
Oh, snap! I forgot my wallet! Can I pay with my phone? 

 
 

Mobile payments (m-payments) were introduced as a more convenient way for 

customers to make payments as it saves time and is safer to use than carrying and 

using cash. Even though using m-payments provides several benefits, there seems to 

be low adoption, considering the high number of smartphone users in South Africa. 

The number of cash transactions grows annually by six to 10%. It is clear that m-

payments are currently underutilised. It is, however, unclear as to why. There is a lack 

of understanding as to why m-payment adoption is so low. Consumers decide whether 

to adopt a new technology based on an evaluation of the benefits and risks associated 

with the adoption thereof. The risks tend to carry more weight in the consumer 

decision-making process. 

 

A research study was conducted by Zumae Barnard, a Master’s student in the 

Department of Marketing Management, to determine how the perceived risks inhibit 

m-payment adoption. The study specifically focused on proximity m-payments, which 

is the use of a smartphone to pay for a purchase in-store, at the point-of-sale. Four 

sub-dimensions of risk were included in this study, namely, psychological, social, time, 

and privacy risk.  Understanding customer concerns with using m-payments give m-

payment service providers insight into the features to be added in m-payment 

applications and the marketing messaging needed to increase adoption.  

 

An online survey was distributed to existing and potential m-payment users, and 261 

responses were received. This study made a unique theoretical contribution by using 

the perceived value theory in an emerging market, focusing on sub-dimensions of risk 

in the context of proximity m-payments. The results indicate that psychological risk 

was the biggest inhibitor of m-payment adoption, suggesting that customers are most 

concerned with the frustration they might experience from using m-payments if it 
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doesn’t function correctly. The second biggest inhibitor of m-payment adoption was 

found to be privacy risk. This indicates a customer’s concern with the possibility that 

their personal data might be stolen and misused when using m-payment applications. 

Social and time risk didn’t have a significant negative impact on m-payment adoption. 

This indicates that customers are not concerned with opinions from their peers on their 

use of m-payments. They are also not concerned that using m-payments might waste 

their time.  

 

To increase m-payment adoption, service providers can minimise perceived risk in the 

various ways. Psychological risk can be addressed by ensuring that the customer 

knows what is required of them to process a payment by offering an in-app tutorial. M-

payment application providers should ensure that the retailer receives instant payment 

notifications so that customers don't have to experience frustration trying to provide 

proof of payment. Privacy risk can be minimised by providing clear information about 

the application’s privacy policy and respecting the user’s personal information by 

allowing users to manage their privacy and communication preferences. Social and 

time risk can be managed by m-payment service providers by highlighting the time 

and social benefits that m-payments offer. This will increase the perceived value of m-

payments and can lead to higher adoption rates.  

 

This research was conducted as part of the fulfilment of the Master’s degree in 

Marketing Management in 2020 with the Department of Marketing Management by 

Zumae Barnard under the supervision of Dr M Humbani. 
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