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Abstract 

 
E-commerce, often referred to shopping “anytime, anywhere”, has allowed consumers to do 

shopping at any hour of the day without ever leaving their home. Although E-commerce 

require the consumers to have access to a stationary computer in their homes. Mobile 

commerce and mobile payments overcame this obstacle and allowed consumer to shop 

wherever they want (Zmijewska., Lawrence & Steele, 2007). Driven by the mobility of 

mobile phones there has been a fast increase in recent years in mobile commerce and mobile 

payment services, and both have increasingly become a part of consumers’ everyday life 

(Hwang, Shiau & Jan, 2007).  Mobile payments offer unique possibilities for businesses to 

improve the communications, increase the value for the consumers, and to be able to engage 

with the consumers wherever they are. This will strengthen the brand of the businesses and 

solidify their customer relationships (Early, 2014). However for businesses to follow the 

mobile payment trend and get the most value out of their mobile payment solutions it is 

important for them to know what factors to consider to increase the consumer adoption and 

acceptance of their mobile payment services. Dahlberg, Mallat, Ondrus and Zmijewska 

(2008) believe that more research is needed to enhance the current understanding of mobile 

payment services and to improve the quality and relevance of mobile payment research 

(Dahlberg, Mallat, Ondrus and Zmijewska, 2008). The findings of this thesis are a set of 

factors that are believed to positively influence the consumer adoption intention of mobile 

payment. The findings are the following: 

 Go beyond transactions 

 Create a fast experience 

 Make it easy 

 Make it reliable 

 Adapt to the mobile phone 

 Make paying with the phone a pleasant experience 

 Counter the perceived security 

 Change the habits 

 Target the right segment 

 Offer an abundance of payment options 

 Make it free or cheap 

 

 

 

Keywords: Mobile payment, Adoption, Consumer habits, Value-Based Adoption Model 
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Abstract Swedish 

 

E-handel kallas ofta för shopping ”vartsomhelst, närsomhelst” och har möjliggjort för 

konsumenter att handla utan att behöva lämna sitt hem (Zmijewska., Lawrence & Steele, 

2007).  Mobil handel och mobila betalningstjänster har ökat kraftigt de senaste åren, delvis på 

grund av utvecklingen inom mobiltelefoni och möjligheten att använda internet utanför 

hemmet. Mobil handel har därför blivit en del av konsumenternas vardagsliv (Hwang, Shiau 

& Jan, 2007).  Mobila betalningstjänster erbjuder en unik möjlighet för företag att förbättra 

deras kommunikation till deras kunder, samt att öka värdet i transaktionerna med kunderna, 

genom att ständigt ha möjligheten att engagera kunderna, oavsett vart de är. Detta kan stärka 

varumärket öka lojaliteten hos kunderna (Early, 2014). För att lyckas med detta krävs det 

dock för företagen att förstå hur de kan få ut mest värde ur deras lösningar och erbjudanden 

och vilka faktorer som de ska överväga för att öka konsumenternas adapterande och acceptans 

av mobile betalningslösningar. Dahlberg, Mallat, Ondrus and Zmijewska (2008) nämner att 

de tycker att det behövs mer forskning I detta ämne för att förbättra förståelsen av 

konsumenternas acceptans av mobila betalningstjänster och för att förbättra kvaliteten och 

relevans gentemot forskning I mobila betalningstjänster. (Dahlberg, Mallat, Ondrus and 

Zmijewska, 2008). Resultaten av denna avhandling är en uppsättning av faktorer som tros ha 

ett positivt inflytande på konsumenternas adapterande och acceptans av mobila 

betalningstjänster. Faktorerna som har upptäckts är följande: 

 Gör mer än bara transaktioner 

 Skapa en snabb tjänst 

 Gör det enkelt 

 Gör det pålitligt 

 Adaptera till mobiltelefoner 

 Gör det till en trevlig upplevelse 

 Öka säkerheten 

 Ändra konsumenternas vanor 

 Rikta in tjänsten till rätt segment 

 Erbjud flera betalningsalternativ 

 Gör det gratis eller billigt 
 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
Nyckelord: Mobila betalningslösningar, konsumentanvändande, Usability, Value-Based 

Adoption Model, Technology Acceptance Model 
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1 Introduction 
 

 

1.1 Consumer habits regarding Mobile Payment 
 

Mobile payments has been the major factor for the increasing turnover of electronic 

commerce in later years and is in the center of the mobile commerce revolution (Chang, 

Williams & Hurlburt, 2014). Somewhere around 2011 better technology and decreased costs 

led to a fast increase in the use of mobile internet and mobile payments along with it. As of 

2014 approximately 96% of the Swedish population owned a mobile phone (DIBS, 2014). 

Mobile payment is on the rise and it seems evident that we are moving away from the 

traditional forms of payment, such as cash and cards, and instead shifting toward a more 

online, and mobile, shopping experience (Findahl, 2013).  

 

Mobile commerce have had a slow start, since mobiles previously never had any widespread 

possibility to connect to the internet. It was not until 2011 that better technology and 

decreased costs led to an increase for the mobile internet where more and more started using 

their mobile phones daily. Today mobile payments are increasing fast, and getting more and 

more popular with the consumers. Today, with the increased use of phones, companies can 

almost see anyone as a potential customer that can be reached through mobile commerce and 

payments (Findahl, 2013). 

 

 

While mobile payments are increasing fast in all demographics, the younger population of 

ages 25-44 is the most dominant and about half of the group now use their phones to make 

purchases (Findahl, 2013). Young people are also more open to adopt new ways of payment 

and show interest or use mobile payments (Ayala, 2014). A report done by JWT Intelligence 

in 2014 concerning the future of payments and currency show that the younger people want to 

move away from the traditional forms of payments, such as cash and credit card. 44% of the 

USA and UK young would want to use their smartphones to pay for transactions that 

generally involve cash, as they believe it is easier to keep track of the purchases and sharing 

expenses with friends (Ayala, 2014). An explanation as to why young people accept and are 

more open-minded regarding mobile payments may come of that they have no distinction 

between online and offline. Today with a smartphone, you can always stay connected, and be 

able to do shopping, use social media, and connect to different people all over the world, 

wherever you may be. These technologies have become an integrated part of the young 

people’s lives. They are also more accepting toward invasion of piracy as they grow up in an 

age with social networking and Internet, where personal information is often made public 

(Razorfish & Centre for the Digital Future, 2015).  

 

The most common reason for the consumer to use a mobile device when paying for goods or 

services is due to it being closest at hand during the purchase (Findahl, 2013). The increased 

usage of mobile payments will make more people continue making purchases on the road as 

they will always be connected to the Internet, and therefore, the importance for companies to 

use mobiles as a multi-channel strategy to always be able to reach their costumers becomes 

more important (Dapp, Stobbe & Wruuck, 2012). 

 

1.2 Consumer expectations regarding mobile payment 
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The main reason why Swedish consumers choose to shop online in Sweden is because it saves 

time, is easy and convenient. The second reason is lower prices. In the age of 15-24 the 

number one reason is instead bigger assortment and lower prices (DIBS, 2014). A criteria 

concerning time-saving is the simplicity of mobile payments. For consumers to use mobile 

payment it need to be a seamless, easy and fast experience to be time-saving. Consumers will 

not go through extra steps, such as jumping between browser and applications and have to 

write in their card numbers on a small screen just to pay with their phones (Mehta, 2015). An 

example of this is that 58% of the respondents in the survey by DIBS said that they would 

prefer to not input their card numbers when shopping online (DIBS, 2014). 

 

Nevertheless there are some obstacles for the adoption of mobile commerce. 40% of the 

Swedish consumers in the DIBS survey of 2014 said that they sometime had cancelled a 

purchase with their mobile phone. The most important reason for this is that the store could 

not offer the payment methods the customer wanted, such as credit card, direct bank or 

invoice. The second most important reason is that the payment process did not work correctly, 

followed shortly by a too strenuous registration (DIBS, 2014). One of the biggest reasons 

consumers will not use mobile payment are the security concerns. 40% of the adult population 

in USA and Britain are very concerned about potential fraud and security issues when paying 

with a mobile phone such as Google Wallet (Ayala, 2014). In Germany 73% said that the 

security was the most important factor regarding mobile payments (see picture 29), (Dapp, 

Stobbe & Wruuck, 2012).  

 

Another strong impediment for using mobile payment seems to be the consumer’s lack of 

perceived benefit, as they see that their needs are already met with traditional payment 

methods. 75% of the adult USA respondents said that the reason they do not use mobile 

payments is because it is easier to pay with cash or credit card, followed by 59% saying that 

they do not see the benefit of using mobile payments (Federal Reserve, 2015). In addition to 

lack of percieved benefit, 65% who did not use mobile payment in USA said they would have 

no interest in using it even if all their expectations were met (Federal Reserve, 2015). Wang, 

Choum Li & Hu explains that one counter for the lack of percieved benefits could be to 

integreate coupons, discounts, promotions and possibilities to track rewards and loyalty 

points. It is suggested that added content to mobile payments solutions could increase the 

consumers interest in it as a form of payment (Wang, Chou, Li & Hu, 2015). 

 

Mobile payments may not cause a general change in consumer behavior until it becomes a 

habit for the consumers to use it, which means, when they unconsciously reach for their smart 

phone rather than the wallet when they pay (Mehta, 2015). A study by Duke University stated 

that habits make up for 45% of the choices we make every single day, rather than conscious 

decisions (Neal, Wood & Quinn, 2006).  

 
 

 

1.3 Literature Review 
 

Adoption intention and acceptance of technology, such as mobile payments, are examined in 

several studies with the help of models. The models provide the researcher with a solid 

theoretical base, providing a framework in which they can measure and assess the external 

variables (Dahlberg, Mallat, Ondrus and Zmijewska, 2008). This study uses the Value-based 

Adoption Model (VAM) by Kim, Chan and Gupta (2007). The goal with using the models is 
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to have well-established variables in our research, so we can be sure to measure the 

consumer’s intentions to adopt mobile payment correctly and efficiently.  

 

One of the most popular models is the Technology Acceptance Model (TAM) by Davis, 

Bagozzi and Warshaw (1989). The advantages of TAM are that it is one of the most popular 

and supported theories to explain technology adoption (Chau & Hu, 2001) and it provides 

dependable instruments with exceptional measurement properties and empirical reliability 

(Pavlou, 2003). However Kim et al (2007), argued that TAM had limitations explaining the 

adoption of newer information and communication technology, since it was first developed to 

focus on the adoption intention in an organizational setting. While office users use the 

technology for work purposes, personal users use it for personal purposes, therefore the value 

maximization is greater for personal users. Therefore Kim et al., (2007) argue that  VAM is 

better explaining consumers mobile payment adoption and acceptance than TAM (Kim et al., 

2007). With this reasoning, several peer-reviewed studies have used the VAM model to study 

the adoption of consumers. For example, Kim, Chun and Lee (Kim, Chun & Lee, 2014) used 

the VAM model to determine the factors that influence college students ‘adoption of 

smartphones, and Ge, Shan, Hua and Chen (Ge, Shan, Hua & Chen, 2011) used the model to 

study the adoption of mobile payment in China. Other studies like the one by Lin, Wu, Hsu 

and Chou (Lin, Wu, Hsu & Chou, 2012) integrated the VAM model with other models, in 

order to study the adoption intentions to several products and services. 

 

The adoption of IT innovations have been researched and investigated from several other 

perspectives as well, including the attributes of the technology, individual adopters, the 

organization and environment perspectives (Mallat & Tuunainen, 2008). Many of these 

studies used variables from famous theories such as the Technology Acceptance Model 

(TAM), The Theory of Planned Behavior (TPB), Theory of Reasoned Action (TRA), 

Diffusion of Innovation Theory (DIT) (Roostika, 2012) and Value-Based Adoption Model 

(VAM). 

 

Dodds and Monroe (1985) was first in testing the relationship between price, sacrifice, 

perceived quality, perceived value and willingness to buy of consumers (Dodds & Monroe, 

1985). Zeithaml’s (1988) Perceived Value Theory (PVT) builds on the model by Dodds and 

Monroe (1985) and uses perceived value as “The consumers overall assessment of the utility 

of a product based on perceptions of what is received and what is given”, (Zeithaml, 1988). 

With this model the decision makers could have a reference point that is consistent with the 

conception of perceived sacrifices and perceived benefits (Padashetty & Kishore, 2013). It 

was Davis et al. (1989) who first built on the previous models and adapted it to technology 

adoption with their Technology Acceptance Model (Davis et al,. 1989). Since a variety of 

models have been developed to explain innovation adoption and usage, although the 

Technology Acceptance Model by Davis et al. (1989)  evolved as the most popular and 

supported theory to explain technology adoption (Chau & Hu, 2001). Nevertheless TAM has 

received critique of having limitation in explaining the adoption of newer information and 

communications technologies, especially from a consumer perspective (Roostika, 2012). Kim 

et al (2007) particularly emphasized the different adoption intentions between office users and 

personal users and developed the Value-based Adoption Model (VAM) to explain mobile 

internet user´s acceptance and adoption better than the TAM. They regarded usefulness, 

enjoyment, technicality and perceived fee as antecedents of perceived value (Padashetty & 

Kishore, 2013).  
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Numerous organizations have tried to capture the behavior, habits and expectations of 

consumers regarding mobile commerce. Most often by doing extensive surveys with 

randomly selected individuals. DIBS (2014) and .SE, Findahl (2013) is two yearly and 

extensive surveys in Sweden trying to capture the habits of the consumers regarding mobile 

commerce. DIBS have done the regular reports about Swedish E-shopping since 2007, which 

is built on interviews with 4000 randomly selected consumers in Scandinavia (DIBS, 2014). 

.SE is an independent internet foundation in Sweden maintaining the .se websites who also 

does yearly reports since 2000 with 3000 randomly selected interviews with consumers from 

16 years and above about internet and mobile usage in Sweden (Findahl, 2013). In USA the 

Federal Reserve Bank has done yearly reports since 2009 with approximately 2000-4000 

randomly selected consumers in USA (Federal Reserve, 2015). 

 

Schierz, Schilke and Wirtz, (2009) states that studies about consumer adoption enables the 

potential to derive important business decisions regarding how mobile payment services could 

be marketed more effectively, which would lead to a greater consumer acceptance. In addition 

they state that there is currently a research gap in regard to studies on mobile payment 

acceptance to develop and understand the importance and relationship of different consumer 

acceptance drivers (Schierz, Schilke & Wirtz, 2009). Dahlberg, Mallat, Ondrus and 

Zmijewska, (2008) reinforce this statement and say that they believe that more theory based 

empirical research is needed to enhance the current understanding of mobile payment services 

and to improve the quality and relevance of mobile payment research. They further suggest 

that researchers should collect more empirical data backed by guiding theories, (Dahlberg, 

Mallat, Ondrus and Zmijewska, 2008). 

 

1.4 Problem Statement 
 

Mobile payments have not increased as fast as predicted and the slow adoption of mobile 

payment by consumers raises questions about what drives the consumer acceptance and 

behavior (Zmijewska., Lawrence & Steele, 2007). Mobile technology is an increasingly big 

part of consumer’s life today, however mobile payment is not one of the most used mobile 

services even though the technology and payment solutions exist. It might be that there is still 

a lack of acceptance of mobile payment among consumers today (Hayashi & Bradford, 2014). 

This creates an uncertain market because merchants will be reluctant to adapt to mobile 

payment when the consumer adoption of their service is uncertain and at the same time the 

consumers will have little incentive to adopt mobile payment services if it is not widely 

accepted by merchants (Hayashi & Bradford, 2014). 

 

Because of this, the consumer’s intention to use mobile payment services is of high interest 

for researchers, mobile payment service providers and businesses as they can benefit from a 

greater understanding of the main factors underlying the consumer’s intentions to use mobile 

payment (Dahlberg et al,. 2008). To get the most benefit from implementing mobile payment 

businesses must therefore get better knowledge of the important factors to consider in order to 

succeed in effective adaption. This could be done by providing a fast, seamless and interesting 

experience to their customers (Ghinea and Angelides, 2004). The success or failure of mobile 

payment adaption has great implications for many companies as they may gain competitive 

advantages by offering mobile payment services or fall behind on the market (Mallat, 2007).  

 

1.5 Research Objective 
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The purpose of this study is to investigate factors that are beneficial for increasing the 

consumer adoption of mobile payment services. 

 

1.6 Research Question 
 

Research Question: What are the beneficial factors to consider for businesses when adapting 

to mobile payment to increase the consumer adoption of mobile payment services?  
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2 Related Theory 
 

2.1 Consumer adoption and Acceptance 
 

The adoption intention and acceptance of technology, such as mobile payments are examined 

by many studies with the help of models. The models give the researcher a solid theoretical 

base and with strong empirical support they give a framework in which they can measure and 

assess the external variables (Dahlberg, Mallat, Ondrus and Zmijewska, 2008). In this study 

we use the Value-based Adoption Model (VAM) by Kim, Chan and Gupta (2007) that 

measure and assess the external variables that influence the adoption intention of mobile 

commerce. VAM will be used to analyze the consumer adoption from a consumer 

perspective. Kim et al. (2007) argue that the VAM is aimed toward adopters who are 

consumers rather than simply technology users, and focus on value optimization for 

consumers and are therefore best fitted to use from a consumer perspective (Kim, Chan, & 

Gupta, 2007). 

 
 

2.1.1 Value-based Adoption Model 
 

Value-based adoption model (VAM) was developed by Kim, Chan and Gupta (2007) to study 

the mobile commerce adoption of consumer (see picture 2). This is a widely used model for 

scholars and researchers when investigating adoption of information and communications 

technologies such as mobile systems. For example, Kim, Chun and Lee (Kim, Chun & Lee, 

2014) used the VAM model to determine the factors that influence college students ‘adoption 

of smartphones, and Ge, Shan, Hua and Chen (Ge, Shan, Hua & Chen, 2011) used the model 

to study the adoption of mobile payment in China. Other studies, like the one by (Lin, Wu, 

Hsu and Chou (Lin, Wu, Hsu & Chou, 2012) integrated the VAM model with other models, 

in order to study the adoption intentions to several products and services. 

 

The advantage of VAM is that the model has strong support including several studies that 

have supported the model. VAM recognizes that current adopters are not simply technology 

users but also consumers. It therefore proposes that value maximization should be the major 

concern. In this way the adoption intention of the consumers will be determined by their 

evaluated value of the mobile service, the assessment of benefits, usefulness and enjoyment 

and the assessment of sacrifices, technicality and perceived fee (Kim Chan, & Gupta, 2007).  

 

 
Picture 1. Value-based Adoption Model by Kim, Chan and Gupta (2007) 
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2.1.1.1 VAM Benefit: Usefulness 
 

Kim et al. (2007) define usefulness as the total worth a consumer using the system perceives. 

They compare the usefulness criteria to the marketing concept of product quality, which 

means the consumers intellectual assessment of the quality or superiority of the system. In this 

way usefulness can be seen as the quality of a system, and quality will have a positive 

influence in the consumer’s perceived value of the system.  

 

2.1.1.2 VAM Benefit: Enjoyment 
 

A system that will bring pleasure or enjoyment to a consumer using it can be enjoyable to use 

even without considering the value of the system, therefore consumers are more likely to 

adopt and use an enjoyable system. Kim et al. (2007) argue that this criteria is similar to the 

definition of emotional value. Emotional value can be seen as the feeling and affective states a 

mobile service or product generates. The criteria of enjoyment therefore refers to which extent 

a system is perceived to be enjoyable by consumers and by its own right can increase the 

value of a system (Kim et al., 2007). 

 

2.1.1.3 VAM Sacrifice: Technicality 
 

Kim et al. (2007) argue that technicality is important as one of the major barriers for mobile 

commerce adoption. Technicality is defined by to what extent a mobile service is perceived 

by the consumer to be technically exceptional with providing the sought after mobile service. 

This is measured by the consumer’s perceptions of the ease of use (low mental, physical effort 

to use), reliability (error-free and secure), connectivity (fast connection and straightforward) 

and efficiency (loading and response time short) of the system. Technicality is seen having a 

negative influence on the consumer’s perceived value of a system. There is often a gap 

between the perceived technicality of the consumer and the actual technicality of the system 

(Kim et al., 2007). Furthermore ease of use and connectivity can be considered an effort and 

convenience cost for the consumer while loading and response time can be considered a time 

cost. Concerning ease of use Kim et al. (2007) see that the criterion is seen as a cost, therefore 

a sacrifice. They further press that ease of use is especially important for mobile commerce as 

the technology have limited resources compared to other systems. The limitations of mobile 

commerce such as small screen size and difficult navigation and input system will increase 

the mental and physical effort of the consumer using the system. Furthermore they explain 

that ease of use is more important to new adopters than experienced consumers, and therefore 

can be of extra importance when businesses are searching to create new adopters (Kim et al., 

2007). 

 

2.1.1.4 VAM Sacrifice: Perceived Fee 
 

Perceived fee is defined by the monetary costs of using a mobile system. Kim et al. (2007) 

state that new consumers will perceive the cost of mobile services by making comparisons 

with previously experienced costs of similar systems. For example, when using mobile 

internet, the consumer will compare the cost to that of mobile phone calls and computer 

internet to form their perception of the fee. They further explain that the perceived fee directly 

affect the perceived value of a mobile service negatively, the higher perceived monetary cost, 

the lower is the perceived value (Kim et al., 2007). 
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2.2 Consumer assessment of a mobile payment system 
 

Consumer assessment can be defined as the consumer’s perceptions of the quality and 

performance of a service (Pitt & Jeantrout, 1994). To define the classifications of quality and 

performance a consumer may have on a mobile payment system, this study will be using the 

usability criteria’s of Wang and Senecal (2007), and Bowie (2012). Wang and Senecal (2007) 

define usability as how well and how easily a consumer, without any formal training or 

previous experience, can interact with a system. The usability quality of a system can be 

measured in the presence or absence of the functions it has as well as the performance of 

those functions. Therefore, a usable system must be well-matched with the human perception, 

cognitive skills and the communication with the user in the system (Wang & Senecal, 2007). 

Barnum (2002) defines usability similar as the user´s perception of the quality of the service, 

based on the ease of use, ease of learning and the user´s appreciation of the usefulness’ of the 

system.  

 

Seffah and Metzker (2009) developed some usability concepts to consider for consumer-

centered services. These are effectiveness, efficiency, satisfaction and learnability (Seffah and 

Metzker, 2009). Bowie (2012) also found similar categories when defining usability of a 

system, consisting of four categories. The system should be effective, efficient, easy to use 

and learn, and engaging and satisfying (Bowie, 2012). The usability of a system´s components 

should be measured to what extent it meets the consumer’s satisfaction, learnability, 

efficiency and effectiveness. (Seffah & Metzker, 2009). 

 

2.2.1.1 Effectiveness 
 

Effectiveness is measured by how successfully consumers using the system will meet their 

goals and/or complete their desired activities (Bowie, 2012). Seffah and Metzker (2009) 

define effectiveness as to which level a system helps the consumer to achieve and complete 

her goals (Seffah & Metzker, 2009). Effectiveness is important to achieve because it will 

directly affect if the consumer sees the system as useful or not. If the consumers goals or 

desired activities is not satisfactory met the consumer will have no reason to use the system 

(Seffah & Metzker, 2009). Kim et al (2007) describe the VAM criteria of usefulness similarly, 

as the total worth a consumer using the system perceives (Kim et al., 2007). 

 

2.2.1.2 Efficiency 
 

Efficiency is defined as how quickly the consumers using the system will produce the desired 

results of the activity without impacting accuracy or wasting time or resources (Bowie, 2012). 

Seffah and Metzker (2009) define efficiency as the relation to the energy and the resources 

that the consumer has to spent using the system, and the results achieved (Seffah & Metzker, 

2009). Efficiency is an important concept as consumers will measure how good a system is to 

use by how easily and fast they can navigate a system and complete their tasks. Therefore it is 

important to provide a high degree of efficiency and a stable performance, in order for the 

consumers to continue using the system (Seffah & Metzker, 2009). Kim et al. (2007) describe 

efficiency in their VAM as when loading and response time is short (Kim et al., 2007).  
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2.2.1.3 Learnability 
 

Learnability is defined as a system that requires minimal effort from the consumer to use a 

product at any point, both with the initial introduction and the deepening understanding of the 

system (Bowie, 2012). Seffah and Metzker (2009) define learnability as the time and energy it 

takes to learn to use the system. Learnability is of importance because it will allow the 

consumers to start using the system faster, and therefore minimize the effort and time the 

consumers has to put in when using the system (Seffah & Metzker, 2009). Kim et al (2007) 

also explain the ease of use in their VAM technicality criteria (Kim et al., 2007). 

 

2.2.1.4 Satisfaction 
 

Satisfaction is measured by how much the system attracts the consumer to use it and to what 

extent it delivers a pleasant, fulfilling and enjoyable interaction to the consumer while at the 

same time meeting the expectations and goals of the consumer (Bowie, 2012). Seffah and 

Metzker (2009) define satisfaction as the consumer’s approval rating when using the system. 

Satisfaction of a system will be important because if the users do not achieve any fulfillment 

or enjoyment from using the system they will simply not continue using it. This is extra 

critical in the entertainment industry because it is more greatly measured by the level of 

enjoyment their services bring to the consumers (Seffah & Metzker, 2009). This is similar to 

the VAM criteria of enjoyment by Kim et al. (2007) as they explain the criteria of enjoyment 

to which extent a system is perceived to be enjoyable by consumers and by its own right (Kim 

et al., 2007).  
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3 Method 
 

3.1 Research design 
 

This study aims to get a better understanding of the how to improve the consumers intentions 

and acceptance of mobile payment. Since the focus lies in the consumers’ behavior, habits 

and expectations regarding mobile payment and not on non-changing numbers and statistics, 

this study employs a combination of a qualitative and quantitative study. The reason for this 

was that we felt that simply a quantitative study was not enough to provide the deeper 

understanding needed to answer our research questions to correctly find the intentions behind 

the usage. While at the same time a solely qualitative study with for example a few but deeper 

interviews would not correctly portray how the acceptance intentions are overall since every 

person thinks differently. By using both of these designs we are able to describe and explain 

the consumer’s behavior, habits and expectations in regard to mobile payments with larger 

surveys and at the same time being able to understand and interpret these statistics with a 

model and a smaller survey. This provided at deeper insight in our research, by both letting us 

understand how thing works and why it works that way (Quinlan, 2011). Quantitative 

research in combination with qualitative research compensates the weaknesses in each other 

rather than conflict. (E.G Guba, 1981). 

 

We have furthermore chosen an epistemological position with an interpretive philosophical 

outline in this study. Because of this we believe that the reality of the situations is based on 

the researcher. As the purpose of this paper is to find several factors that may help businesses 

implementing and adapting to mobile payment, these factors may or may not work for all 

industries. It is instead dependent on the current situation and reality of the business wanting 

to use mobile payments.  

 

Additionally we have used inductive reasoning in this study. Therefore the research is done by 

gathering information in surveys, theory and exploring the data to find a set of factors that 

may be important to consider. Therefore the research in this paper is a “bottom-up” approach; 

Observation  Pattern  Hypothesis  Theory. 

 

3.2 Data Collection 
 

The research in this study have involved a qualitative method for data collection; the use of 

scientific articles, but also a quantitative method such as collecting larger amount of data from 

several surveys (Bryman & Bell, 2011). In this study primary data and secondary data have 

been used. Primary data is classified as data that have been collected specifically for this 

research, such as the online questionnaire conducted in this paper. Secondary data is data 

collected by someone else not primarily linked to this research, such as scientific articles, 

surveys and books. In this study primary data will be collected through our self-completion 

online questionnaire while the secondary data will be gathered from previous studies, articles 

and books, mainly aimed towards consumer habits regarding e- and m-commerce. The 

objective of our collection method has been to gather relevant and reliable data within our 

chosen subject, from different perspectives. The literature and related theory have been 

gathered mainly through scholarly search engines such as the search engine “summon”. 
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3.2.1 Coding of Collected Data 
 

We have followed Bryman & Bell’s (2011) suggestions in the coding of our data. This has 

been done to further increase the credibility and dependability of our research as the coding of 

the collected data is done according to established and peer-scrutinized methods. By 

following the guidelines of Bryman & Bell we ensure that the results of the research measures 

what is intended and ease for future researcher to replicate or repeat our study. The online 

questionnaire which was done with Google Forms was directly summarized enabling us to see 

the data in form of tables and diagrams. 

 

3.2.2 Mobile Payments 
 

In this thesis mobile payments are defined as purchases, payments, donations, peer-to-peer 

transactions or any other payments or transactions made using a mobile phone, tablet or 

smartphone. The mobile payments can be done by either accessing a website through a 

browser, in an application on the phone, sending texts or by points of sales. The transactions 

can be applied to the consumer’s credit card, debit card, phone bill, and prepaid card or 

directly to the bank account. 

 

3.3 Empirical Data 
 

The interview method in this study was an anonymous self-completion online questionnaire. 

This was done to get an understanding of consumer perspectives on acceptance and habits 

from different participants.  

 

3.3.1 Online self-completion questionnaire 

3.3.1.1 Sampling method 

 

The sampling method we chose to use in the online self-completion questionnaire was 

convenience sampling. According to Bryman & Bell (2011) this sampling method is used by 

researchers by accessibility, meaning we chose the respondents that was closest to us. The 

questionnaire was distributed from our social media accounts by inviting everyone to 

participate in the survey. This should decrease the effect of researcher bias to some degree as 

we did not choose a specific demographic segment. Although the sampling was not random 

because we choose respondents in our vicinity, such as people being in contact with us on 

social media, and as a result, only those people had any real possibility to see the invitation to 

participate in the survey (Bryman & Bell, 2011). This results in that the sample may not be as 

representative for the general population or demographic, as for example, a completely 

random sampling would be. The number of respondents was 40 individuals. 

3.3.1.2 Survey 

 

The survey in the form of an self-completion online questionnaire allowed the respondents to 

answer the questions of a time and place of their choosing. In addition the survey was 

completely anonymous. This minimized the possibility of influencing the answers by social 

pressure (Bryman & Bell, 2011). A down-side was that there were no help to be given if a 

question was confusing for the respondent. Therefore to minimize this, the questions in the 

questionnaire was closed questions and was designed to be very simple with already done 

answers in form of “ranking” or “choose one” answers. Another disadvantage is that you 
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cannot probe or prompt the respondents to receive more elaborate answers. As we wanted to 

reach as many people possible it was designed to be short with a limited amount of questions 

and easy and fast to answer in order to hinder any respondent fatigue. In addition the survey 

had relatively small amount of respondents, only 40, which may have affected the reliability 

of the results (Bryman & Bell, 2011). The respondents choose by themselves to participate in 

the survey by a general invitation on social media 

 

With the design of the questions we had to consider the following three things; “What 

information do we need to answer our research questions?”, “Can the received answers be 

used in our conclusion and analysis? and “Are the questions relevant?” (Bryman & Bell, 

2011). The questions was formed similar to those of Kim et al (2007), created to reflect 

consumers opinions toward the four criteria’s of VAM.  

 

The goal of the questions was to get the respondents general perception about the different 

variables regarding mobile payment. Because of this the questions was formed broad and 

simple. For example if a question was formed “Mobile payment makes it easier for me to pay 

my bills” you will get an answer based on exactly those circumstances. If instead the 

questions is formed “Mobile payment makes it easier to do my task”, you will get an answer 

based on the general perception and attitude of the respondent regarding mobile payment. 

 

The results of the self-completion online questionnaire were categorized according to the four 

categories of VAM in the next chapter. The goal with using the models is to have well-

established variables in our research, so we can be sure to measure the consumer’s intentions 

to adopt mobile payment correctly and efficiently. Therefor it will be beneficial to categorize 

the answers with the well-established variables of VAM.  

 

3.3.2 Secondary empirical data 
 

Bryman & Bell (2011) explains that the sample size is usually limited by cost and time, which 

was the case of this study (Bryman & Bell, 2011). With a very limited sample size of only 40 

people in the questionnaire, the reliability could be questioned. This means that it can be hard 

to make any conclusions of the data we collected.  Dahlberg, Mallat, Ondrus and Zmijewska, 

(2008) say that they believe that more theory based empirical research is needed to enhance 

the current understanding of mobile payment services and to improve the quality and 

relevance of mobile payment research. They further suggest that researcher should collect 

more empirical data backed by guiding theories (Dahlberg, Mallat, Ondrus and Zmijewska, 

2008). Because of this we have chosen to use secondary empirical data in the study, in order 

to make the conclusions more reliable and to better enhance the understanding of the adoption 

intentions and acceptance of consumers regarding mobile payment.  

 

A clear benefit of using secondary empirical data is that much of the background work has 

already been done, and usually has a pre-established degree of validity and reliability. 

Although one must ask questions to assess the quality, possible biases and appropriateness for 

one´s research question when using secondary data sources. To do this Park (2006) suggested 

asking a number of questions; firstly who collected the data and for what purpose? What 

sampling method was employed? What was the sample size? How was the key questions 

worded and defined? How was the survey conducted? And lastly are the survey procedures 

well documented (Park, 2006).  
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All the surveys used in this study was, apart from the Federal Reserve (2015) and Deutche 

Bank of Germany´s report of 2012, done by independent organizations with no clear bias. All 

the surveys used random sampling with a sample size between 2000-4000 respondents. The 

interviews was done through phone, and while it is impossible to know how the question was 

formed, the presented questions in their reports was worded neutral. Lastly all the surveys 

used in this study are well documented with a clear methodology in their respective report and 

website. 
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3.4 Selected Model 
 

The goal with using the models is to have well-established variables in our research, so we 

can be sure to measure the consumer’s intentions to adopt mobile payment correctly and 

efficiently. As Dahlberg, Mallat, Ondrus and Zmijewska (2008) states, models give the 

researcher a solid theoretical base, that give a framework in which they can measure and 

assess the external variables (Dahlberg, Mallat, Ondrus and Zmijewska, 2008).  

 

3.4.1 Value-based Adoption Model (VAM) 
 

Many studies in technology adoption, have focused on the adoption of users in organizational 

settings and/or user adoption of technology apart from mobile technologies, such as mobile 

internet and mobile payment systems, only a few studies have investigated the individual 

adoption and acceptance of mobile systems (Roostika, 2012). Kim et al, (2007) argued that 

other models had limitations explaining the adoption of newer information and 

communication technology, and adapted the model to particularly emphasize adoption 

intention and acceptance for personal users (Kim et al., 2007). As most individuals adopt 

mobile payment services for personal purposes the cost of the adoption and usage is carried 

by the individual, therefore are these individuals not simply technology users but also 

consumers. The advantages of VAM is argued that a value-based model can better capture the 

technology adoption today as a comparison between benefits and costs (Kwon & Seo, 2013).  

 

3.5 Trustworthiness of the study 
 

E.G Guba (1981) suggested the alternative criteria of Trustworthiness as a method of 

evaluation for qualitative studies. Since this study uses a combination of quantitative and 

qualitative methods we see that the standard evaluation method of reliability and validity may 

have a too positivistic approach in regard to our study. The traditional criterion of reliability 

and validity emphasize on large amount of empirical data and uses a positivistic view, in 

which the researcher should be more concerned with general rules than explaining the 

particular. In contrast this study wants to explain why the consumer intentions and acceptance 

looks like it do today and come up with a set of recommendations how to improve the 

intention and acceptance of mobile payment systems. 

 

There are four parts in the evaluation criteria’s in Trustworthiness. These are: credibility, 

transferability, dependability and confirmability. 

 

Credibility (related to internal validity) is referring to if the researcher actually measures 

what they want to measure. In addition that the respondents and participants have understood 

the reality and interviews correctly and therefor have not been misled or confused about the 

study or the questions. 

 

We ensured credibility in this paper by: 

 Adopting well-established methods and models, such as following guidelines by E.G 

Guba (1981) and Bryman & Bell (2011), as well as, using a peer-scrutinized model, 

such as VAM. 

 Making sure that the respondents were not misled, by wording the questions neutral 

and giving background information. 
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 With Peer-reviews, such as evaluation and critical feedback from colleagues, 

supervisor and teachers. 

 

Transferability (related to external validity) means that the research and results can be used 

in a different setting or situation. Transferability focuses on if the results and conclusion will 

be similar if it is repeated within a similar setting as the previous study. This means that the 

findings are related to the setting (Lincoln & Guba, 1985).  

 

This is ensured by offering needed contextual information about our methods, surveys and 

used models, by presenting our methods and research design. In addition it is important to 

provide explanations about the results to help the researcher to a future transfer. Lincoln & 

Guba (1985) state that it is hard to suggest any transferability options, as the researcher can 

only know the context he or she provides. Therefore it is up to the reader to determine to 

which extent they may be able to transfer this study to a different environment (Lincoln & 

Guba, 1985). 

 

Dependability (related to reliability). Lincoln & Guba advocates that credibility and 

dependability are very close to each other and state that by maintaining one of them the 

researcher will by some extent maintain the other as well. Dependability means that the 

process of the study should be done appropriately and justified, as well as that records should 

be written and kept about all stages of the research process to enable future researcher to 

repeat the study. (Bryman & Bell, 2011). 

 

In this study we ensured dependability by;  

 Grounding our methods in well-established and peer-reviewed literature, such as 

following guidelines by E.G Guba (1981) and Bryman & Bell (2011). 

 Letting the paper and research be reviewed and scrutinized by colleagues and teachers. 

 Describing the research design as done in this chapter. 

 Giving details about the gathering of the data as explained earlier in this chapter. 

 

Confirmability (related to objectivity) says that the highest possible degree of objectivity 

should be upheld in the research, and at the same time recognizing in the study that complete 

objectivity is impossible (Bryman & Bell, 2011). M.Q Patton (1990) describes that objectivity 

can be ensured by using instruments that are not dependent on human perception or expertise, 

while at the same time the real objectivity as stated earlier is impossible since all experiments 

and surveys are designed by humans. You can try to maintain a high degree of objectivity, but 

intrusion of the researcher´s own biases and predispositions are unavoidable (M.Q. Patton, 

1990). 

 

We ensured confirmability in this study by: 

 Acknowledgement of the shortcoming and the effect of them in this study, as well as 

the unavoidable influence our own convictions and predisposition have on our results.   

 Anonymity in the self-completion questionnaire, reducing the influence and possible 

exterior pressure. 

 Composed literature and data from several sources to ensure unbiased results and 

allow for different perspectives and standpoints. 

 Described the methodological process and let the study be reviewed and scrutinized to 

increase the integrity of the research. 
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3.6 Consumer perspective: Self-completion questionnaire 
 

There were a total of 40 respondents in the online self-completion questionnaire and most of 

the respondents were adolescents and young adults with the average age of 23.6 years. The 

respondents chose by themselves to participate in the survey by a general invitation on social 

media. In picture 2 it can be seen that it was 37.5% men and 62.5% woman who participated 

in the survey. A clear majority of the respondents, 72.5% were students. The goal of the 

questions was to get the respondents general perception about the different variables 

regarding mobile payment. Because of this the questions was not formed clear and simple. 

For example if a question was formed “Mobile payment makes it easier for me to pay my 

bills” you will get an answer based on exactly those circumstances. If instead the questions is 

formed “Mobile payment makes it easier to do my task”, you will get an answer based on the 

general perception and attitude of the respondent regarding mobile payment. 

 

´ 
Picture 2. Respondent’s segmentation for the online self-completion questionnaire. 

 

3.6.1 Consumers Perceived Usefulness of Mobile Payment 
 

In the first part of the questionnaire concerning usefulness there was six questions. The first 

three was concerning if the respondents thought that the mobile payment services today are 

useful. The other three questions was concerning how important each attribute linked to 

usefulness was for the respondents between a scale from not important to very important, 1-5.  

 

The first questions linked the usefulness was if the respondents thought that mobile payment 

services today made their task easier.  As there was no mention on any specific tasks, for 

example if it makes it easier for them to do their online banking, this questioned was instead 

formed to see the respondent’s basic perception of mobile payment systems. A small majority 

of the respondents, 57% thought that the services made their task easier (see picture 3). The 

other twin questions asking the respondents how important they think that mobile payment 

makes it easier for them to do their tasks, a larger majority of 78% said it was between 4-5 of 

importance (see picture 4).  
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   Picture 3 (left). Picture 4 (right) 

 

The survey continues with two more questions linked to usefulness, where the participants 

were asked if mobile payment allows them to accomplish their tasks more quickly. Again a 

majority agreed that mobile payment allowed them to do their tasks more quickly, 65%, but 

there are still a large percentage of the respondents not agreeing that mobile payment services 

will allow them to do their tasks more quickly (see picture 5). In the next question the 

respondents were asked to evaluate the importance that mobile payment services are quick, 

the majority thought that it was important. (see picture 6). 

 

  
Picture 5 (left). Picture 6 (right) 

 

The last two questions linked to the usefulness criteria were if the participants in the survey 

thought that mobile payment was useful for them when accomplishing their tasks. The 

questioned divided the participants’ almost in half, as 52% agreed against 48% not agreeing to 

the statement (see picture 7). A large majority, 80% evaluated the importance that the mobile 

payment system is useful when accomplishing their task to important and very important (see 

picture 8). 

  
Picture 7 (left). Picture 8 (right) 

 

3.6.2 Consumers Perceived Enjoyment of Mobile Payment Services 
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In the second part of the questionnaire concerning enjoyment there was firstly a question if 

the respondents thought that the mobile payment services today were enjoyable. The second 

question was concerning how important the enjoyment attribute was for the respondents 

between scales from not important to very important.  

 

A high number, 75 %, of the respondents said that they did not agree that they enjoyed using 

mobile payment, or did not perceive using mobile payment as enjoyable (se picture 9). 

However 35% of the respondents evaluated the importance of enjoyment as 1-2, which would 

say that they did not think that the enjoyment criteria was important for them when using a 

mobile payment system (see picture 10). Only 33% thought that the importance of enjoyment 

was important or very important for them. 

 

  
Picture 9 (left). Picture 10 (right) 

 

3.6.3 Consumers Perceived Technicality of Mobile Payment Services 
 

In the third part of the questionnaire the participant were asked again three questions about 

attributes linked the criteria of technicality. The first questions was concerning if it’s easy to 

do what they want to do with mobile payment. This question can be seen as if it is a low 

mental and physical effort to use mobile payment. 77% of the respondents said that it is easy 

for them to use mobile payment (see picture 11), and almost half, 48% of the respondents 

thought that it was very important that it should be easy for them to do what they want with 

mobile payments. Although about a fourth of the respondents evaluated the importance to 

medium in the questionnaire (see picture 12). 

 

  
Picture 11 (left). Picture 12 (right) 

 

The next question in this part of the questionnaire of technicality was aimed towards the 

attributes of reliability and connectivity of the mobile payment systems. When the participant 

was asked if they though the system of mobile payment is reliable two thirds said that they 

agreed and one third did not agree (see picture 13). Nevertheless 42% evaluated the 

importance of this attribute to medium, however, only 5% thought that this attribute was not 
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important while the rest of the respondents, 53% thought that it was important or very 

important (see picture 14). 

 

 
 

Picture 13 (left). Picture 14 (right) 

 

The last question was concerned towards the security. This can for example be if the mobile 

systems are secure against threats such as fraud, theft and phishing. A larger majority of the 

respondents, 65%, did not agree that mobile systems are secure (see picture 15). In addition a 

strong majority of the respondents, 90% evaluated the importance of security in mobile 

payment systems as important or very important (see picture 16). This make the attribute of 

security, the most important for the participants regarding mobile payment systems. 

 

  
Picture 15 (left). Picture 16 (right) 

 

3.6.4 Consumers Perceived Fee of Mobile Payment Services 
 

The last part of the questionnaire was related to the consumers perceived cost of the system. 

The participants were asked if they agree or not agree that it is expensive to use mobile 

payment. The second questions allowed the participants to rank how important they thought 

that it should not be expansive to use mobile payment. 

 

Only 17% of the respondents thought that it was expensive to use mobile payment (see picture 

17). Furthermore, 85% thought that it was important or very important that it should not be 

expensive to use mobile payment (see picture 18). This makes the attribute of perceived fee as 

the second most important attribute for the participants in this questionnaire, after security. 
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Picture 17 (left). Picture 18 (right) 
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4 Analysis   
 
There is a visible trend in the purchase behavior of the consumer, which is that the chosen 

transaction option moves away from the traditional payment, such as cash or credit cards, and 

instead towards mobile payment. The use of mobile payment will continue to increase, as it 

has done the latest year, as more and more consumers and businesses start to recognize the 

benefit and convenience of mobile payment. While paying bills and making online in-app 

purchases are the most common activities today, it is starting to change toward bigger 

transactions as well as in store purchases (Federal Reserve, 2015). 

 

Mobile payment has a lot of promise, both for the consumer, as well as for the businesses 

utilizing it. As the adoption rates increases it is vital for companies to follow the change to not 

fall back and lose the costumers. To do this it is important not only to see mobile payment as 

a payment option but instead as an overall experience for the consumer (Mehta, 2015). The 

value of mobile payment lies not within the transactions but in the relationship a business can 

have with its costumer by enabling an always on mobile channel with their customers. This is 

an approach to mobile payment where the opportunity is within the context of the overall 

experience for the consumer and the insight you can get from these interactions (Ayala, 

2014). 

 

As smartphones are becoming more common and versatile, mobile payments play a larger 

role in the interaction between businesses, financial services and the consumers themselves. 

By letting the consumers choose the time and place of their shopping they have more power 

to choose between businesses and offers. Mobile payments also benefit and help the 

consumers in their decision making, as they are always connected to the internet through their 

smartphones and as they can choose the place and time of their purchase. They are no longer 

restricted to shop within their physical reach, and their information are not limited to what 

they can find in the neighborhood, or read in the newspaper. Consumers have access to 

basically all businesses and all the information from their homes. They can easily check prices 

and reviews online, shop from a store across the globe and all this while sitting on the bus on 

the way home from work (Federal Reserve, 2015. 

 

4.1.1 Usefulness 
 

The majority of respondents in the survey conducted thought that all questions relative to 

usefulness were of importance, although it was still a significant part that did not see that the 

mobile payment services that they used was useful. This can be explained by Kim et al., 

(2007) who say that usefulness is the consumer’s intellectual assessment of the quality or 

superiority of a system. This can mean that if a consumer do not view mobile payment service 

as better or superior to traditional means of payment they may not see it as useful (Kim et al., 

2007).  

 

The findings concluded that usefulness is important for consumers, especially so in relation to 

cash and credit card. As mobile payments need to have more perceived usefulness than its 

substitutes to create an intention of adoption. By increasing the attitude of the consumers 

towards the perceived usefulness you can increase the adoption and approval rating of the 

consumers for the mobile payment service (Kim et al., 2007). 

 

Furthermore the respondents wants a mobile service to be effective according to the 

effectiveness usability criteria by Seffah and Metzker, as to which level it helps the 
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respondents to achieve and complete their goals or task with the mobile system (Seffah & 

Metzker, 2009). By increasing the attitude of the consumers towards the perceived usefulness 

it is possible to increase the adoption and approval rating of the consumers for the mobile 

payment service (Kim et al., 2007) 

. 

4.1.2 Enjoyment 
 

Kim et al. (2007) define enjoyment as a system that can be enjoyable to use for a consumer 

even without considering the value of the system, which means a system will increase its 

value by its own right if it is perceived to be enjoyable. This can be represented by the 

emotional value of the consumer (Kim et al., 2007).  

 

Enjoyment was concluded to be a motivator for mobile payment usage by the respondents. 

Around half of the respondents thought that it was important that the payment service would 

be enjoyable to use. There also was a significant part that did not think that the mobile 

payment services are enjoyable today. According to Seffah and Metzker, (2009) satisfaction, 

as in that a system is satisfying and pleasant for the consumer to use, is extra important in the 

entertainment industry compared to other industries (Seffah & Metzker, 2009, which can 

explain why some of the respondents did not think it was important that the service should be 

enjoyable. Nevertheless as the empirical findings in this study showed, the emotional value is 

important for consumers when perceiving mobile payment services.  

 

4.1.3 Technicality 
 

Kim et al. (2007) define technicality by to what extent a mobile service is perceived by the 

consumer to be technically exceptional with providing the sought after mobile service. This is 

measured by the consumer’s perceptions of the ease of use (low mental, physical effort to 

use), reliability (error-free and secure), connectivity (fast connection and straightforward) and 

efficiency (loading and response time short) of the system. The issues of technicality are seen 

to have a negative influence on the consumer’s perceived value of the mobile service (Kim et 

al., 2007). 

 

Consumers are concerned about technicality of mobile payment services because it means 

how much effort and time they have to put into learning and using the system. A service with 

bad technicality can weaken the advantages of mobile payment services as is seen as a 

negative influence on the perceived value of a system (Kim et al, 2007). The empirical 

findings of this study displayed that the VAM criteria was of importance for consumer 

acceptance of mobile payment services. Lim and Ting (2012) state that the less effort a 

consumer have to put in when using an online site the more useful that site will be perceived 

be the consumer (Lim & Ting, 2012).  

 

Concerning ease of use, 75 % agreed that it is easy to do what they want with mobile 

payments. This can be seen if it is easy for the consumers to achieve their goals, both 

smoothly and fast. Almost all of the respondents thought that this was average or above of 

importance for a mobile payment system. Therefore it can be seen that the definition of VAM 

and efficiency by Bowie, (2012) is of high importance for the consumer’s approval of a 

mobile payment system. This means that it is essential for the consumers that the mobile 

payment system will produce the desired results of an activity without wasting their time or 

resources (Bowie, 2012).  
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Reliability and security was both highly important for the consumer, where approximately 

four of five of the respondents saw them as important. By Kim et al (2007) definition of 

technicality these answers show that it is important to offer an error-free and secure service 

for the consumer, not only by providing an actual secure service but also by communicating 

that security so that the consumer perceive them as secure. There could be a gap between 

actual security and perceived security (Kim et al. 2007). 

 

4.1.4 Perceived fee 
 

According to VAM, monetary sacrifices reduces the perceived value of mobile services (Kim 

et al., 2007). This is supported by the empirical findings in this study as 85% thought that it 

was important that mobile payment services should not be expensive, therefore perceived fee 

might then affect their adoption intentions.  

 

Kim et al (2007) explained that the perceived fee of the consumer are often formed by making 

comparison with previously experienced costs of similar systems. Therefore the high results 

can be a result that most respondents did not do a comparison nor measure in the connected 

costs of using mobile payment services, such as having a phone and paying for mobile 

internet (Kim et al., 2007). Another perceived cost of using mobile payment services could be 

the potential decrease in security and privacy. The perceived risk is an important matter as 

most people will not start using new technology if they cannot be assured it is safe from fraud 

and exploit. This means that the actual security might not be as important as the perceived 

security of the consumers. It is therefore vital to be able to communicate with the consumers 

to diminish their security and privacy concerns (Ayala, 2014).  
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5 Discussion 
 

The selected model in this study can be questioned whether it is the best model to use to 

investigate the adoption intentions of mobile payment. While there might be better models to 

use that is not known to us. The model of VAM succeeded in giving us relevant variables and 

a strong theoretical base, on which the empirical investigation of this study was built. The 

model was used to identify the important attributes regarding consumer adoption intentions of 

technology. By integrating the model into the empirical studies in this thesis we could be sure 

to measure important attributes that efficiently reflect the consumers’ perception of mobile 

payment services. With the empirical studies we could analyze the behavior, habits and 

expectations of the consumers and categorize them into well supported values of criteria. 

 

Another criticism to the model used can be that VAM can be criticized to be too “new”, as it 

have not been as widely used and accepted as older models such as the Technology 

Acceptance Model (TAM) by Davis, Bagozzi and Warshaw (1989). However, since mobile 

payment is a relatively new field of study, and the technological changes within mobile 

payments are rapid, a newer model can also be argued to better fit a study in this field. 

 

Since the questionnaire and secondary data was collected mainly from Sweden, and from 

USA and Germany, it can also be questioned if this study will be applicable in other 

countries, especially developing countries. Since this study has not investigated the mobile 

payment trend or adoption in developing countries, we cannot answer if this study can be 

applicable to any countries outside the western countries. 

 

In the survey done in this study, the respondents were in majority young students who all use 

internet. Also since the survey was distributed over social media, it prevented a big part of the 

population to participate in the survey. If people over 50 years old participated in the survey 

the results would probably have been different. The survey can therefor only portray how 

students around 20-25 years old view mobile payment. Although with additionally secondary 

empirical data in form of surveys, we could gather information on larger segments of the 

population to get further understanding and to heighten the trustworthiness of this study. 

 

The findings about relevant variables for consumer adoption intention will drive important 

business decisions on how mobile payment services can be marketed more effectively, which 

would lead to a greater consumer acceptance. In addition this study will hopefully help to 

lower the research gap explained by Schierz et al, (2009) regarding studies on mobile 

payment acceptance and understanding of the important relationships of consumer acceptance 

drivers. 
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6 Conclusion 
 

6.1 What are the beneficial factors to consider for businesses when 
adapting to mobile payment to increase the consumer adoption 
of mobile payment services? 

 

Go beyond transactions 

 

Success may be dependent on creating a full experience with added value for the customers. If 

the customers do not have an incentive to use mobile payment they will continue to use cash 

or cards to pay with. In addition if a service will deliver extra content such as loyalty points it 

will benefit the emotional value of the service for the consumers explained by VAM. 

Therefore companies cannot see mobile payments as simply another transaction alternative. 

They must go beyond transactions and create an experience for the consumer that will give 

added benefit and value to them to increase the attractiveness of mobile payments. Businesses 

can do this by having services integrated into your payment application giving the consumer 

notifications, rewards, offers, gifts, discounts and coupons directly within the mobile payment 

solution. In addition, saving the customer’s order, information, purchases and receipt for them 

to create budget tools available for them to use. This will add a lot of extra value to the 

payment option of using the phone to purchase and will give added benefit compared to cash 

and credit cards, convincing consumers that mobile payment is a superior alternative. 

 

Create a fast experience 

 

Respondents in the survey conducted in this study answered that it was important that mobile 

payment services was fast. A strenuous and slow registration process can often be an obstacle 

for the customer. Almost half of the Swedish consumers sometime cancelled their purchase, 

for the reason that the payment process was not fast enough, and due to a strenuous 

registration process. Therefor it is very important to create a fast experience for the consumer, 

and to make it more of a convenient experience compared to cash or credit card. A significant 

number of consumers would for example use mobile payment more if they did not have to 

input their information such as credit card number with every purchase. Therefor it is 

recommended to store relevant information for the consumer, but also keep in mind of 

keeping their privacy and personal information safe.  

 

Recommendation is to keep the number of steps from initiating the purchase to finishing the 

purchase as low as possible. Also only ask the consumer for the information you need at the 

time, to keep the registration process to a minimum, and especially keep it a one-time thing.  

 

Make it easy 

 

Ease of use was important factors that influence the adoption intention of individuals in the 

VAM model. In the survey conducted it was highly important for the respondents that the 

service was easy to use as well. It is important to keep in mind the medium that the consumers 

use when paying with their mobile phone. The mobile phone itself has several disadvantages, 

such as a small screen and difficult input method, compared to for example a computer with a 

keyboard. Therefore it is critical to keep the mobile actions simple.  
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Understanding the intolerance of the consumers is important because technicality can have a 

negative influence on the adoption intentions. It is important to create a seamless and 

integrated experience for the consumer, let them be able to access all required aspects such as 

offers, discounts and coupons directly within the application or website. Streamline the 

checkout process and make it easy for the consumers to use the payment solution.  

 

Make it reliable 

 

An unreliable, as tied to technicality by VAM, mobile payment service will negatively 

influence the adoption intention and acceptance of the consumers. The respondents in the 

survey conducted supported this fact as the majority thought that it was important that the 

mobile payment system is reliable.  

 

Consumers are not afraid to cancel their purchase even after they initiated it if it does not meet 

their expectations. It is important to keep in mind the medium that the consumers use when 

paying with their mobile phone. The mobile phone itself has several disadvantages, such as a 

small screen and difficult input method, compared to for example a computer with a 

keyboard. Therefor it is critical to keep the mobile actions simple. Keep the number of taps to 

a minimum, make the information easy to read, and the required input to a minimum. 

Understanding the intolerance of the consumers is important. Create a seamless and integrated 

experience for the consumer, let them be able to access all required aspects such as offer, 

discounts and coupons directly within the application or website, or automatically scan these. 

Streamline the checkout process and make it easy for the consumers to use your payment 

solution. 

 

Adapt to the mobile phone 

 

One of the reasons for the adoption rate of mobile payment no being higher is because not all 

websites that the consumer want to access is mobile adapted. This means that it is impossible  

or hard to navigate the website since it is made for bigger screens such as a computers. In the 

surveys a significant number of people cancelled their mobile purchases because the website 

did not work correctly on their phone. The first step in creating a mobile payment solution is 

therefor to make sure that all the businesses portals are mobile friendly such as responsive 

web design or mobile web. This to allow the consumer to access all the information they want 

about the business from their mobile phone, not only for purchasing. Next step is to create a 

native mobile application, to allow for a more seamless, personal and integrated experience of 

mobile payment for the consumer. With a website adapted to mobile phones the consumers 

will have no problems to easily move over to start purchasing with their phones.  

 

Make paying with the phone a pleasant experience 

 

For consumers emotional value is an important factor in why they choose to use a service. If it 

is not a pleasant and satisfying experience the consumer will have a negative influence on 

their acceptance of the system. A majority of the respondents supported this claim as they 

though it was important that the mobile payment system should be enjoyable to use. 

 

Counter the perceived security 

 

Mobile payment is relative safe, and in some cases safer than cash or credit card in regard to 

security threats and fraud, but the perceived security of mobile payment often have a negative 
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influence on the acceptance of the consumers. When asked a substantial amount of consumers 

think mobile payment is less secure. Creating a safe mobile payment should be a priority for 

all businesses but that is not enough, it is almost as vital to be able to communicate the 

safeness of the solution to the consumers, making them realize the security of it and assisting 

them in the decision to start using mobile payment. 

 

Change the habits 

 

Habits are something that a lot of people have a hard time breaking away from. People have 

used cash and credit cards to pay for services and goods their entire life. Mobile payment is a 

new technology in this regard and it is therefore hard for consumers to break their normal 

habits and start using a new alternative. Many consumers actually forgets or do not think 

about the option to pay with their phones in most daily transactions. This is another challenge 

businesses meet when implementing their mobile payment solution. To get the consumers to 

use their solution they must create a habit with them. This can be done by informing them 

regularly about the option, integrating it into different parts of the organization, and foremost 

creating extra value and benefit for the consumer to use it. 

 

Target the right segment 

 

A significant part of the older generation said in this study they would not start using mobile 

payment even if it was made more convenient and secure compared to other payment 

alternatives. Releasing a new mobile payment solution is a lot of effort and energy for the 

business and therefore it is important to not target the wrong segments that will not use it 

anyway. The results of this study was that the people between 18-29 years old are the ones 

who are most open to use mobile payments. To gain a fast momentum in the business mobile 

payment solution they should firstly consider meeting the habits and priorities of the younger 

generation first and tailoring their marketing accordingly. By targeting this segment firstly, 

businesses can with minimum effort establish a first customer base, and create trust, loyalty 

and reliability with the ones most likely to use mobile payments. Thereafter when they have a 

regular customer base this will eventually draw the attention of the more reluctant 

demographics into the mobile payment circle. 

 

Offer an abundance of payment options 

 

With mobile payment the consumers have a lot of power to choose how to pay. They can 

make the transaction through their credit card company, their bank, their telephone company 

or with prepaid cards to name a few. Not allowing the consumer to pay with the means they 

desire will leave them annoyed and with the possibility of losing them as a customer. This is 

in line with VAM perceived usefulness, as the consumer will perceive the service more useful 

if they can pay with the desired method. 

 

Make it free or cheap 

 

Perceived Fee is a sacrifice for the consumer according to VAM that will influence negatively 

on their adoption intention of mobile payment services. In the survey conducted in this study 

a clear majority of the respondents thought it to be very important that mobile payment 

services should not be expensive. By demanding the consumer to pay for the mobile payment 

services will decrease the consumer acceptance. Although, as most consumers thought that 
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mobile payment services were not expensive today, it could be supposed that the respondents 

do not connect the normal mobile fees, such as mobile internet as a cost of mobile payment.  
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6.2 Recommendations for Future Research 
 

Since mobile payment technology is relatively new and new solutions are developed 

frequently this will continue to be a very interesting area to research and new research 

possibilities will open up regularly. Also because of this there will always be a need for 

improvement in the studies concerning mobile payment. In addition the adoption intention 

and acceptance of mobile payment services of the consumer will continue to change, and are 

different depending in which market that is investigated. The model of VAM was used in this 

study to examine consumer adoption intentions, although, other models may be interesting to 

use as well, as to see which would be best fitted to explain the mobile payment acceptance. It 

would also be interesting to investigate the consumer adoption intention in different cultures 

and markets, and to study the physiological factors that influence those intentions.  Further 

studies in the area of Mobile payment will always be needed, especially as newer payment 

services and new ways to use the payment services will continue to develop and change. 
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8.1 Self-completion Questionnaire 
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