnnns 43
Table 4.15: Summary of Trust and Security HypotB@SEsting ........ccccoeeeeeeeeeeeen. 44
Table 4.16: Summary of all Hypotheses TeStiNG ceeee.vvvvvvveiiiiiiiiieeeeeeieeeeieeia, 45.

Xi



Xii

LIST OF FIGURES

Figure 2.1 Conceptual Model of the Mobile Paymedogtion..............ccccceeeeennnn.. 21
Figure 4.2 Application USEd ...........coiiiieeeeeeiiiiiii e s 32
Figure 4.3 pie chart on experience on the use diilQ................ccoevvicciiieene.n. 33



ATMs

B2B

Bl

CEO

CRDB

DPA

DOI

EC

ICT

IS/IT

EPS

MRO

NBC

PEOU

PU

PCB

SPSS

TPB

TAM

TRA

Xiii

LIST OF ABBREVIATIONS

Automated Teller Machines

Business to Business

Behaviour Intetion

Chief Executive Officer

Coperative and Development Bank
Digital Personal Assitant

Diffusion of Innovation

Electronic Procurement

Information and Communication Technology
Identity

Information Systems/Echnology
Electonic Payment Systems.
Maintainance Repair Operation
Natinal Bnk of Commerce.

Perceived Ease to Use.

Perceved Ussefulness.

Perceived Behaviour Control.

Statistical Package for Social Science
Theory of Planed Behaviours
Technological Acceptance Model

Tanzania Revenue Authority



CHAPTER ONE

1.0INTRODUCTION

1.1 Background to the Study

For decades, man has known the importance of comeation. Today, with various
means by which one can communicate, it has becoanoh masier to communicate a
message to the other party, than it was severald#éscago. Every organization, no
matter what their expertise and where they aratty and what scale they operate,
realize and value the importance of good commuioicafThis communication for
organizations takes place both within the orgaiomaas well as with other outside
stakeholders outside. Therefore, it is vital foy dasiness organization to understand
the communication models out there, so they canthe® for enhancing effective

communication in the organization (Dornan, 2001).

The new model of mobile payment service designedintlify the functions of
communications between two parties, this make ichmeasier to decode what the
other party wants without too much trouble. Thisgass of communication kept
simple and to the point, should not usually hawe ntany issues, and the message

will be easily understood by both parties.

1.1.1 Electronic Payment

Mobile payment is defined as the transfer of actedaic value of payment from a
payer to a payee through an e-payment mechanisge)dnt services exist as web-
based user-interfaces that allow customers to r@gnatcess and manage their bank

accounts and transactions (Lim, 2008; Weir e28i06).



Tanzania has made the progress in usage of mabtegnt whereby it is recognized
by BOT (2000) that there is distinctive categonépayment systems using payment
cards this are either of Credit, Debit or Electoopurse (e-purse) functionality and
an effective payment system consists of efficiamd aecure payment instruments,
among other components. Such instruments shouldlesegned, developed and
deployed in such a way as to ensure that minimrahoorisks, are introduced to the
national payment system, paying particular attentio the area of systemic risk
(BOT, 2000). As discussed by BOT (2000) Electrdpicse functionality is a stored
value card containing an application that storescard of funds available, which is
updated as transactions are made. Electronic pdusiedionality as defined can be
applied to electronic payment used in Tanzania ihatobile phone account which
are updated as transaction are made. Tanzania dpéyment used can be mobile
phone account like m-pesa by Vodacom, Airtel mohgyAirtel, easy money by

Zantel and Tigo pesa by tigo and ATMs in recentsday

Given the number of mobile phones around the watld no surprise that notion
has been gaining ground that the phone can alsffd&ively used as a transactional
device. In particular telecommunications industigoking for ways to increase
revenue in unsettling times, firmly pursues thei@my available allow consumers to
pay for products and services using their mobilengls (Dornan, 2001). A
prerequisite to carry out transactions using a teophone is an effective mobile
payment system. However, no standardized, widebyptsdl mobile payment system
has yet emerged, and this is believed to be orleeofactors that inhibit widespread

use of mobile commerce (Carlson 2001; Hampe & Swair2001; Kruger 2001).



Since the mobile payment systems application has rvain functions. First, it
allows customers to deposit cash to and withdrash daom their accounts by
exchanging cash for electronic value at a netwdnletil stores. Second, it allows
users to transfer funds to others, to pay billgl Bnpurchase mobile airtime credit.
Retail stores are paid a fee by network ownersgkample, Vodacom, Airtel, tiGo,

and Zantel. Each time they exchange cash on behalfstomers.

The study on mobile payment system tends to be rtapb since it creates
employment and serve people who have no accesanikslespecial in rural area.
The number of licensed telecommunications operatam®ased from 5 in 2003 to
62 in 2009. Most of these were issued under thev@gence Licensing Framework
(CLF), which the TCRA affected in 2006. Voice sulilsers (mobile and fixed-line)
increased from about 1.5 million in 2003 to 17 il in 2009, while tile-density
increased from 4% to 43% during the same periodryMa Bettina, 2010). The
Tanzania telecommunications market has been cleaisedd by huge growth in
mobile markets which contrasts with relative staigmain the fixed line sector. The
market is very competitive with the following optoaal service providers: Fixed
network operators: Tanzania Telecommunications GompLimited &Zanzibar

Telecommunications Limited Mobile network operatpr€RA, 2011).

1.1.2 Adoption of Mobile Payment in TRA

Tanzania Revenue Authority (TRA) is the governmiematitution established by
Act of Parliament Not. 11 of 1995, and startedaiterations on 31July 1996. In
carrying out its statutory functions, TRA is regelh by law, and is responsible for

administering impartially various taxes of the GahiGovernment. The vision of



TRA is increase revenue to GDP to 19.9% by 2018enits mission is to make it

easy to pay tax and make lives better.

In the beginning TRA was providing most of its infation on their website and
customers could access through their devices. Befipat improvement customers
were still going to the TRA offices in order to gedsistance and complete some of
other actions which were not able to be completeiche like payment of the tax,
knowing the amount to be paid for the road liceetge As the number of customers
increase, the TRA faced problem of handling thgdarumber of customers despite
of opening supporting/regional offices and took attage of the new technologies

by providing their services via mobile phones.

In 2013, TRA introduced the first mobile paymentieth was able to allow
customers to access the information of their metdricle license through mobile
phones by sending message to a special reserved atwt get a reply about the
amount to be paid and reference number where ladésoustomer could make use of
the mobile money or bank to pay the amount and golyto the TRA office for
certificate collection. This study intends to exaenthe factors influencing adoption

of mobile payment in revenue collection and conddiéh Temeke Regional Office.

1.2 Statement of the Problem
There is a significant growth in the use of molpl®nes in Tanzania in the last few
years. The number of mobile subscribers incredsad 17.8 millions in March

2010 to 27,442,823 by the end of 2013 (Tanzania @onications Regulatory



Authority, 2014). Also, the use of electronic payrmsystems, especially the mobile
payment systems, has grown significantly over tand contributed towards wider
outreach of financial services to unbanked popatatiin both rural and urban areas
of the country (Bank of Tanzania Supervision Ann&aport, 2013). Most of

organizations are transforms their payments sysameh other services through
mobile phones, however citizen are still reluctanttaking advantages of the new

technology as most of them are used to traditios@al of getting services.

Tanzania Revenue Authority started mobile servetiese 2013, customers were able
to access their taxes through mobile phones andtgess via mobile money or
banks. It was observed that most customers prefdoepay taxes through bank
despite the fact that the process would still thlegn more time. Customers lack trust
on mobile money as well as not concentrating orstgeificance of mobile services
to their lives. In additional to that some custosnare just not willing to use new
innovations. TRA has put new conditions for forciogstomers to use mobile
services provided by the organization by stoppiageive payments from bank,
however customers still go to the nearby officed eequest assistance from TRA
expertise despite of the easiness use of servigeided. Yet few studies have
investigated the contribution of mobile payment mvenue performance and
customer perceptions and further the challengesceded with using mobile in
revenue collection. Then the study aim at knowirgcty which factor influencing
adoption of mobile service on revenue collectionnasst of Tanzanian currently
adopt the service. So, mobile payment help themiotsome transaction instead of

banks Also mobile payment are easily done by maagz@nian since they own



mobile phone and mobile phone are sold cheaperleweimcome earners can afford
and do not have complicated terms as banks. Ldbttystudy helps the organization
to focus on these factors and this could makeaat lelear on how to improve for the

better of rising revenue collection.

1.3 Purpose of the Study
The purpose of this study is to examine the factoflsaencing the adoption of

mobile payment on revenue collections.

1.3.1 Objectives of the Study

* To examine if technology factors influences themidm of mobile payment. on
revenue collection.

« To examine if social factors influences the adaptmf mobile payment on
revenue collection.

* To examine if economic factors influence the adwptdof mobile payment on
revenue collection.

e To examine if security and trust aspect influenties adoption of mobile

payment on revenue collection.

1.4 Scope of the Study

The study focused on factors influencing adoptibrmobile payment on revenue

collection in Temeke tax region. The main varialleat were studied in this study
were technological factors, economical factorsja@aspects and security and trust.
The sample comprised mobile users, TRA staff antilmaervice providers. It was

done in Temeke tax region.



1.5 Significance of the Study

The study has theoretical and practical contrimgiby achieving the following:

)

ii)

Provision of better theoretical understanding oé treasons and factors
influencing adoption of mobile payment in revenudlection. Tanzanian
Revenue Authority can develop better and soundeuaad adoption model of
mobile services in revenue collection for its ofigation environment based on
the study findings.

Showing the current status on the use of mobilengsy as well as projects
that have been established so far (significanca]ertges and way forward).
Lastly, the study is important to scholars to ugdefurther investigation on
mobile payment systems that has been used by mangahian without

knowing its strengths and weaknesses.



CHAPTER TWO

2.0LITERATURE REVIEW

2.1 Introduction

This chapter consists of theoretical frame worleotietical argument and empirical
literature. E-commerce is narrower than e-businasd,focuses only on the buying
and selling of products and services on the interfibere are many types of e-
commerce such as business between enterprises, (B28)ess between enterprises
and consumers (B2C) and business between consyedmsmed through (C2C)

(Naeem & Bashi, 2011).

Electronic-cash are transactions settled via thehaxge of electronic currency.
Electronic cash is a method of payment in whicmamjwe identification number is
associated with a specific amount of money. Elewtroash is often referred to as e-

cash or cyber cash (Chou et al., 2004; Jewson,; Z1@lder, 2002; Wright, 2002).

Electronic Payment is defined as the transfer oélantronic value of payment from
a payer to a payee through an e-payment mechanistaisnent services exist as
web-based user-interfaces that allow customersrtotely access and manage their
bank accounts and transactions (Lim, 2008; Weal.e2006)using amobile device

in return for goods or services.

Mobile payments (m-payments) are defined as paysnéat are carried out via the
mobiles (Kruger, 2001). Also Mobile payment candatined as “paying for goods

or services with a mobile device such as a phossopal digital assistant (PDA), or



other such device” (Liu. et al., 1990). Therefdhe mobile payment can be defined

as the process of two parties exchanging finaneikle.

2.2 Theoretical Literature Review

The e-payment literature indicates that technokddectors, social factors, economic
factors and trust and security are dimensions aklufdr e-payment adoption.
Previous e-payment studies applied various thetoiexamine the determinants of
e-payment adoption and effectiveness. This reseatcldies identifies major

theoretical perspectives related to e-payment namsektial Cognitive Theory,

Motivational model, Technology Acceptance Modekll &iffusion of Inn.

The e-payment theories is explained by the usesaddss of models of money and
the payments system to inform an analysis of "neobdnking” in the context of the
rapid expansion of MOBILE, a new technology in Karthat allows payments via
mobiles (even without any access to a bank accoand) currently reaches close to

38 percent of Kenyan adults.

The separation of households and firms in spacetiamel suggests from various
separate models (William et al., 2010). The studg technological acceptance
theory, motivational model, diffusion innovationetiry, social cognitive theory
because the theories there are among the adotsories, used to study how

people adopt something new and this involve adopifanobile payment systems.

2.2.1 Technology Acceptance Model
The Technology Acceptance Model (TAM) (see Davialet1989) is an information

systems theory that models how users come to a@eptuse a technology. The
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model suggests that when users are presented wigwaechnology, a number of
factors influence their decision about how and wileay will use it, notably:
Perceived usefulness (PU) - This was defined by Bravis as "the degree to which
a person believes that using a particular systemldvenhance his or her job
performance Perceived ease-of-use (PEOU) - Davigeadethis as "the degree to
which a person believes that using a particulatesyswould be free from effort"
(Davis et al., 1989). Both PU and PEOU are joimifuence customers intentions.
Behavior intension (Bl) is a measure of strengthooé’s intention to perform a
specified behavior. According to intention-basedotties, user adoption and usage
behavior are determined by the intention to usdtlik. a kind of “self-prediction” or
“behavioral expectation” indicated as one of thestaccurate predictors available

for an individual’s future behavior (Davis, 1989).

The literature, for example by Abbad et al. (20@G8)d Lee (2010) indicates that the
Technological Acceptance Model (TAM) has been wjideked to support the
adoption and utilization of information systemangarly, the adoption of e-payment

systems can be understood by application of the TAM

2.2.2 Motivational Model

According to Deci (1975 motivation is a conduct which deals with envireant
and tends to motivate a person’s need to feelingpetent and self-determining.
This intrinsic motivation will decrease if the pensis not attaining enjoyment from
the activities. Nevertheless, extrinsic motivatextivities linked extrinsic rewards,

which consequently correlated to satisfaction ahpry drives of archiving goal set.
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Motivational as explained used to influence peame something new or anything
which is needed to exist as explained how workersvated this can similarly use

in adoption of mobile payment.

2.2.3 Theory of Planned Behaviour

Theory of planed behavior suggests that since pedplnot have full control over
their online payment transactions, perceived beamavicontrol should become a
critical component of m-payment adoption. Perceiveééhavioral control
encompasses two components namely “self-efficacyd ‘dacilitating conditions”

(Mathison, 1991; Taylor & Todd, 1995).

Self-efficacy is an individual's self-confidence ms or her ability to perform a
behavior (Bandura, 1982); while facilitating comaits representing the resources
needed to engage in a behavior (Triandis, 1971fofh of planed behaviour
captures the internal psychological variables tghowhich numerous external
variables studied in Information Systems (IS) redeachieve their influence on
user acceptance, and may provide a common franrefefence within which to

integrate various disparate lines of inquiry ( JNaw Li, 2008).

2.2.4 Innovation Diffusion Theory

Rogers (2003) states that the adopters of any neavation or idea can be classified
into one of five categories: innovators, early adopy early majority, late majority,
and laggards. After analysing a variety of previaaisovation diffusion studies,

(Rogers, 1983, 2003) point out the main factorduerfcing the adoption of
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innovation, five attributes of innovation are detered: Relative Advantage,
Compatibility, Observability, Complexity, and Traddility (see Rogers, 2003). The
main concern of the innovation diffusion researehnters on how innovations are
adopted as well as the reasons behind innovateredopted at different rates.”
(Rogers, 1995) goes on stating there are four ml@iments of diffusion innovation,
time, communication, and social system. Expandmgfthe four main elements,
Rogers defines diffusion as “the process by whichrmovation is communicated
through certain channels over time among the mesniiea social system” (Rogers,

1995).

2.2.5 Bandura’s Cognitive Theory

Cognitive theory (1986) goes to explain the relslip between a person’s
behaviors, personal factors such as Cognitivess@illattitudes, and the environment.
Each can impact and be impacted by the other, ioflitences one another. Social
cognitive theory is a view that individuals possesH-beliefs that enable them to
exercise a measure of control over their thoudbaidings and actions, “What people
think, believe, and feel affects how they behavwandura, 1986). In his view of
human behavior, “No man’s an island”, as humansliaee not lived in isolation,
people work together on shared beliefs about tlgapabilities and common
aspirations to better their lives. Thus, environteeand social systems influence

human behavior on an enormous scale.

Social cognitive theory has been utilized in a nambf disciplines due to its

dynamic nature as it considers human behaviouoitstantly change. It has been
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applied in business through the analysis of orgdiumal management (Bandura,
1997), and technological innovation adoption (Coaweet al., 1999). Social
cognitive theory emphasizes that the adoption @m®cef technology involves
encouraging individuals to ensure that they wilvdahe necessary skills and
confidence to use a new or existing technology (e et al., 1999).Similarly to
adoption of mobile payment system using social togntheory individual are

encouraged to adopt and use mobile payment.

2.2.6 The Relationship of the Theories to the Study

2.2.6.1Technology Acceptance Model TAM

The study is about determinants of mobile paymgstesns in revenue collection. As
the nature of this study, there is a need of teldgyoin order to facilitate its use and
customers need to be convinced with good netwarkhem to continue using the
mobile network. Also, the company has to ensuredgservices to their customers

through good technology (Workman, 2007).

2.2.6.2Motivational Model

For people to choose a certain brand, need maiivdike promotion which could
make them to use any brand and also workers ne&dation to boost the company
and to serve customers by giving workers rewaridis, gnd different motivation like

recreation to workers to continue serving the camyg& mullenger, 2007).

2.2.6.3Theory of Planned Behaviour
For any company to engage in a business must igaéston the behavior of the

customers the company intends to serve. Behavoonatrol facilitates information



14

acquisition as the citizens have the opportunitgd aesources to manage such
behavioral activities. Similarly, in terms of prding information, a sense of control
over how personal information will be managed aselduwill be likely to affect the

behavior Fishbein & Cappella, 2006

2.2.6.4Innovation Diffusion Theory

A new idea adopted, even when it has advantagesyysdifficult the main concern
of the innovation diffusion research, diffusioneasch centres on how innovations
are adopted as well as the reasons behind innogaisoadopted at different rates.
The idea of mobile payment improve day by day tuenovation that make the
customers to go on using the mobile network, exanpiovating different services
to pay using Mobile and they have to innovate evy for the company to exists.
So, mobile payment systems need to be innovativ@poove services and retain the

customers (Everett, 2013).

2.2.6.5Bandura’s Cognitive Theory

Social cognitive theory is a view that individuglsssess self-beliefs that enable him
or her to exercise a measure of control over ttingiughts, feelings and actions. In
this theory the company has to make the custonterk tpositively about the

services provided in order to retain the custon{iBamdura, 1977).

2.3 Empirical Literature
This section of the literature review builds iteesgths on the empirical findings that
have been presented by different authors folloveages of tests of the adoption

theories that were tested in the practical worldh&f electronic payment systems.
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The review is segmented into the factors that erfiee Adoption of mobile payments

in.

2.3.1 Factors Influencing Adoption of Mobile Payment Sysems

The literature on adoption and Diffusion of Innawat s (including information
technology) has mostly focused on the factors #ffgcadoption and diffusion.
These factors have been classified into four medums or other categories that can
be reconnected to these four groups: technologmalext, economic context, trust

and security and social context.

2.3.2 Technological Factor

2.3.2.1 Reliability

The e-payments must be available online 24 houdaya That is the operation
system of e-payment should not present failuresgttime (Neuman & Medvinsky,
1995). Reliability refers to the consistency of easure. A test is considered reliable
if we get the same result repeatedly. For exampketest is designed to measure a
trait (such agntroversion), then each time the test is admingstéo a subject, the
results should be approximately the same. Unfotaiynait is impossible to calculate
reliability exactly, but it can be estimated in amber of different ways (Cherry,

2011).

2.3.2.2Non Repudiation
Acknowledging payment and producing receipts aeebdisic properties required for
any payment system. Such proof of payment can tieteslteration or destruction of

transaction information during transmission (Neur&aedvinsky, 1995, p.2).
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2.3.2.3Latency (Clearing Time and Frequency)

Even during peak load periods, payments shouldrdesinitted at a steady pace.
Customers and merchants should be able to use feyment mechanisms without
noticeable delays in authorization and clearingh(@dt & Muller, 1997). In a
network, latency, a synonym fdelay, is an expression of how much time it takes
for a packet of data to get from one designatedhtpimi another. In some usages,
latency is measured by sending a packet thatusmed to the sender and the round-
trip time is considered the latency (Rouse, 2008 latency assumption seems to
be that data should be transmitted instantly batwaee point and another (that is,

with no delay at all).

In a computer system, latency is often used to nmean delay or waiting that
increases real or perceived response time beyandeiponse time desired. Specific
contributors to computer latency include mismatcheslata speed between the
microprocessor and input/output devices and inaateqaata buffers. Within a
computer, latency can be removed or “hidden" by hsutechniques
as prefacing (anticipating the need for data inmguests) and multithreading, or

using parallelism across multiple execution thrg@&tsuse, 2006).

2.3.3 Economic Factors

2.3.3.1Costs

There are two kinds of costs in adopting e-paynsgstems: fixed and transaction
costs. Fixed costs refer to those of installingnpet equipment such as card readers

and payment software. Transaction costs are thesarred by merchants and
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customers every time they undertake a businessaageh As many online
transactions involve micropayment, low fixed anahgaction costs are essential to

the popularity of e-payment systems (Chou, 2002).

2.3.3.2Customer Base

Compared with other criteria, the customer baseahy large determines the
performance of e-payment schemes. For paymentnsgstieat represent a certain
network, its adoption depends on the number ofotasts and merchants using it.
This is the so called positive network effect (n@tkvexternality) (Katz & Shapiro,
1994). For instance, the utility of an e-paymerstimment will be zero if only one
participant is involved. However, utility will inease with the number of users who
participate in the network (Shapiro & Varian, 1998hfortunately, positive network
effect lead to start —up problem for new paymemivoek as exceed a “critical mass”

in order to succeed.

2.3.4 Social Factors

2.3.4.1Anonymity

Although the ability to make untraceable transargicaises concerns in regard to tax
evasion, money laundering and other criminal ortersignal users, transaction
anonymity is a basic right of consumer right. Tdhentity of a consumer should be
revealed if to other parties if she is unwillingitepart this information. Anonymous
transactions further protect customers againstepdiscrimination (Chou et al.,

1997).
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2.3.4.2Privacy

In addition to a user’s identity, her spending @ais and income sources should not
be revealed to other parties without his/her pesiois The legal requirement of
privacy protects a user’s transaction informatiemnT being revealed to other parties

(Schmidt & Muller, 1997).

2.3.4.3Convenience

Convenience refers to the ease with whiclraisan spend, store, and transport a
currency value via the payment system. The alititpperate e-payment systems on
different platforms and networks infrastructureg.(ielephone, modem, or internet
connections) makes online transactions quicker eeler for users (Neuman &

Medvinsky, 1995).

2.3.5 ecurity and Trust

2.3.5.1 Transaction Procedures in Mobile Payment

The primary objective of transaction proceduresoigacilitate consumers’ use of
mobile payment and to eliminate their concerns abiwisecurity of EPS (Lawrence
et al.,, 2002). To fulfil consumers’ security remments, well-defined EPS
procedures should be prepared (Hwang et al., 20Dypically, three principal
procedures are deployed during the transactionegeoc(l) authenticating each
participant prior to the transaction; (2) providingnsumers with several separate
steps toward the completion of the e-payment tdimsg and (3) sending an
acknowledgement after each transaction to assumsuoters that the e-payment

successfully executed the task (Hwang et al, 208igkis & Sthephanides, 2005).
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2.3.5.1Security Statements in Mobile Payment

According to the report of Mukherjee and Nath (2068curity statements on EPS
websites are crucial factors influencing consuméngst in online activities. By
informing and reassuring consumers regarding thergg of their payment options,
it will be possible to influence consumers’ peroeps$ of security and trust in mobile
payment (Lim, 2008). If normal consumers remainwara of the level of security
that is inherent to their transactions, they wal fieluctant to engage in e-payments
(Hegarty et al.,, 2003; Lim, 2008). Consumers’ decis to use any e-payment
system will be considerably influenced by the gyadi security statements available
to them. According to Miyazaki and Fernandez (20@0dyue that security-related
statements that are posted on websites are likghctease the chances of consumer

purchase over the Internet.

2.4 Research Hypotheses

H.1: Technological factor has positive relatiopshio adoption of mobile
payment systems.

H.la: Reliability of service has positive relasbip with adoption of mobile
payment system.

H.1b: Non repudiation has positive relationshiphwadoption of mobile payment
system.

H.1c: Latency has positive relationship with admpiof mobile payment system

H.2: Economic consideration has positive relatmmsadoption to mobile

payment system.



20

H.2a: Cost of service has positive relationshighvadoption of mobile payment
system.

H.2c: Customer base has positive relationship aibption of mobile payment
system.

H.3: Social aspect associate with adoption of hegilyment systems.

H.3a: Anonymity has positive relationship with aton of mobile payment
system.

H.3b:  Privacy has positive relationship with adoptof mobile payment system.

H.3c: Convenience has positive relationship wittoion of mobile payment
system.

H.4: Security and trust has direct relationshiphvdadoption of mobile payment
system.

H.4 (a): Transaction procedures are positively @ased with adoption of mobile
payment system.

H.4 (b): Security statements are positively assediavith adoption of mobile

payment system.

2.5 Framework and Research Model

Aided by the discussions made in chapter two on theories of Technology

adoption and the empirical findings as establishgdthe studies the researcher
came-up with a number of interrelated variablestesl to the Mobile payment

adoption in revenue collection and developed tireceptual model for this study as

presented hereunder.
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Technology factor
-Reliability

-Non repudiation
-Latency

Economic
-costs Adoption of Mobile
-customer base Payment Systems in

Revenue Collection
Social /
-Anonymity

-Privacy
-convenience

Security and trust
-Transaction procedure
-Security statement

Figure 2.1 Conceptual Model of the Mobile Payment doption

Source: Modified from (Chou, 2002; Kim, 2011)

Each factor has sub factors as follows which mataad of eleven (11) sub factors.
The elements that will be discussed here are basdte technology used, security
and trust, economic status and social. However,nmhbe focus in this study was
technology. Technology Acceptance Model and Diffusbf Innovation deployed as
fundamental framework in this study with the extensof economic element. To
enhance the model, social factor of uncertaintyidarcce has been placed in to see
the effect between each innovation factor and tidanto use mobile payment
services. TAM model focuses on perceived benefibrél Kuttschreuter &

Gutteling, 2006).

Technology may involve both benefits and riskshe €nd users and the individual
may want to weigh the risks and benefits beforedieg to use the technology.

Mobile payment services will not be an exceptionthis general rule too. In this
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study, the interest is to find out what determimm@ion of mobile payment in
revenue collection. As mentioned earlier in litarat review, the study evaluated
how users determine the mobile payment. Wherebizeos’ perception on
technological factors, social factors, security angt and economic status will be

assessed
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CHAPTER THREE

3.0RESEARCH METHODOLOGY

3.1 Introduction

Research methodology is a way to systematicallyesthhe problem. It may be
understood as a science of studying how researdons scientifically. In it we
study various steps that are generally adoptedrbgearcher in studying his research

problem along with the logic behind the environm@uthari, 2004).

This chapter presents the methodology and procedhbat were used in this study. It
essentially discusses the research design thistaay area, study population, unity
of analysis, variables and their measurement, samsipk and techniques, type and
sources of data, Data collection methods and walissues that was employed in the

study.

3.2 Research Design

According to the nature and purpose of the studgecstudy research design was
found to fit the study. Researcher (Robert & Yii84Pp defines the case study
research method as an empirical inquiry that ingasis a contemporary
phenomenon within its real-life context; when tlwubdaries between phenomenon
and context are not clearly evident; and in whiahtiple sources of evidence are
used (Yin, 1984). Also Case studies focus on umaleding the dynamics present
within a single setting (Eisenhardt, 1989). Sorgmearcher used case study in order
to be focused to one company that is TRA, to getepth analysis of topic from one

area.
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3.3 Study Area

This study was conducted in Temeke region spedifita TRA Region Office.
Temeke region was selected because of severalnedisst; Its nearby where the
researcher lives, the area fitted the purpose efstindy, there are many Mobile
agents dealing with transfers of money to TRA asdrsi of Mobile as stated by
(Intermedia, 2010) and also Temeke is one ofdak&st growing region of revenue
in Tanzania; therefore most of the ICT advancemantsmobile payment centres in
future are expected to be concentrated in Temekacél the Temeke Region of
Revenue offered a good study area for exploring theous challenges that
implementers of mobile payment have to addreshatovarious factors that hindered

the adoption of mobile payment can be minimizethanfuture.

3.4 Study Population

The study is related to business operations locatednd the developing countries.
In respect of triangulated factors by the researahd from the study perimeters, in
order to obtain significant results from this studlye researcher has decided to
confine the study population into TRA region of eéaue, the researcher extracted
study sample from TRA region of revenue regardleéshe income, age and

status.

3.5 Units of Analysis
The main unit in this case was the individual usmgbile payment since the
researcher had to collect data from these indiv&daad, since the data that went into

the analysis was the value obtained fronrélspondents, the unit of analysis was
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actually the Mobile user’s and agents and TRAf staf emeke region.

3.6 Sample Selection

A sample is a subset of a population and sampknthe process of choosing an
appropriate number of this population in order takm it possible to do
generalizations for the study (Sekaran, 2000). ¢sirsample rather than examining
an entire population for a study is fairly obviotegarding time, cost and human

resources.

3.6.1 Non-probability

The sample selection used for this study was nobghility sampling where
judgmental sampling was used. Judgmental sampliogrding to (Saunders et al.
2003), self-selection sampling occurs when yowakach case, usually individuals,

to identify their desire to take part in the resbar

You therefore: 1. Publicize your need for casesheei by advertising through
appropriate media or by asking them to take parCdlect data from those who
respond. The researcher seledteel sample based on criteria by looking respondent
who would provide relevant and appropriate infoiorat for the studyrom mobile
payment users from these criteria the researchsrabi to select 180 sample sizes

from 200 samples which was predicted.

3.6.2Sample Size
In this study, the sampling size consisted of:Nibbile user (2) Mobile agents and.

3).TRA staff. In the first category which was th@aimtarget of the study, the total
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volume of the sample was 170 users which among tlasnindicated in table 3.1
below. In the second and third category, 04 TR#fstho were direct involved in
Mobile matters, were identified and questionnaireeg to them, and 06 were given
to mobile agencies. According to the study objesjobile users, TRA staff and
mobile service providers were chosen as the maimcsoof information for the

study.

Table 3.1 Sample Size

Category Frequency Percent
User/Customers 170 94.5%
TRA staff 04 2.2%
Mobile payment agents 06 3.3%
Total sample size 180 100.0

SourceResearcher insight (2015)

3.7 Types and Sources of Data
There are two types of data which are also sour@ata. This is primary data and

secondary data.

3.7.1Primary Data

When someone refers to "primary data" they arerniafg to data collected by the
researcher himself/herself. This is data that lea®mnbeen gathered before, whether
in a particular way, or at a certain period of tirResearchers tend to gather this type
of data in order to get first-hand information. Tprémary data was collect through

guestionnaire and observation methods of datactmlie



27

3.7.2 Secondary Data

Secondary data means data that are already aeaildigly refer to the data which

have already been collected and analyzed by somelsee When the researcher
utilizes secondary data, then he has to look imattous sources from where he can
obtain them (Kothari, 1985). The major advantagéh process is that it serves as
guide and aid on how to conduct the research (Sasred al., 2003). Secondary data

may either be published data or unpublished data.

The study used documentary tool of secondary daltaction method where large
part of study retrieved its data from documentayrses such as Books, Journals,
reports, and others’ academic papers. Other infoomavere studied from official
documents such as, manuals and sources like ihtengewebsites, search engines
with search tools like Google Scholar and searginenfor online publications, were
used as secondary data to support the study argsnagpending on their

accessibility.

3.8 Data Collection Methods

The data collection method used was Questionnagtheod. The data was collected
from Mobile users, TRA staff and Mobile agents gsiguestionnaire.A
guestionnaire template (see Appendix 1) was deedlopth the research questions
in mind, “Developing the questionnaire operatioredi the research questions”

(Punch, 2003).

The study by (Leedy’s, 1997) state four practicaldglines in developing the

questionnaire draft as follows: using clear languageeting research aims, Planning
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development, sample, distribution and collectiod #&inally creating a solid cover

letter.

The questionnaire was divided into different sewiofor easy reading and
completion. A short, simple and informative covettdr (see Appendix 1) was
created to inform the participants of the aims mnplortance of the research. It was
written carefully using clear language to encourpgédicipants to provide honest

and unbiased information.

The questionnaires designed for studying the factioat influence the adoption of
the mobile payment systems among individuals inzéaia. The questionnaires were
distributed to the selected persons representiagséimple to the target population
and partly were administered by the researcheadtefn the data collection process.
Where by 200 questionnaires were distributed torédspondents in hard copy by
looking on the knowledge of customers and 180 nedeots succeeded to fill and

return questionnaires.

3.9 Validity and Reliability Issues

"Any research can be affected by different kindgamtors while, extraneous to the
concerns of the research, can invalidate the fgsli{Seliger & Shohamy, 1989).

The research was valid because the sample of dityregearch should have more
than 30 respondents. As indicated by Economist{lLl88d Saunders et al. (2000) a
minimum of 30 items to be included in the sampleewistatistical analysis is to be

adopted then this research show the validity bggi&BO respondents as sample size.
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3.10 Data Analysis Methods

This study employs the quantitative method of asialyQuantitative method used
when data were collected and processed analytiddlly data of this study were data
numerically coded and the result was in form oftisiaal results (Lekvall &
wahlbin, 2001). The quantitative method is appaterio use when there is a need to
generalize and apply the sample data to the populat order to find patterns and

trend (Davidsson & Pater, 2003).

The data collected were analyzed quantitativelygigiredictive analysis software
(PASW) where by descriptive statistics was donese@sly frequency in order to
clean the data and to analyze background informato regression was used to
determine the potential connection between depdratahindependent variables of
this study (technology, social, security and trustonomic). Accordingly, the
regression was able to identify potential factdrat thave a significant influences

adoption of mobile payment systems.
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CHAPTER FOUR

4.0PRESENTATION OF FINDINGS

4.1 Introduction

This chapter deals with the presentation of reseéiralings. This include data
preparation, data editing, coding and cleaningal$io have descriptive statistics,
simple linear regression and hypothesis testintherfactors influencing adoption of

mobile payment systems by predictive analysis so#WPASW) and SPSS.

4.2 Sample Characteristics

4.2.1 Number of Respondents

The study having 180 respondents as sample, distdbin three categories where
170 (95.3%) were users/customers of mobile payn@ht(2.2%) were agents of
mobile payment and 06 (3.3%) were TRA staff, thakes a total of 180 respondents

which is 100% as shown by Table 4.1.

Table 4.1 Number of Respondents

Category Frequency Percent
user/customer 170 95.3
TRA staff 06 3.3
Mobile payment agent 04 2.2
Total 180 100.0

Source: Researcher (2015)

4.2.24.2.2 Gender
Among respondents, 98 (54.4%) were males and &X5were females. The

weighting of this sample does not equate to anladjg&ibution between males and
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females. This indicates that there is high posshilf an effect from gender bias to

occur as it can be seen in table 4.2.

Table 4.2 Respondents Gender

Category Frequency Percent
Female 82 45.6
Total 180 100.0

Source Researcher (2015)

4.2.3Respondents Age

As table 4.3 and figure 4.2 below shows that nufsthe age which participated

were between the age of 20-40 years which wereol5®f 180 respondents about
88.3% of the whole respondents because most oé thge use mobile and is the
generation born in development of technology thidwemmages like below 20 year and
above 40 years who use for purpose and these agentany people than other age
group ,then below 20years were 6 respondent wiiezle 3.3% and the age of 41-60
years were 15 respondents which were 8.3% andeabfi60 years and above no

any respondents participated.

Table4.3 Respondents Age

Age category Frequency Percent
> 20years 6 3.3
21-40 years 159 88.3
41-60 years 15 8.3

60 years < 0 0

Total 180 100.0

SourcelResearcher (2015)
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4.2.4 Occupation

Most of the respondents were self-employed whichrewd8.9% of the all
respondents because of their willingness and timéillt the questionnaire than
employed which were 22.8%,student which were 16.d8d respondents with

business were 11.7% all these make a total of é§8ondents as shown by table 4.4.

Table 4.4 Respondent Occupation

Category Frequency Percent
Student 33 16.7
Employed 41 22.8
self employed 88 48.9
doing business 21 11.7
Total 180 100.0

SourceResearcher (2015)

4.2.5 Application Conducted by Mobile phones

Most of the user of Mobile payment uses all theliappon about 138 respondents
which were 76.7% of all respondents including melahd little percent use for
receiving information from TRA which were 2 (1.1%@spondents. Then the other
application used by Pay tax (revenue) 17 (9.4%)ad3loservice offered by TRA 11
(6.1%), Transfer funds from bank account to TRA¥)and To check how much |

supposed to pay for TRA 7 (3.9%) as shown by tdleand figure 4.3.

Table 4.5 Respondents Application Used

Category Frequency Percent
To ask services offered by TRA 11 6.1
Receiving information from TRA 2 1.1
Pay Tax (revenue) 17 9.4
Transfer funds from bank account to TRA 5 2.8
To check how much | supposed to pay for TRA 7 3.9
all of the above 138 76.7
Total 180 100.0

SourcelResearcher (2015)
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Figure 4.2 Application Used

Source: Field Data (2015)

4.2.6 Experience

As shown by table 4.6 and figure 4.4 below, Theeeigmce show that many
respondents have an experience of more than omeigeg Mobile which is 82% of
whole population. This shows that they have adoptetithey are going on adopting
new technology as mobile payment is concern, aildtisére is 10% of people
adopting technology every day that is shown by thas one year in using Mobile

then less than one month experience were 2.8%.

Table 4.6 Experience on the Use of Mobile Payment

Category Frequency Percent
less than one month 5 2.8
less than one year 18 10.0
one year 9 5.0
more than one year 148 82.2
Total 180 100.0

Source: Field Data (2015)
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Figure 4.3 Pie Chart on Experience on the Use of Ndde

Source: Field Data (2015)

4.3 Detailed Data Analysis

4.3.1 Hypothesis Testing

Simple regression Analysis was employed to testHigpotheses that were earlier
predicted in the first chapter of this study rep&imple regression suggested to be
used as, regression analysis is a proven suitableaa for data analysis, especially
when there are several independent variables haffagts on a dependent variable,
while at the same time those independent varigdnesorrelated (Malhotra (2007).
To extract the potentials of this approach, theeaesher alternatively opted to
conduct the simple regression based on the fadtleted to the hypotheses

identified in this study.
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As it is shown in chapter one,that the generalailyje of this study was to determine
factors influencing adoption of mobile payment @venue collection in Tanzania,
The formulated hypotheses were in four groups i@ect.4)which were explained
as follows:

* Technology factor (reliability,nonrepudiation,latgm

e Economic factor (cost, monetary convert abilitystoumer base)

e Social aspect (anonymity , privacy ,convenience)

e Trust and security (transaction procedures, sgcsidttement)

The linear regression models and estimated thessgm coefficients by using the

statistical software package SPSS are used.

4.3.1.1Technological Factor

The first regression analysis to be presented walsnblogical factor, a series of
regression analyses were run in respect of eachpertient variable as it was
presented in the Model. To the results, the rebearcombined the sub factors to

presents the results in one table 4-8 below.

The factor analysis aimed to find out whether tieotetically technological factors
conform to our study results. The hypotheses fstirtg adoption of mobile payment
include technological factors such as (Hla) reliighi(H1b) Nonrepudiation, and
(H1c) Latency. In this Section, the discussion g@zion how the hypotheses related
to technological factors and this hypothesis werdolows as indicated by section

2.5 in chapter 2:
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H.la: Reliability is positively related to adoptiohmobile payment system.

H.1b: Non-repudiation has positive relationshiphwédoption of mobile payment

system.

H.1c: Latency is positively related to adoptiomadbile payment system.

Then simple regressions (Table 4.7) show the resudh as beta coefficient?R-

values, and significance level.

Table 4.7 Simple Regression Analysis on the Influee of Technological factors

DV Hypotheseg Ir{?aer?:&ggm DF g:é?f t- values | Sig. R2 Interpretatiorlu
Adoption Hla Reliability 179 -.032 -.430 .668 .0p1 NS

of H1lb Nonrepudiatiop 179 -.181 -2.452 .015 .033 S
mobile Hic Latency 179 175 2.368 .019| .031 S
payment )

DV - Dependent variables, NS — Not Significant, Significant , DF — Degree of

Freedom.

Source: Field Data (2015)

* Hypothesisla: examined the relationship that réigkis positively related to

adoption of mobile payment system, as the reswolvahby table4.7 above that it

was not significant with p >0.05.

* Hypotheses H1b: examined the relationships thap-tdépudiation is positive

related to adoption of mobile payment systemshasve by table 4.7 witlfy(= -

0.181) and it was significant with p < 0.05;

* Hypothesislc: examined the relationship that, Lates positively related

to

adoption of mobile payment systems, result showntdble 4.8 that it was

significant with p < 0.05; the result supported.
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It was found that non-repudiation and latency asggnificant then they determine
adoption of mobile payment systems by non-repusha{p = -0.181, p-value =
0.015, B = 0.033) and latencyp(= 0.175, p-value = 0.019, °R= 0.031).
Unexpectedly, it was found that reliability is reosignificant determiner of adoption
of mobile payment system§ & -0.032, p = 0.668, R= 0.001). Where by latency

has positive relationshif & 0.175) and non-repudiation has negative relahgn@

=-0.181) to the model.

Based on the analysis carried out in Table 4.®. stmmary of the hypotheses was

provided below.

According to the analysis carried out in SectioB.4l1. It was found that the
hypotheses concerning non repudiation and latemeypartially accepted to be
related to adoption of mobile payment systems (reflso to table 4-9). It is
confirmed that reliability is not significant andetrefore it was totally rejected. A

detailed discussion of testing the hypothesesdasamted in Chapter 5.

Table 4.8: Summary of Hypotheses Testing on the lhfence of Technological

Factors
Dependent Hvpotheses Independent Significance Nature of | Hypotheses
Variable yp 7 variables 9 relationship| Conclusion
Adoption of Hla Reliability | Not Significant - Rejected
mobile payment Hilb Non- Significant +ve Accepted
systems repudiation
Hlc Latency Significant +ve Accepted

Key: +ve - positively related; -ve — negativelyateld.

Source: Field Data (2015)
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4.3.1.2Economic Factors and Adoption of Mobile Payment

The next set of analysis was performed on the fadttentified to be the economic
factors and results were presented by table 4t8gaessed to the dependent variable
of adoption mobile payment. In Section 2.3.3, theosid hypotheses were explained.
The hypotheses were grouped under the economimr$aas revisit figur@-1. It was
important to examine the effects of economic factmr adoption of mobile payment
systems. As the hypotheses discussed in Chapwass2suggested in the factor
analysis carried out (cost H2a, and customer b&®.Hhe hypotheses include the
influence on adoption of mobile payment systembe Mypotheses were as follows

as indicated in section 1.4.

H.2a: cost has positive relationship with adoptioobile payment systems.

H2b: customer base has positive relationship wdthpéion mobile payment systems.

Table 4.9: Simple Regression Analysis on the Inflimee of Economic Factors

DV Hypotheses Independen|{ DF | Beta t- Sig. | R? | Interpretation
Variables Coeff | values

Adoption - -

of H2a Cost 179| .149 | 2.004 | .047 | .022 S

mobile H2c Customer | 179| .087 | 1.162| .247| .008 NS

payment base

Key: DV - Dependent variables, NS — Not Significat- Significant, DF-degree of
freedom.

Source: Field Data (2015)

* Hypothesis2a: examined the relationship that cast iegative relationship to
adoption of mobile payment system as shown by téi8ewith 3 = -0.149) and

it was significant with p <0.05.
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* Hypothesis2b: examined the relationship that, custo base has positive
relationship to adoption of mobile payment systeassshown by table 4-9 that it

was not significant with p >0.05.

It was found that cost was significant then it detiee adoption of mobile payment
systems in economic factors by £ -0.149, p-value = 0.047,°R: 0.022) but with
negative relationship and then, and customer b@se {0.087, p = 0.247, R=

0.008).

4.3.1.3Economic Factors - Hypotheses Summary

Based on the analysis carried out in Section £3the summary of the hypotheses
was provided. According to the analysis carriedinusection 4.3.4.2. It was found
that the hypotheses customer base were totallgtegiedo be related to adoption of
mobile payment systems (refer also to table 4-10)s confirmed that cost is
significant and therefore it was accepted. A detaidiscussion of testing the

hypotheses is presented in chapter 5.

Table 4.10: Summary of Hypotheses Testing on the flnence of Economic

Factors
Dep_endent Hypotheses Ind_ependent Significance Natu_re (_)f Hypothe_ses
Variable variables relationship| Conclusion
Adoption of| H2a Cost Significant | +ve accepted
mobile payment H2C Customer base Not rejected
systems Significant | -

Key: +ve - positively related; -ve — negatively related

Source: Field Data (2015)
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4.3.1.4Social Factors

The third regression analysis to be presented wamlsfactor, a series of simple
linear regression analyses of three sub factorenfanity, privacy, convenience)
were run in respect of each dependent variablevaas presented in the Model. The
results were combined to form the present resaltme table 4.16. In Section 2.3.3,
the third hypotheses were explained. The hypothesse grouped under social
factors as revisit figur@.1. It was also important to examine the effedtsaxial
factors on adoption of mobile payment systems. e ltypotheses discussed in
Chapter 2 was suggested in the factor analysisedawut (convenience H3a,
Anonymity H3b, and privacy H3c) As section 1.3 skotlie objective that is, are
social factors influence the adoption of mobile pant systems. Simple regression
analysis approach was adopted for testing the hgses. The hypotheses were as
follows as indicated in section 2.5.

H.3a: anonymity has positive relationship with ailmp mobile payment systems.
H.3b: privacy has positive relationship with adoptmobile payment systems.

H.3c: convenience has positive relationship witbpin mobile payment systems.

Table 4.11: Simple Regression Analysis on the Infiénce of Social Factors
Independent Beta t- : > .

DV Hypotheses VRIS DF Coeff | values Sig. R Interpretation

Adoption H3a Convenience| 179 | .121 | 1.622 | .107 | .015 NS

of . -

mobile H3b Anonymity | 179 039 -.520 .604 .002 NS

payment H3c Privacy 179 .100 | 1.346 | .180 NS

Key: DV - Dependent variables, NS — Not Significa@t— Significant, DF — Degree
of Freedom.

Source: Field Data (2015)
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It was found that all social factors were not digant they do not relate to adoption

of mobile payment systems by convenierfge 0.121, p-value = 0.107,°R 0.015)

Anonymity ¢ = -0.39, p-value = 0.640,°R= 0.000) and privacyp(= 0.100, p-

value=1.346, R= 0.180).

Hypothesis3a: examined the relationship that, wmity has a positive

relationship to adoption of mobile payment systerise result shown by table
4-12 that it was not significant with p > 0.05.

Hypotheses H3b: examined the relationships thatagy has positive effect to
adoption of mobile payment systems, the result shbytable 4-12 that it is not
significant with P>0.05.

Hypothesis3c: examined the relationship that, coeree has positive
relationship to adoption of mobile payment systemesult show by table 4-12

that it was not significant with p >0.05.

4.3.1.5Social factors - Hypotheses Summary

Based on the analysis carried out in Section 83the summary of the hypotheses

was provided.

Table 4.12 Summary of Hypotheses Testing on the lnence of Social Factor

Dependent Independent L Nature of Hypotheses
Variable SEEEES variables SIEIEENES relationship | Conclusion
H3a Convenience | Not Significant rejected
Adoption of .
mobile payment H3b Anonymity | Not Significant - Rejected
systems
H3c privacy Not Significant i rejected

Key: +ve - positively related; -ve — negativelyateld.

Source: Field Data (2015)
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According to the analysis carried out in SectioB.413. It was found that the
hypotheses concerning social factors that is caewer, Anonymity and privacy
were rejected to be related to adoption of mohkalgnpent systems (refer also to table

4.12 below). A detailed discussion of testing tikpdtheses in chapter 5.

4.3.1.6Trust and Security

The last set of the regression analysis to the @nd security was done against
adoption of mobile payment systems. The resultpagsented on table 4.13 below.
In Section 2.3.4, the forth hypotheses were exptiiiThe hypotheses were grouped
under trust and security as revise fig@rd It was also important to examine the
effects of trust and security aspects on adoptfanabile payment systems. As the
hypotheses discussed in Chapter 2 was suggestb@ ifactor analysis carried out
(security statement H4b, and transaction proceddres). The hypotheses include
the influence on adoption of mobile payment syste8imple regression analysis

approach was adopted for testing the hypotheses:

The hypotheses were as follows:

H4a: Transaction procedures are positively relatedadoption mobile payment
systems.

H.4b: Security statements are positively relateddoption with mobile payment

System.

It was found that security statement was signifidéwen it determine adoption of

mobile payment systems by £0.175, p-value = 0.019,°R= 0.031) and with



43

positive relationship while transaction procedures not significant byp(= 0.038,

p =0.612, R=0.001) as table 4-13 show.

Table 4.13 Simple Regression Analysis on the Inflaee of Trust and security

Independen Beta | t- : > :
DV Hypotheses Varigbl . DF Coeff | values Sig. | R Interpretation
Adoption | H4b Security 179| .175| 2.368 | .019 | .031| S
of statement
mobile H4a Transaction| 179| .038 | .508 .612 | .001| NS
payment procedures

Key: DV - Dependent variables, NS — Not Significant; Significant, DF — Degree
of Freedom.

Source: Field Data (2015)

* Hypothesis H4a: examined the relationship that,n3aation procedures has
positive relationship to adoption of mobile paymsystem, the result show that
it was significant with p< 0.05 the result suppdrte

» Hypotheses H4b: examined the relationships thaiui@g statement will have a
positive effect to adoption of mobile payment sgste the result is not

significant with P>0.05; the result did not suppdrt

4.3.1.7Trust and security - Hypotheses Summary
Based on the analysis carried out in Section 43the summary of the hypotheses

was provided.

According to the analysis carried out in Sectior8l® It was found that the

hypotheses security statement is accepted to laedelto adoption of mobile
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payment systems and transaction procedures istedjdcefer also to table 4-14

below).A detailed discussion of testing the hype#sein chapter 5.

Table 4.14: Summary of Hypotheses testing on the flonence of Trust and
Security

Dependent Independent | .. .. Nature of | Hypotheses
Variable Ajpoheses variables SHEERES relationship | Conclusion
Adoption of | H4a Security Significant + Accepted
mobile payment statement

systems H4b Transaction | Not - Rejected

procedures | Significant

Key: +ve - positively related; -ve — negatively related

Source: Field Data (2015)

4.3.1.8Hypothesis summary

The hypothesis summary table 4.16 below show ttieifa rejected and accepted.



Table 4.15 Summary of all Hypotheses Testing

Technological Hla Reliability 0.001 Adoption of m-payment Rejaette Section

factors H1b Nonrepudiation 0.033 | Adoption of m-payment Accepted 4.3.5.1
Hic Latency 0.031 | Adoption of m-payment Accepted

Economic H2a Cost 0.022 | Adoption of m-payment Accepted Section

factors H2c Customer base Adoption of m-payment Rejlec 4.35.2

Social factors H3a Convenience 0.015 Adoption of m-payment Regecte Section
H3b Anonymity 0.002 Adoption of m-payment Rejected 4.3.5.3
H3c Privacy 0.180 Adoption of m-payment Rejected

Trust and H4b Security statement 0.031 | Adoption of m-payment Accepted Section

securit H1l4a Transaction procedures 0.001 Adoption of mapayt Rejected 43514

Source: Field Data (2015)
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CHAPTER FIVE

5.0DISCUSSION OF THE STUDY FINDINGS

5.1 Introduction

The main purpose of this study was to examine tiye fiactors influencing the

adoption of mobile payment systems in revenue cidie as is shown in chapter 1

(section 1.3) and the objectives were four as stét in section 1.3.2 . This chapter

discusses the factors influencing adoption of neopayment in two sections where

the second section has four sub-sections as shelowb

* How technology factors determine adoption of mopégment systems section
5.3.1.

* How economic factors influence adoption of mobikyment systems section
5.3.2.

* How social factors determine adoption of mobilerpagt systems section 5.3.3

* How security and trust influences adoption of melphyment systems section

5.3.4.

These factors used to explain the adoption buthteeretical part is also important in
the use of these factors as they are based ordrdoden theories. Integrated
theoretical part used in this study is a hybridseferal theoretical foundations.
Several criteria were considered in developingttie®ries to be used. The criteria
guiding the theories included the behavior charesttes, the nature of network in
adoption and usage of mobile payment, externalofacinfluencing adoption of

mobile payment including social factors.
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Therefore, Theory of planned behaviour which exdaihe degree of perceived
behaviour and altitude on the adoption of mobilgnpant systems (Ajzen, 1991,
Mathison, 1991; Taylor & Todd, 1995) was necesdaryoe considered. This is
because the theory suggests that since people tdhawe full control over their
online payment transactions, perceived behaviavatrol should become a critical
component of payment adoption and Diffusion of waten (DOI) theory (Rogers,

1995; Rogers, 2003).

The study went beyond in looking on the importantenotivational model (Deci,
1975) and the mental Bandura’s cognitive theoryn(Baa, 1986, Cognitive theory
1986) this theories provided an opportunity to ud@ social factors since they tend
to explain how people deal with environment to datee personal needs to self-
determinant and what people think, believe andtteaffect how they behave.

The last theory used to adopt technological facteas technological acceptance
model (TAM) (Devi's et al., 1989) which tend to mdormation system theory that
explain how users come to accept and use new déxdy) as the theory also argue
that the user adoption and usage behavior arendietd by intension to use IT. So,
this theory guides the study on the technologiaeldrs which are the main factors in

adoption of mobile payment systems.

It was examined that the usage of mobile paymesitesys as dependent factor as
indicated in appendix 1 and four independent digctvhich included the following:
technology factors, economic factors, social factand trust and security with

eleven subsections which were (reliability, nonudigtion, latency, cost monetary
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convert ability, customer base, anonymity, privaggnvenience transaction

procedures and security statement) section 2.3.6 wsed.

5.2 Discussion of the Hypothesis
In this section, four groups of hypothesis werecubsed, compared with the

literature review and finally a researcher’s vieaswpresented.

5.2.1 Technological Factors
As discussed in literature review section 2.3.2htelogical factors supported by
other empirical evidences , the sub factors wesdiability, non-repudiation and
latency are reliable and valid for this study’s lex@ation of the technological
influences to the personal decision to adopt e-mayndiscussed by Neuman and
Medvinsky (1995), Scmidt and Muller (1997). In ghstudy therefore, it was
hypothesized that:

Hla: Reliability is positively related to adoptiohmobile payment systems.

H1b: Non-repudiation has positive relationship topgtion of mobile payment

systems.

Hlc: Latency has positive relationship to adoptbmobile payment systems.

As technological factors was the main factors damnwdais supported by technological
acceptance modal that explaining how users conaedept and use technology this
can be applicable to the decision of people to m&bile payment technology.
Although the result for latency show that latenéil€)was not significant with p
>0.5, where by latency deals with making people @abluse the e-payment without

delays in authorization and clearing then lateneg totally rejected to adoption of
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mobile payment. The reason for rejection could &ek lof knowledge on faster
payment, poor understanding of the questions #aat to wrong answers and failure
to measure latency which is so important in adopaf any payment where by any

payment are recommended to be faster.

The result for reliability (H1la) and non-repudiatigH1b) are significant with p<
0.05, suggesting that the hypothesis supportedomiony to (Chou Y et al, 2004)
due to the study conducted by this researcher tdohy contributed to 48% score
because technology play a predominant role in éxm#oice of e-payment systems,
But this being done in Tanzania has shown a difiegeaccepted by small percent in
reliability and non-repudiation this could be bexauhe study is done in different

continent where people differ in understanding anslwering of questions.

5.2.2 Economic Factors

Customer base and cost have also tested to bbleetind valid to the explanation of
the economic factors that influences the adoptiomabile payment systems. Also
referring to theory of planed behavior t in sect@.2 which suggests that, since
people do not have full control over their onlineyment transactions, perceived
behavioral control should become a critical commbrd payment adoption. Where
by people perceive differently, some think to adiyat cost should be low and other
do not consider cost but capability and other docoasider monetary convert ability
and income base. As the objective of the study isxamine if economic factors
influences adoption of mobile payment from thiseative there were two hypothesis

as shown in section 2.5.
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H.2a: Cost has positive relationship with adoptioobile payment system

H.2b: Customer base has relationship with adoptiobile payment system

Surprisingly the result for customer base (H2b)ewmeot significant with p > 0.5,
hence it was totally rejected. But on the otherdhére current results show that: H2a
is significant with p value less than 0.05, whighaccepted. This means that in
Tanzania, there are some customers consider costlapting mobile payment
systems like in the research done by Shun and Sava{®97) they found that low

transaction cost were favoured customers and metsh@aadopt payment systems.

5.2.3 Social Factors

The factors; Anonymity, privacy and convenienceavas well analysed to be valid
and reliable to explain their influences to the@dm of mobile payment systems as
it was confirmed in section 2.2.2 of chapter twatttheir theories which provided an
opportunity to have social factors since they exyd how people deal with
environment to determine personal needs to sedfra@bant and what people think,
believe and feel that might affect how they beh@eci, 1975, Bandura’s theory,
1986; Cognitive theory, 1986). The social factoesevtested under three hypotheses,

namely:

H.3a: Anonymity has positive relationship with atlon mobile payment systems.
H.3b: privacy has positive relationship with adoptmobile payment systems.
H.3c: Convenience has positive relationship withopgbn mobile payment

systems.
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Based on the hypotheses summary conclusion pres@mt&ection 4.3.6, it was
concluded that the social factors were not sigaifity with (H2a, H2b and H2c

p>0.05) related to adoption of mobile payment syste

The conclusion is surprisingly unlike other findsnguch as of Clemons and Croson
(1997) who found a significant relationship on &ast affecting success of new
payment and also explained how universally paynmer(see also Poon & Chou,
2001; Turbanand & King et al., 2002). The insigeafit relationship between social
factors (anonymity, privacy and convenience) andpidn of mobile payment
systems in Tanzania may be explained by the fadtdhstomers who use or adopt
m-payment have limited opportunities for understagdand knowledge on the
perception of social factors for adopting mobilgmpant. As the findings indicated,
most of respondent were youth around 20-40 yeang ithight not understand well
social influence on adoption of mobile payment afidhe reasons for insignificant
could be lack of seriousness when the responderg ameswering the questionnaire

that brought wrong answer then this brought ingicgunt.

It is also believed that anonymity, privacy and \emence are very important in
adoption of any payment system as argued by (YcB004) who found that in
understanding m-commerce payment this is differancéanzania. As long as the
mobile payment systems application is a new phenomé Tanzania, it will take a
considerable time before all the people to redhseit is helpful to society. Teo and
Tan (1998) found that it was too early to estinthtebenefits of e-commerce before

it is widely accepted and implemented. Thereforthia study, we are addressing all
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telecommunication and monetary like Banks Comparpo was introduced the
mobile payment to emphasize the users know the rigpio things on adoption

including social factors.

5.2.4 Trust and Security

Previous studies as indicated in section 2.3.5hafpter two, it is argued to fulfill
consumers’ security requirements, well-defined PpR&edures should be prepared
(Hwang et al., 2007). And also By informing andssa&ing consumers regarding the
security of their payment options, it will be Pdusi to influence consumers’
perceptions of security and trust in EPS (Lim, 2008his also could influence
customer to adopt a certain payment systems. Rdlévarust and security including
transaction procedures and security statement ihilsenced the study to

hypothesize that:

H.4a: Transaction procedures are positively rdldate adoption mobile payment
systems.
H.4b: Security statements are positively relatelbpdion to mobile payment

systems.

The analysis carried out in Section 5.3.5.4 coreguthat the security statement
(H4b) was significant with p <0.5, and is positivaklated adoption of mobile
payment. Mukherjee and Nath (2003) also found Sexturity statements on EPS
website are a crucial factors influencing custoimest in online activities and (Lim,

2008).
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But on the other side the result for transactioocpdures H4a was not significant
with p > 0.5, hence it was totally rejected. Thasans for rejection could be the
transaction procedures should not be consideredh @tepting e-payment as it was
found that transaction procedures was not sigmfibg Kim (2010) on an empirical

study on customer perception on trust and sechetyce the variable was wrong to

be considered in adoption of mobile payment.

5.3 Conclusion

This literature is not in the same vein with theule of this study. This is because
reliability H2a), customer base (H2b), anonymity8é), privacy (H3b), convenience
(H3c) and transaction procedures (H4a) were natifsignt with P > 0.5. So the

hypotheses were rejected.

The reasons behind could be that the suggestedrgadid not fit the study other
reasons could be multi collinearity of the variadlleat bring the wrong answers, low
knowledge about mobile payment systems and finalig believed that most of
Tanzanian are always not familiar with the questitimat ended up to fill wrong

information this can be a reason.

The remaining four hypotheses (non-repudiation (Hldtency (H1c), cost (H2a)
and security statement (H4b) were significantlypsarged. These results provide the
importance of these sub factors on adoption of lagiayment these were reliability,

non-reputation, costs and security statement. Téieseld be considered on adoption
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of mobile payment as to Tanzanian context but moidhred percent proved since the

sample used might be wrong.
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CHAPTER SIX

6.0SUMMARY, CONCLUSIONS, AND POLICY IMPLICATIONS

6.1 Introduction

This chapter presents the outline of this studgflmg the theoretical, conceptual and
practical issues as related to the adoption of laglayment systems in revenue
collection. It also concludes the study by desoghiow the finding have provided
answers to the research objectives and questiecsmmendations, areas for further

studies and policy implications.

6.2 Summary

The adoption of mobile payment system in revenuéedon in the developing
countries has been growing faster than banks, winengeople use mobile as bank
without branch to transfer money, pay for bill, ee® payment and keep money,
since mobile payment systems is more available iaauwks for stance in the villages.
This progress has proved the revenue collectiorramgment. Though the study
provided different result from the factors adoptimgbile payment then other factors
might be considered to realise the important factorbe considered in adoption of

mobile payment.

6.3 Conclusion
In short the researcher acknowledges the influemake of group factors that
influences the adoption mobile payment systemsdisated by (Chou et al, 2004).

Uniquely each factor plays an important influencepehding to its value of
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significance to the people as influenced by otlatdrs. The factors for mobile
payment systems adoption among the third worlcheenes as compared to the
developed economies are not that much significadtfferent except for their
liability, customer base, anonymity, privacy, conesice and transaction procedures
that have relatively proven insignificant to thevel®ping environment setting. The

adoption decision does not confine itself onlyhe factors identified herein.

6.4 Recommendations

Several recommendations can be made to increast ¢dvadoption of mobile
payment systems. Firstly, in order to overcome ibarwhen performing any
payment using mobile service the importanceaaridaction procedures should be
considered as the result show that transactionedwoes are insignificant, it seems
people do not consider the procedures when penfigrmriobile payment services.
Then to reduce transaction barriers like sendingn@ydo wrong account, receive
and sending information without intention transactprocedures to mobile payment

systems users should be considered as importdnt too

Social factors like privacy, convenience and anatyishould be considered by the
adopters when involved in any payment systemswiisallow users to know social

influence in adopting mobile payment systems ag# confirmed by the study that
social factors are insignificant that they do mdluence adoption of mobile payment

system.
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