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Abstract

M-money has re-defined convenience and affordability of financial services by enabling users to perform peer-to-
peer transfers, bill payments, airtime purchases and cash remittances among others. This study essentially adds
on to the developing field of technology acceptance research, demonstrating the role perceived risk through its
dimensions, plays in the youth’s behavioural intention to use m-money.

Using a descriptive research design, and a quantitative research approach, a field survey was used to obtain
data from the respondents, and an analysis carried out using multiple linear regression and Pearson’s correlation
coefficient.

The study underlying this article reveals that the dimensions of perceived risk have a weak positive correlation to
the behavioural intention to use m-money. As such, it may be assumed that respondents are risk-averse owing
to their lack of knowledge of m-money as a payment channel. However, psychological risk shows the most
significant antecedence on the Unified Theory of Acceptance and Use of Technology (UTAUT) guided
conceptual framework, pointing toward subjective risk and network externalities as key issues negating m-money
uptake among university students located in Durban, South Africa.
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1. INTRODUCTION

Mobile money (m-money) is characterised as a payment platform utilising mobile technology
through cellular devices to complete micro-payments such as utility bills, paying for
consumer goods and services, purchasing mobile airtime and to effect cash transfers
between users (Dahlberg, Mallat, Ondrus & Zmijewska 2008:165; Jia, Hall & Sun 2014:1).
M-money as an innovation has come of age as a cheap and convenient payment solution,
enabling the entry of the unbanked and underbanked population into the formal financial
services market without the need of a conventional brick-and-mortar bank.

With new technology introductions within virtual payments, implicit risk is bound to exist in
relation to the expected benefits of using m-money (Cheng & Hamid 2013:28; Joubert &
Belle 2009:5; Liébana-Cabanillas, Munoz-Leiva & Sanchez-Fernandez 2013:320). Some of
the common models used to assess perceived risk (PR) in eastern and western countries
have proven to be successful (Akturan & Tezcan 2012:4; Featherman & Paviou 2003:457;
Kostiwa, Liu & Marchewka 2007:95; Liébana-Cabanillas, Munoz-Leiva & Sanchez-
Fernandez 2014:159; Tan, Tan, Xu & Zhang 2012:10; Zhou 2013:1088). However, these
models have not been sufficiently used in a South African context to examine PR, thereby
prompting a need for this study.

Emphasis is put on understanding the dimensions of PR linked to the behavioural intention
(BI) to use m-money among youths of the ages between 18 and 35, who attend university.
Sambira (2013:19), states that they use their cellular devices for several tasks including
communication, social engagements with peers, shopping and buying airtime among others.
With this demographic receiving better education and obtaining qualifications that lead to
employment, they are likely to have or develop the need to access convenient payment
solutions to handle their monetary resources (Dennis, Jayawardhena, Merriless & Wright
2009:1121). In addition, it is upheld that with better education levels, there is an elevated
adoption of electronic banking (Clemes, Gan, Limsombunchai & Weng 2006:371). This may
similarly be the case for m-money as a key assumption for this study.
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2. OPPORTUNITY INVESTIGATED

Preceding studies in technology adoption have centred upon using holistic models in
understanding user behavioural intention. This study on the other hand zeroes in on PR that
is synonymous in tried and tested theoretical models such as the Technology Acceptance
Model (TAM), Theory of Reasoned Action (TRA) and the UTAUT. Technology advancement
within the mobile telecoms and banking industries in South Africa has attested to the
integration of the two with the introduction of m-payment platforms.

That notwithstanding, the penetration of m-payments has been fairly lacking perhaps owing
to PR among potential users, therefore, it forms the basis of this study, namely investigating
how PR impacts behavioural intention on the adoption of m-money.

2.1 Perceived risk (PR)

PR is characterised as a consumer action to reduce impulsive consequences due to the
upheld and unforeseen vulnerability attached to a transaction, or further adopting an
innovation (Blythe 1997:123). With regard to innovation adoption, PR is manifested within a
consumer’s behavioural pattern to seek further innovation-based material that may shape his
or her purchase decision in an attempt to counter cognitive resistance generated by
perception (Bauer, Barnes, Neumann & Reichardt 2005:184; Kuwornu & Tobbin 2011:64).
Thereby, consumers conceive the need to lower risk through information search in order to
take advantage of innovation utility within a transaction.

In m-commerce, PR involves the possibility of loss while trailing an expected outcome while
carrying out a transaction using a mobile platform (Liu, Pang, Tarn, Yang & Yen 2015:11).
The likeliness of risk being present is apparent because of the lack of physical contact
between transacting parties and the spatial distance within such electronic transactions.
Service users or potential users may feel that they stand to lose their money and have their
personal information misappropriated (Beldad, Geest, De Jong & Steehouder 2012:164; Cha
2011:118-119). Quite a number of studies in the research area, including those of Accenture
(2014:5), Chen (2013:426) and Liébana-Cabanillas et al. (2013:331), have linked the
existence of PR to negate consumer attitudes toward adopting innovative payment solutions.
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2.2 Dimensions of perceived risk

According to Humayoun, Khan and Sajjad (2010:3081), PR is sensed as a multi-construct
supposition, augmented with abstruseness regarding the intensity of its interlinked negative
outcomes. Consumer behaviour literature substantiates the exercise of these PR dimensions
to ascertain consumers’ purchase decisions and appraisal of various product and service

options.

A study on evaluating the PR of a dozen well-defined consumer products that included 148
student respondents revealed that out of the overall PR variance weighting, approximately
62 percent explicated functional, financial, physical, psychological and social risks (Bai & Li
2010:52; Jacoby & Kaplan 1972:389).

All dimensions of risk as perceived by consumers are primarily underlined by their individual
psychological function (Gronhaug & Stone 1993:44), thus the dimensions stated above are
largely interlinked by psychological risk (Bai & Li 2010:53). This study focuses on four
dimensions of risk as being key determinants or measures of overall PR within monetary
transactions employing the use of m-payments. These risks are psychological, financial,
functional and physical. Notably, the use of m-payments has shown no evidence of causing
bodily harm, so it shall be conceived in the pretext of security and privacy risks.

2.3 Conceptual framework and hypotheses

The conceptual framework of this study is guided by the UTAUT by Davis, Davis, Morris and
Venkatesh (2003:447), an empirically substantiated innovation acceptance model that
combines a number of constructs commonly used in assessing consumer behaviour with

regard to technology adoption (Kuwornu & Tobbin 2011:61).

Davis et al. (2003:467) indicates that the UTAUT is an appropriate model for managers to
evaluate the progress of novel technology introductions and comprehend fundamental
adoption drivers. As such, it is adjudged that this theory well befits an investigation to
determine consumer behaviour regarding the intention to take up m-money.

Figure 1 is a representation of the study’s conceptual framework that incorporates a portion
of the UTAUT by considering PR as the focal point.

Journal of Contemporary Management Volume 13 Page 1088
DHET accredited 2016
ISSN 1815-7440 Pages 1085-1111



C JAMWA The dimensions of perceived risk among
S PERUMAL youth consumers of mobile money
B VAN NIEKERK

2.3.1 Functional risk

Functional risk is considered to be a pivotal risk dimension in technology adoption as it
largely determines the image consumers have on an innovation (Antioco & Kleijnen
2010:1706; Kiviniemi & Laukkanen 2010:378). It revolves around the performance
uncertainty of an innovation and its being unable to operate as required, to render due
benefits (Akturan & Tezcan 2012:448; Kleijnen, Lee & Wetzels 2009:349). In the context of
this study, functional risk appertains to the capability of the mobile service to facilitate
transactions and effect M2M transfers effectively, timeously and logically from the point of
initiation to completion (Chen 2013:416). The following hypothesis is therefore put forward:

H,: Functional risk positively affects the behavioural intention to use m-money.
Risk Factors (Independent Variables) Dependent Variable
Ir’ ' ™ ‘|
HI : Functional Risk i
N )
e N E
0 i Financial Risk E
AN ) : : Behavioural
i L Percetved Risk Intention to use
e . N M-Money
3 : Psychological !
AN S :
- N i
H4 ! Physical Risk : :
N J i

FIGURE 1: The conceptual framework

Source: Author’s representation of the conceptual framework, adapted from the UTAUT
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2.3.2 Financial risk

This is concerned with the perceived pecuniary cost coupled with obtaining and sequentially
maintaining the service, effecting transactions and the potential monetary loss that may be
experienced resultant of fraudulent practices (Baur, Bick, Canedoli & Ha 2012:222). It has
been found that individuals with limited exposure to financial services and those with low
incomes are risk-averse, with many shying away from assuming financial risk and any form
of monetary loss (Curto, Lusardi & Mitchell 2010:376; Gross, Hogarth & Schmeiser 2012:9).
Therefore, the following hypothesis is put forward:

H.: Financial risk positively affects the behavioural intention to use m-money.

2.3.3 Psychological risk

This refers to consumer discernment related to the degree to which a product or service
aligns with individual mental representation of self in the presence of internal and external
drivers (Bai & Li 2010:53). Instances of these drivers include attitude, trust, culture and
subjective norms among others, all of which make an impression on a consumer’s decision

making process in a purchase situation.

In this study, psychological risk encompasses the influence a consumer’s reference group
may have on his or her choice of use of m-money and the extent to which the consumer
deems the payment service to be secure and devoid of privacy hazards, to safeguard and
have control over personal and transaction details (Antioco & Kleijnen 2010:1705; Chan,
Chong & Ooi 2012:37). In addition, Banwet, Ketkar and Shankar (2012:76) point out that the
impending perception of theft or loss of a mobile device, poor literacy capacity and a lack of
information or misinformation about payment innovations may deter their use. The following

hypothesis is put forward:

Hj: Psychological risk positively affects the behavioural intention to use m-money.

2.3.4 Physical risk

In the context of m-payments, physical risk surrounds the likely perceived misappropriation
of sensitive personal and transactional particulars. Owing to the intangible nature of virtual
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payments and mobile services, risk among users is naturally impending because they are m-
payments and related transactions occur remotely and are impersonal (Beldad et al.
2012:164). In an effort to safeguard service users’ security and privacy, they need to instil
trust and boost consumer confidence by way of enforcing checks that foster security and
information security (Heyer & Mas 2009:12), such as Know-Your-Customer (KYC)
regulations. The following hypothesis is thus put forward:

Hy: Physical risk positively affects the behavioural intention to use m-money.

Therefore, the dimensions of PR as explained above were empirically tested so as to
establish whether they individually have a link with the youth’s Bl to take up m-money

services.

3. RESEARCH METHODOLOGY

This study focused on determining the relationship between perceived risk (via its four
dimensions) and the Bl to take up an innovation via descriptive research. The population of
interest was composed of the University of KwaZulu-Natal's undergraduate and post-
graduate students, totalling 12,248 units.

A sample drawn from youthful university students was ideal as Davis (1999) cites them as
being primary causal agents for information technology diffusion across society. In addition,
the youth are technologically inclined and well informed as they incorporate the use mobile
devices in several aspects of their lives. The respondents included users, non-users and
likely users of m-money services. By using a confidence interval of 5 percent, 373 sample
respondents were determined to make up the required sample size according to Bougie and
Sekaran (2013:263). A non-probability sampling strategy was employed through purposive
sampling technique, whereby available and willing students were approached in various
lecture theatres and recruited into the study.

A field survey was conducted between 23 of September 2013 and 25 of October 2013, using
personally administered questionnaires. A questionnaire as a data collection tool fits this
research as it enables the capturing of perceptual perspectives from which inferences can
be derived through statistical processes (Al-Qeisi 2009:227). In addition, they are best suited
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for examining cause-and-effect relationships between or among variables (Lewis, Saunders
& Thornhill 2009:368).

The survey instrument was divided into four distinct sections with the initial part purposed to
obtain demographic data. The following part obtained data regarding the students’
awareness of various m-money services available in the South African market and the
frequency of use of the service of choice. The third part individually tested each of the four
dimensions of PR, while the final part obtained data regarding the respondents’ Bl to take up
m-money services. Scale items included in the questionnaire were adapted from
standardised innovation usage and adoption tests as illustrated in Table 1.

Reponses to scale items were based on a five-point Likert scale, ranging from ‘Strongly
agree’ to ‘Strongly disagree’. According to Leedy and Ormrod (2005:183), the Likert scale is
best used in ascertaining consumer perception and behaviour.

TABLE 1: Sources of scale items

Functional risk Akturan & Tezcan (2012:452); Al-Qeisi (2009:377); Featherman & Paviou
(2003:471); Venkatesh & Zhang (2010:26); Yu (2012:112)

Financial risk Akturan & Tezcan (2012:452); Chen (2013:424); Featherman & Pavlou
(2003:471); Lin & Luarn (2005:888); Yu (2012:112); Zhang et al. (2012:11)

Psychological risk Akturan & Tezcan (2012:452); Chen (2013:424); Featherman & Pavlou
(2003:471); Venkatesh & Zhang (2010:26); Yu (2012:112); Zhang et al. (2012:11)

Physical risk Akturan & Tezcan (2012:452); Featherman & Pavlou (2003:471); Zhang et al.
(2012:11)

Behavioural intention Lin & Luarn (2005:889); Venkatesh & Zhang (2010:27); Yu (2012:112)

Source: Author’s compilation from literature study

Prior to carrying out the survey, reliability analysis was executed to assess inter-item
consistency and stability within each scale by using Cronbach’s coefficient alpha, which
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requires the generated value to be not less than 0.6 or 0.7 for acceptance (Bougie &
Sekaran 2013:229; Wang & Wu 2005:725).

The coefficient values yielded are illustrated in Table 2. On account of PR’s combined
coefficient value, the scales were accepted despite psychological and physical risk
individually not meeting the requirement. The low reliability scoring of psychological risk as
used in this study is attributed to the fact that it combines both psychological and social risk
scale items, that are both resultant of the user’s mental manifestations.

Liu et al. (2015:12) state that ‘psychological risk and social risk are considered to have an
indirect marginal utility’ when determining the effect they have on technology acceptance
and specifically in the context of electronic payments. Physical risk on the other hand,
operationally takes the shape of information security and privacy risks and loss of control
over personal details, which are functions of perceived trust in the payment system. Ismalil
and Masinge (2012:108) observe trust to be a key user psychological expectation of PR.
Thus, the inter-relationship of psychological and physical risks leads to low reliability scoring.

TABLE 2: Reliability analysis

Reliability statistics

Cronbach's
Construct Dimension alpha/number of  Cronbach's alpha  Number of items
items

Functional risk 0.616 (6)

Dimensions of Financial risk 0.813(7)
erceived risk 0.744 2

P Psychological risk 0.509 (7)

Physical risk 0.578 (6)
Behayioural 0.862 3
intention
Source: Author’s findings
Journal of Contemporary Management Volume 13 Page 1093
DHET accredited 2016

ISSN 1815-7440 Pages 1085-1111




C JAMWA The dimensions of perceived risk among
S PERUMAL youth consumers of mobile money
B VAN NIEKERK

4. FINDINGS AND IMPLICATIONS

This study’s analysis was carried out using IBM SPSS Statistics Version 21. The survey
response rate was 81.5 percent with 304 duly completed questionnaires obtained. By
utilising measures of central tendency and suitable statistical measures, the yielded
quantitative data was treated using non-parametric operations, to include Pearson’s product-
moment correlation coefficient and multiple regression analysis. In order to determine the
strength and direction of linear bivariate relationships between sub-scales within each
dimension of PR, Pearson’s correlation (r) was used (Pallant 2011:128).

To interpret the significance of correlation, it is put forward that when the coefficient r = 0.10
to 0.29, correlation is weak, r = 0.30 to 0.49 correlation is medium, and r = 0.50 to 1.00
correlation is large, with the ‘+’ and *-’signs denoting the direction of the relationship, either
positive or negative, respectively (Cohen 1988:79-81 cited in Pallant 2011:134).

The bivariate relationship between sub-scales of the different dimensions of PR yielded
results as depicted in Table 3, Table 4, Table 5 and Table 6. However, some sub-scales did
not yield any significant linear correlation.

TABLE 3: Functional risk correlations

1 2 3 4 5 6
1. Ifind m-money useful 1 0.667" -0.033 0.040 -0.135"  -0.239”
2. Using m-money will enable me
to accomplish cash transfers - 1 0.040 -0.063 -0.050 -0.118
quicker
3. M-money might not provide the
level of service benefits as - - 1 0.373" 0.457" 0.423"
expected
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4. There s a likelihood that there
will be something wrong with - - - 1 0.620” 0.535"

the performance

5. M-money operators’ servers
may not perform well and - - - - 1 0.647"

process payments correctly

6. Itis risky for me to use m-
money considering its expected - - - - - 1

level of service performance

*

*. Correlation is significant at the 0.01 level (2-tailed).

*. Correlation is significant at the 0.05 level (2-tailed).

Source: Author’s findings

TABLE 4: Financial risk correlations

1. I may stand to lose money if |
1 0510  0.226" 0.553"  0.484" 0409" 04517
use m-money

2. Using m-money may subject

1 0.458"  0.436" 0403" 0.304" 0.525"
my money to potential fraud
3. A mistake while using m-
money may result in financial - - 1 0.272"  0.163"  0.052 0.319"
loss
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4. My signing up and using m-
money would lead to a - - - 1 0.631"  0.497"  0.492"

financial loss for me

5. Using m-money may be a cost
1 0.520"  0.467"
burden to me

6. Using m-money may cost
more than other payment - - - - - 1 0.451™

alternatives

7. Using m-money may be

financially risky

*

*. Correlation is significant at the 0.01 level (2-tailed).

Source: Author’s findings

TABLE 5: Psychological risk correlations

1. Using m-money may make
1 0.400" 041717  0.293"  -0.220" -0.395" -0.370"
me feel uncomfortable

2. My signing up and using m-
money will not fit well with
1 0.531" 0367 -0.052  -0.300" -0.265"
my self-image or self-

concept

3. Using m-money may impact - - 1 0.320"  0.123°  -0.057  -0.057
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the image of people in my

social circle (around me)

4. My using m-money may not
be recognised by my - - - 1 -0.112  -0.286" -0.270"

relatives and peers

5. Most people around me use

1 0.299"  0.354"
m-money
6. Ibelieve the m-money
. _ 1 0.587
environment is safe
7. |trust that mobile payment
network operators can 1
facilitate my financial
transactions
** Correlation is significant at the 0.01 level (2-tailed).
*, Correlation is significant at the 0.05 level (2-tailed).
Source: Author’s findings
TABLE 6: Physical risk correlations
1 2 3 4 5 6

1. Using m-money is financially 0.624" 0,044 0101 0.168" 0104

secure
2. | am confident that a m-money - 1 -0.052 -0.095 -0.133 -0.150"
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operator has the abilities to protect

my privacy

3. By using m-money, | may lose
control over the privacy of my - - 1 0.483" 0.482" 0.436

payment information

4. My signing up for and using m-

money would lead to my personal

1 0.547" 0.498"
information being used without my
knowledge
5. My personal information may be
1 0.517"
disclosed to other companies
6. Fraudsters or hackers might take
control of my money and personal - - - - - 1

information if | used M-Money

**. Correlation is significant at the 0.01 level (2-tailed).

*. Correlation is significant at the 0.05 level (2-tailed).

Source: Author’s findings

Multiple regression analysis was run to determine the interrelationships between each scale
of PR as predictors to influence the various sub-scales of Bl to use m-money. The test was
carried out with the significance level set at p < 0.05.
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The results yielded from this statistical analysis are depicted in Table 7, Table 8, Table 9 and
Table 10.

TABLE 7: Functional risk as a predictor of behavioural intention

Model summary®

Model R R square Adjusted R square Std. error of the
estimate
1 0.4862 0.236 0.220 1.000
2 0.4432 0.196 0.180 0.957
3 0.5222 0.273 0.258 0.913

a. Predictors: (Constant), Functional risk in using m-money, Ability of m-money to accomplish cash transfers
quicker, Provision of expected service benefits, Likelihood of poor performance, Usefulness of m-money,
Failure of systems to process payments

b. Dependent variable: 1 (Prefer to use m-money), 2 (Intend to use m-money) and 3 (Would use m-money)

Source: Author’s findings

TABLE 8: Financial risk as a predictor of behavioural intention

Model summary®

Model R R square Adjusted R square Std. error of the
estimate
1 0.3712 0.138 0.117 1.064
2 0.3902 0.152 0.132 0.985
3 0.4012 0.161 0.141 0.983
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a. Predictors: (Constant), Financial risk in using m-money, Error resulting to loss, Loss of money when using
m-money, M-Money costs more than alternatives, M-Money as a cost burden, Subjection to potential fraud,
Using m-money may lead to loss

b. Dependent variable: 1 (Prefer to use m-money), 2 (Intend to use m-money) and 3 (Would use m-money)

Source: Author’s findings

TABLE 9: Psychological risk as a predictor of behavioural intention

Model summary®

Model R R square Adjusted R square Std. error of the
estimate

1 0.5192 0.269 0.252 0.979

2 0.5612 0.315 0.298 0.885

3 0.5422 0.294 0.277 0.902

a. Predictors: (Constant), Trust in m-money operators to facilitate transactions, M-money's impact on social
image, People around me use m-money, Family and peer recognition of use of m-money, Using m-money is
uncomfortable, M-Money environment is safe, M-money's fit with self-image

b. Dependent variable: 1 (Prefer to use m-money), 2 (Intend to use m-money) and 3 (Would use m-money)

Source: Author’s findings

TABLE 10: Physical risk as a predictor of behavioural intention

Model summary®

Model R R square Adjusted R square Std. error of the
estimate
1 0.4692 0.220 0.204 1.010
2 0.4362 0.190 0.174 0.961
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3 0.4772 0.227 0.212 0.942

a. Predictors: (Constant), Fraudsters taking control of money and personal information, M-money is financially
secure, Loss of control of privacy over payment information, Personal information being used without consent,
Confidence in m-money operators' abilities to safeguard privacy, Disclosure of personal information

b. Dependent variable: 1 (Prefer to use m-money), 2 (Intend to use m-money) and 3 (Would use m-money)

Source: Author’s findings

From the results above, the average r* or R-value of each PR dimension was extracted to
indicate the overall interrelationship and strength each dimension had on the Bl to utilise m-
money. By performing this operation, it made it possible to test the conceptual framework as
set out at the beginning of the study. Figure 2 illustrates the interrelationship between the

constructs.

Functional
Risk

4 3\ N
Financial Risk |p- 150 .

: Behavioural
N 4 - Perceived .
3 : Intention to
( A Risk use M-Mone
Psychological |.--=" ./ y
Risk R=292 7
o S //

Physical Risk = 212

FIGURE 2: Empirical model tested

Source: Author’s findings on the conceptual model
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Given the empirical model, it is clear that the objective set out in this study have been
achieved. The four dimensions of perceived risk are indeed linked to the Bl to use m-money
as illustrated in Table 11.

Therefore, the hypotheses stated are treated as follows:

TABLE 11: Hypothesis decision

Hypotheses Result

Hs: Functional risk positively affects the behavioural intention to use m-money Supported
H,: Financial risk positively affects the behavioural intention to use m-money Supported
Hs: Psychological risk positively affects the behavioural intention to use m-money Supported
Ha: Physical risk positively affects the behavioural intention to use m-money Supported

Source: Author’s findings

As much as a positive correlation has been established across all dimensions, it should be
clear that all relationships are weak. However, psychological risk demonstrates the strongest

correlation with behavioural intention as a whole, with 29.2 percent variance.

5. CONTRIBUTION OF THE RESEARCH

Functional risk was found to be significant only in determining the Bl to use m-money.
However, it did not show significance in determining the preference and willingness, the two
dependent Bl variables. Therefore, functional risk indeterminately influences overall Bl to
use m-money as an innovation owing to a weak correlation as put forward by Akturan and
Tezcan (2012:454).

It was found that on average, the majority of the financial risk responses given were neutral.
This points to the assumption that the sampled group were unaware of m-money as a
service, hence they were unable to objectively respond to the service’s perceived monetary
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implications. Regression analysis on financial risk showed that it significantly influences m-
money use among the youth, confirming the findings of Cruz, Munoz-Gallego, Neto and
Laukkanen (2010:363-364), Drennan & Wessels (2010:562) and Lin & Luarn (2005:885),
namely that the perception of cost negatively affects consumer attitude towards adoption.
Psychological risk on the other hand, was only significant in influencing Bl preference and
not the other two indicators of Bl in relation to the use of m-money when handling low-value
transactions. The sub-scales used to measure physical/privacy risk did not reveal any

significance in ascertaining overall BI.

In line with suppositions put forward by Kim, Lee, Oh and Sawng (2011:170) and Neudorfer
(2004:15), the study finds the sampled university students to be either risk-averse or risk-
neutral, given the empirical evidence presented regarding their willingness to adopt m-
money. This is owed to the fact that the majority of responses given by the respondents
were neutral (Appendix A). M-money as a virtual payment solution exhibits characteristics of
a service such as intangibility, and as such, perceived consumer risk around it exists. In
addition, it is presumed that a lack of awareness about m-money exists as well as
insufficient understanding of related risk among those sampled. Thereby, PR linked with m-
money performance and use behaviour was manifested among the respondents, as put
forward by Han, Im and Kim (2008:7).

Confirmatory factor analysis, a structural modelling technique, may be performed on the
current scale items in the study to refine them and determine concise scale items to be used
within each distinct dimension of PR to better reveal statistical correlations regarding the Bl
to use m-money in future. In retrospect, future research could be dedicated to introducing
marketing communications or even consumer education programmes as an intervening
variable within the conceptual framework. Either of these variables may assist in building
consumer awareness thereby creating a favourable environment to assess the youth’s PR.

The study has revealed that the Bl to use m-money may not quite be influenced by PR
dimensions. PR as upheld within the UTAUT is not befitting in ascertaining new technology
adoption among the youth in a South African perspective. Perhaps this finding suggests the
need to have studies conducted on technology acceptance in the premise of diverse cultural
settings. This may be owed to the fact that the origin of the conceptual framework herein as
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borrowed from the UTAUT has effectively been used to determine PR related to Bl to use
innovation in studies set in the Middle-East, Asia and Europe.

6. CONCLUSION

Empirical evidence shows the four dimensions of PR used in this study to determine
behavioural intention concerned with the use of m-money to be equivocal. The presumption
taken herein, points toward a general absence of youth awareness of the mobile payment
platform. This is predicated by the fact that the majority of responses regarding the four PR
scale items as captured by the survey, were neutral. It is suggested that mobile payment
service operators factor in the youth market’s cognisance of m-money’s advantages (and
disadvantages) and its convenience in terms of easing cash remmitances and payments,
when purposing to position their service offerings in the market. It is highly probable that a
shift in the behavioural intention to take up the use of m-money among university-going
youth may be evidenced once they grasp the innovation’s economic merits.
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APPENDIX A

TABLE 1: Descriptive statistics of respondents (N=304)

Gender Frequency Percent
Male 115 37.8%

Female 189 62.2%
Total 304 100.0

TABLE 2: Descriptive statistics of scale items

Construct Mean S.t d'.
Deviation
Functional risk
[ find M-Money useful 3.44 1.092
Ability of M-Money to Using M-Money will enable me to accomplish cash
. 3.73 1.031
transfers quicker
M-Money might not provide the level of service benefits as expected 2.99 .899
There is a likelihood that there will be something wrong with the 314 1008
performance
M-Money operators’ servers may not perform well and process payments 310 949
correctly ’ ’
It is risky for me to use M-Money considering its expected level of service
performance 3.16 1.028
Financial risk
I may stand to lose money if | use M-Money 2.85 1.067
Using M-Money may subject my money to potential fraud 3.40 949
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A mistake while using M-Money may result in financial loss 3.64 934
My signing up and using M-Money would lead to a financial loss for me 2.82 .955
Using M-Money may be a cost burden to me 2.82 932
Using M-Money may cost more than other payment alternatives 2.77 957
Using M-Money may be financially risky 3.20 1.009

Psychological risk

Using M-Money may make me feel uncomfortable 2.91 1.092
My signing up and using M-Money will not fit well with my self-image or self- 246 1033
concept
Using M-Money may impact the image of people in my social circle (around 251 1015
me) ' '
My using M-Money may not be recognised by my relatives and peers 2.89 1.060
Most people around me use M-Money 2.81 1.130
| believe the M-Money environment is safe 3.08 .864
| trust that mobile payment network operators can facilitate my financial

. 3.22 897
transactions

Physical risk
Using M-Money is financially secure 3.04 .889
| am confident that a M-Money operator has the abilities to protect my 3.09 969
privacy ' '
By using M-Money, | may lose control over the privacy of my payment
. ; 3.02 949
information
My signing up for and using M-Money would lead to my personal
. . . . 3.1 932
information being used without my knowledge
My personal information may be disclosed to other companies 3.19 .981
Fraudsters or hackers might take control of my money and personal
. S 3.35 1.006
information if | used M-Money
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Behavioural intention

Prefer to use M-Money 2.95 1.132

Intend to use M-Money 3.12 1.057

Would use M-Money 3.20 1.060
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