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ABSTRACT 

The study examined the relationship between financial literacy, technology acceptance and 

adoption of merchant payments technologies in Kampala. The study was premised on the 

following research objectives: to examine the relationship between financial literacy and 

technology adoption of merchant payments technologies, to examine the relationship between 

technology acceptance and technology adoption merchant payments technologies and to 

examine the effect of financial literacy and technology acceptance on technology adoption of 

merchant payments technologies. The study adopted a cross-sectional research design along 

with a quantitative research approach. In this study, the researcher distributed 380 

questionnaires of which only 310 questionnaires were returned representing a response rate of 

81.6%. Quantitative data analysis was done using regression and correlation analyses. Study 

findings revealed a positive relationship between financial literacy and technology adoption 

of merchant payments technologies. The study found a positive and significant relationship 

between technology acceptance and technology adoption of merchant payments technologies. 

Findings revealed that merchants who are eager to learn more and make financial decisions 

independently can invest in payment technologies that are faster and efficient in their 

operations.  It was further observed that merchants that find it easy to learn how to use 

payment methods and have the necessary knowledge to use payment technologies can know 

how to use most of the payments systems. It was recommended that providers of new digital 

technology should pay more attention to promoting the usefulness of their services.  
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CHAPTER ONE 

INTRODUCTION 

1.1 Background 

Merchant payments technologies are technologies which link between banks, businesses, and 

customers to allow for payments and receipts through merchant accounts (Gamser, 2017). 

They provide customers with benefits such as flexibility, mobility, and efficiency, making it 

easier to run day today transactions (Sahi et al., 2021). Merchant payments have the potential 

to increase mobile money transaction volumes by an order of magnitude (Kamande et al., 

2020). With the exponential development of wireless communications and technology, 

customers can now carry out a wide variety of tasks, including mobile payments (m-

payment), which is the purchase of goods and services using proximity payments at the point 

of sale (Fan et al., 2021). While mobile money providers seem to recognize the opportunity 

of allowing merchant payments via mobile money, adoption has not yet met their 

expectations (Katakam, 2014).  

However, from a developed country perspective, for instance, in the United States, there has 

been increasing usage but with low value transactions (Statista.com, 2018). Durden (2018) 

shows that Sweden is going cashless. In Germany, there are reports more transactions being 

conducted in cashless way (Deutsche Bundesbank, 2021; Esselink & Hernández, 2017). In 

contrast, mobile payment use in China is at 40% (Tencent Research Institution, 2017). 

Similarly, in Uganda, only 9.5% of the entire population makes online purchase transactions 

(USA Business Team, 2021). 

The current study focuses on MTN Momo pay and Airtel pay given their wide popularity and 

availability of data on them. However, limited financial literacy could be impacting on 

acceptance and adoption of merchant payments technologies, pending empirical investigation 

in Uganda. For example, UCC (2021) shows that in Uganda, 49% of the 32.3 million 

subscribers actively use mobile money (Hamdan et al, 2021). However, out of 454,104, only 
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33603 businesses used technology to effect payments (Kalifungwa, 2020). Most business in 

Kampala, visibly rely on cash transactions despite the benefits of using technology (Okwii, 

2018). Nationally, only 5.8% women and 13% of men make online transactions and an 

overall 9.5% of the entire population makes online purchase transactions (USA Business 

Team, 2021). These gaps could be linked to the limited technology acceptance and adoption 

of merchant payments technologies. However, the reasons to explain are still scantly 

documented in the Ugandan context.  The current study uses the theory of unified theory of 

acceptance and use of technology (Venkatesh et al., 2012) to explain possible association 

between the current study variables.  

Accordingly, several studies have identified several factors that explain merchant payment 

adoption. For instance Jahanmir and Lages (2016)  identified resistance to innovation and 

skepticism of new technologies, Apanasevic et al. (2016) identified stakeholders’ 

expectations, cultural orientation differences have been cited by Al-Okaily, Lutfi et al. 

(2020), customer satisfaction issues feature in Bagla and Sancheti (2018), while security and 

privacy risk have been cited by Gupta and Xu (2010), Balakrishnan and Shuib (2021), Lee, 

Lee and  Rha (2019); design attributes have been noted by See-To and Ho (2016) yet 

innovation (Makki, Ozturk & Singh, 2016); and lack of infrastructure (Hoek, 2017) have 

been too identified.  However, this study posits an alternative explanation by focusing on the 

drivers of technology adoption.  

As such, the current study focuses on financial literacy influencing technology acceptance 

and adoption (Tokar Asaad, 2015; Xiao & Porto, 2017). Financial literacy includes financial 

knowledge, financial skills, and financial competency (Dewi et al., 2020). The current study 

looks at how the above variables (knowledge, skills, and competency) as put forth by Xiao 

(2016) are affecting technology adoption (Xiao & Porto, 2017). Furthermore, this study looks 

financial literacy and technology acceptance. Technology acceptance is concerned with the 
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user's willingness to use technology to support the tasks that have been designed (Teo, 2011). 

On the other hand, technology adoption is process by which individuals, organizations, or 

societies adopt new technologies (Rogers, 2003). There are gaps in technology financial 

literacy in Uganda which could possibly explain the gaps in acceptance and adoption 

merchant payments technologies as explained subsequently.   

The reviewed studies are however not adequately addressing the role of financial literacy in 

relation to technology acceptance and adoption (Katakam, 2014; Tencent Research 

Institution, 2017; et al). Still, these studies are largely not Uganda based hence making 

practical adoption of the findings not fully compatible thus a need for Ugandan context which 

is current.  This study is intended therefore address the gap.    

1.2 Statement of the Problem 

Despite the proliferation of digital payment technologies, many businesses in Kampala are 

still relying on cash transactions (Okwii, 2018). For instance, evidence show that there is low 

enrolment of merchant payments technologies among small and medium enterprises 

(Kalifungwa, 2020; USA Business Team, 2021). In addition, only 9.5% of the entire 

population makes online purchase transactions (USA Business Team, 2021) and only 7.04% 

(Kalifungwa, 2020) of the traders in Kampala are using merchant payments technologies in 

terms of mobile money (MTN momo pay, and Airtel pay). If no investigation is done, limited 

technology acceptance and adoption of merchant payments technologies in Kampala may 

continue go on, denying businesses and customers the benefits embedded. Therefore, it is 

important to study the relationship between financial literacy and technology acceptance and 

adoption of merchant payments technologies in Kampala.   
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1.3 Purpose of the study 

To examine the relationship between financial literacy, technology acceptance and adoption 

of merchant payments technologies among businesses in Kampala.   

1.4 Research Objectives 

This study is guided by the following research objectives. 

i. To examine the relationship between financial literacy and adoption of merchant payments 

technologies among businesses in Kampala.   

ii. To examine the relationship between technology acceptance and adoption merchant 

payments technologies among businesses in Kampala.   

iii. To examine the relationship between financial literacy, technology acceptance on adoption 

of merchant payments technologies among businesses in Kampala.   

1.5 Research Questions 

This study aims at answering the following research questions. 

i. What is the relationship between financial literacy and adoption of merchant payments 

technologies among businesses in Kampala?   

ii. What is the relationship between technology acceptance and adoption merchant payments 

technologies among businesses in Kampala?   

iii. What is the relationship between financial literacy, technology acceptance on adoption of 

merchant payments technologies among businesses in Kampala?   

1.6 Scope of the Study 

 The scope of this study is confined to the geographical, subject and time scope.  

1.6.1 Geographical Scope 

The study is confined to businesses within Kampala District. The choice of this location is 

explained by the presence 75% of the value of the business in Uganda including both formal 

and informal, making this area geographically representative of Uganda.   
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1.6.2 Subject Scope 

The study is confined to exploring the relationship between financial literacy, technology 

acceptance and technology adoption of merchant payments technologies among traders and 

clients in Kampala.   

1.6.3 Time Scope 

This study is cross sectional in nature and thus, it was carried out in a period of one year 

where data was collected at one point in a time.   

1.7 Significance of the Study 

The findings of the study are expected to be significant in the following ways.  

i.  The study helps technology providers to have an understanding of the needs and preferences 

of potential users, and the ability to address any concerns or barriers to acceptance. This 

increases the adoption of technologies.  

ii.  Researchers are likely to use this study as an additional reference point to get knowledge on 

what currently is impacting on adoption of merchant payments technologies as a way of 

giving readers yet another development in the field. 

 

 

 

 

1.8  Conceptual Framework 

 

 

 

 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

Financial literacy  

 Knowledge 

 Skills 

 Attitudes 

Technology acceptance 

 

 Usefulness  

Adoption of merchant payment 

technologies 

 

 Depth 

 

 Breadth 

 



 

6 

 

 

 

 

 

 

 Source: Adopted from Venkatesh et al., 2003; Pelser & Macharia, 2016, Xiao, 2016 and 

modified by the researcher 

 

The framework indicates that financial literacy which include knowledge, skills and attitudes 

and technology acceptance which include; usefulness and ease of use are independent 

variables. Adoption of merchant payment technologies in terms of depth and breadth is the 

dependent variable. From the framework above, financial literacy leads to Technology 

adoption, Technology acceptance leads to adoption of merchant payment technologies, 

financial literacy and technology acceptance leads to adoption of merchant payment 

technologies. 
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CHAPTER TWO 

LITERATURE REVIEW 

2.1 Introduction 

This section comprises of a review of the study concepts and literature review in line with the 

study objectives, that is, financial literacy and technology acceptance of merchant payments 

technologies; technology acceptance and technology adoption; financial literacy and 

technology adoption among traders and clients in Kampala. Where possible, relevant 

examples are cited from Uganda. 

2.2  Theoretical review  

The Unified Theory of Acceptance and Use of Technology (UTAUT) is a technology 

acceptance model formulated by Venkatesh and others in "User acceptance of information 

technology (Venkatesh et al. 2003). UTAUT was developed from the continuous study and 

expansion of the Technology acceptance model (TAM). TAM is an adaptation of the theory 

of reasoned action (TRA) by Fishbein and Ajzen (1975) and was mainly designed for 

modelling user acceptance of information technology (Davis et al., 1989). 

The Unified Theory of Acceptance and Use of Technology (UTAUT) postulates four key 

elements as determinants of use willingness with technology adoption: Expectations about 

performance, effort, social influence, and facilitating conditions (Venkatesh, Morris, Davis 

& Davis, 2003). Among various theories/models, research indicates that the UTAUT 

elucidates the variations in behavioral intention to use a technology (Khalilzadeh, Ozturk 

& Bilgihan, 2017). Many academics have experimentally verified the UTAUT model, which 

has several antecedents in several nations and cultures. However, it has been revealed that 

this UTAUT model and its determinants do explain approximately 70% of the variance in the 

behavioral intentions of users, as this model was originally created within an organizational 
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context to justify employees’ adaption of technology. Therefore, most of the studies extend it 

by incorporating the self-efficacy and attitude constructs from the TAM. 

To improve the predicting power of the UTAUT, Unified Theory of Acceptance and Use of 

Technology Two (UTAUT2) was developed by Venkatesh et al. (2012) by incorporating 

three additional constructs: price value, hedonic motivation, and habit. Individual differences 

in age, gender, and experience were hypothesized to moderate the effects of constructs on 

behavioral intention and technological use (Venkatesh et al 2012) is a recent model and it has 

been significantly applied in the literature in the last five years (Balakrishnan & Shuib, 2021; 

Singh, Sinha & Liébana-Cabanillas, 2020). According to Morosan and DeFranco (2016), 

the application of UTAUT2 is vigorous in the context of measuring new technology 

acceptance in consumer-centric products and services. Up to now, UTAUT2 has been 

examined in several contexts; however, it has focused on the direct association between 

antecedents and intention to use, despite the fact that many researchers have indicated that the 

main determinants of technology adoption may not be independent. The UTAUT3 framework 

by Farooq, Salam, Jaafar et al. (2017) has been introduced by as an extension to UTAUT2 

Motivation, Prize value with an additional independent variable namely Personal 

innovativeness in IT.   

 

 

 

 

2.3 Review of study concepts  

2.3.1  Adoption of Merchant Payments Technologies 
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Adoption of digital payment technologies (such as internet banking, mobile money, and 

credit/debit cards) has rapidly increased in the developing world and is a cornerstone for 

financial inclusion initiatives in developing countries (Ethan et al., 2019). In recent years, 

digital transaction methods have become a cornerstone for financial inclusion policies. 

Mobile money platforms have been introduced in more than 90 countries (GSMA, 2017) and 

30–40 billion dollars per year are devoted to digital inclusion initiatives by large international 

funders (Ethan et al., 2019).There are several possible benefits of digital payments: reducing 

frictions of transacting in cash (for example, making change), reducing distance-related costs 

(e.g., depositing cash), increasing financial transparency (for example, cash-related fraud), 

increasing security (for instance, reducing theft of cash), and improving business record-

keeping (creating a verifiable history of transactions, which can help facilitate interaction 

with the formal financial sector) (Ethan et al., 2019). In the current study, technology 

adoption was studied in terms of infusion (depth) and diffusion (breadth) (Pelser & Macharia, 

2016). 

2.3.2  Financial Literacy 

Financial literacy combines awareness, knowledge, skills, attitudes, and behaviors necessary 

to make sound financial decisions and achieve individual financial well-being (OECD, 2022). 

The concept of financial literacy is multidimensional, reflecting not only knowledge but also 

fundamental skills, attitudes, and behaviors. People with financial literacy can better manage 

their finances, save for emergencies, plan for their children’s education, and plan for their 

post-retirement years. Its continuing importance and people’s failure to fulfil even minimal 

criteria have pushed it to policy discussions (Sevcík, 2015).  

The term financial literacy has been defined differently by different scholars. For instance, 

financial literacy refers to the ability to understand and apply different financial skills 
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effectively, including personal financial management, budgeting, and saving (Ashenafi & 

Mutsonziwa, 2021). Financial literacy is defined as “owner’s ability to understand and 

evaluate the financial information and act accordingly” (Marriott and Mellett, 1996). 

Furthermore, The Organization for Economic Co-operation and Development (OECD) 

comprehensively defined financial literacy as a combination of awareness, knowledge, skill, 

attitude, and behaviour necessary to make sound financial decisions and ultimately achieve 

individual financial wellbeing (OECD, 2017). Financial literacy is the ability of economic 

information analysis and informed financial decision-making (Lusardi and Mitchell, 2014). In 

the words of Lusardi and Mitchell (2009), financial literacy is “the awareness of fundamental 

financial concepts and aptitude to perform simple calculations”. In the current study, 

financial literacy is looked at in terms of financial knowledge, skills and competency (Xiao, 

2016).  

Financial literacy is important because financially illiterate people (1) incur higher financial 

costs and assume higher debts (2) are exposed to exploitation by devious financial service 

providers (3) are less likely to seek investment advice and as a result more likely to make 

investment mistakes and (4) are more likely to report credit arrears or experience difficulty 

paying their debts (Lusardi & Tufano 2015; Von Gaudecker, 2015). More so, financial 

literacy is essential for the business owners because it helps them to make better financial 

decisions (Oseifuah, 2010). If individuals have financial knowledge but are unable to use it 

appropriately to make sound financial decisions, then they are considered by to be financially 

illiterate (Lusardi and Mitchell, 2014)  

Financial literacy has been measured using different dimensions. For example, it can be 

measured using objective measures and subjective ones (Allgood and Walstad, 2016; French 

and Mckillop, 2016). Also, Literature revealed that there are two broad methods namely 
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Performance Test and Self-Assessment Method to measure financial literacy (Jariwala, 

2014). Yet according to Xiao, (2016) financial literacy includes knowledge, skills and 

attitudes. Therefore, this study adopted the measures of Xiao, (2016) because they have been 

used in many studies.  

2.3.3 Technology Acceptance  

The concept of Technology acceptance is concerned with the user's willingness to use 

technology to support the tasks that have been designed (Teo, 2011). According to Davis 

(1989), Technology Acceptance explains the relationship between beliefs (usefulness and 

ease of use) with attitudes or attitudes, goals intention users and real users of the system. 

Technology acceptance literature is aimed at studying how individuals’ perceptions affect 

their intentions to use technology as well as its actual usage.  

Understanding the dynamics that can influence people’s acceptance of new technologies has 

become an increasingly central issue given the massive spread of new tools and devices. 

Rogers (2010) states the behaviour of the use of information technology to the acceptance of 

information technology is in relative advantage, complexity, can be adjusted can be tested 

and can be observed. There are two fundamental beliefs in this model, namely, that PU and 

perceived ease of use (PEOU) primarily determine the attitudes toward technology and the 

actual acceptance of it. PU focuses on the user’s subjective possibility of increasing the 

performance when adopting a technology, whereas PEOU refers to the user’s expectation that 

using the technology is free of effort.   

Technology acceptance serves as a conceptual basis for has been applied and extended in a 

variety of contexts (King and He, 2006). This model is one of the most frequently used 

theoretical frameworks to explain the acceptance of technology (Chang and Wu, 2012; Lee, 

2009).  
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According to Venkatesh et al. (2003), the concept of technology acceptance can be measured 

using to dimensions which include Usefulness and Ease of use. This current study adopted 

similar dimensions to measured technology acceptance. 

Prior studies have explored that technology acceptance perception can be determined by 

some variables such as technological environment, consumer preferences, performance 

expectancy, social influence, security, and user acceptance of technology (Xena & Rahadi, 

2019). Technology Acceptance Model offers a robust and straightforward explanation for 

users’ technology acceptance and can determine the users’ behavior when they feel that 

technology is beneficial (Ardiansah et al., 2019).  

2.4  Empirical review  

2.4.1  Financial literacy and adoption of merchant payment technologies 

Lusardi (2018) focused on the financial behaviors and financial literacy of mobile payment 

users among millennials aged 18–34 and found that millennial mobile payment users are 

more likely to have financial problems and have less financial knowledge than non-users. 

Farida, Soesatyo and Seno (2021) aims to determine the effect of financial literacy and the 

use of financial technology on financial satisfaction through financial behavior as an 

intervening factor. Data were collected from 112 economics teachers using purposive 

proportional random sampling technique. Structural Equation Modeling (SEM) with AMOS 

26 software was used to analyze the data. It was revealed that financial literacy has no effect 

on financial behavior, but the use of financial technology influences financial behavior, 

financial literacy and the use of financial technology has an effect on satisfaction finance. It 

was also found that financial literacy and the use of financial technology were mediated by 

financial behavior.  
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Yoshino, Morgan and Long (2020) show that rapid developments in financial technology 

(fintech) are expected to contribute to improvements in financial inclusion and well-being. 

Yoshino et al. (2020) investigates how financial literacy and other factors contributed to the 

adoption of fintech services in Japan, using data from a survey conducted by the Bank of 

Japan, including 25,000 individuals aged from 18 to 79. They analyzed the relationship of 

this index with the extensive and intensive usage of two types of fintech services—electronic 

money, and mobile payment apps—and holdings of crypto assets, a type of fintech product. 

They find that higher financial literacy is positively associated with a higher likelihood of 

using fintech services but negatively correlated with holding crypto assets. The empirical 

results also suggest that those with greater financial literacy tend to use fintech services, 

especially electronic money, more frequently. 

Morgan, Huang, and Trinh (2019) note that in addition to traditional risks using financial 

services, there are additional risks when one uses digital financial services. Such risks are 

more diverse and harder to spot than those associated with traditional financial products and 

services, including phishing, pharming, spyware, and SIM card swaps. Digital footprints may 

also be a source of risk. This suggests that higher financial literacy could also facilitate the 

use of fintech products and services, although we are not aware of any studies on this topic.  

The above reviewed studies are not Uganda based and mostly lack description of the 

statistical significance the relationships that are presented. On this note, the current study is a 

worthy addition to give more light and inform current practice and policy.  

 
2.4.2  Technology acceptance and adoption of merchant payment technologies 

Garrett, Rodermund, Anderson, Berkowitz, and Robb (2014) claimed that mobile payment 

users tend to impulse spend. Yeo and Fisher (2017) investigated the determinants of the 
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adoption of mobile service for tasks related to personal finance. They found that the adoption 

of mobile financial services is influenced by perceived behavioral control, subjective norms 

and PU. 

Perceived ease of use occurs when users perceive new technologies are easy to use and 

require less power and time. Then new technologies are more likely to be accepted by users. 

Some theories found that PEU affected how users perceive the usefulness of the technology 

and affected their attitude when using the technology (Purwanto at el 2019; Riskinanto at el 

2017; Suyanto & Kurniawan, 2019). 

Several studies have been previously conducted on the use and adoption of technology in 

different types and scales of companies and SMEs were observed to require appropriate 

solutions and methods to adopt and integrate technology into their business processes 

(Maryeni at el 2012) cited in Nurqamarani, Soegiarto and Nurlaeli (2021).  A successful 

implementation is expected to provide potential benefits for SMEs such as increment in sales, 

enhancement of profitability, improvement in productivity, reduction in the costs of 

inventory, procurement and distribution, as well as the enhancement of service quality and 

strengthened position among competitors (Ramdansyah & Taufik, 2017).  

Leong and Chaichi (2021) have documented that online purchasing has been embraced by 

customers due to its convenience and the raising issues of the Covid-19 pandemic. Leong and 

Chaichi (2021) examine the factors influencing customers’ online purchase intention during 

the pandemic.  They incorporate the Theory of Acceptance Model  and  customer’s  trust  to  

determine  the  factors  influencing  customer purchase intention. The 398 customers who 

purchased products through online platforms during the Covid-19 pandemic were used for 

analysis. Results showed that various factors including “convenience”, “security”, “and 

perceived ease of use”, “perceived usefulness and trust” significantly influence customer 
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online purchase intention during the Covid 19 pandemic. As such, acceptance and adoption 

seem to be related in this regard.  

Leong and Chaichi (2021) explored the behavioral intention to use m-learning from the 

perspective of consumers by applying the extended unified theory of acceptance and use of 

technology (UTAUT) model with the addition of perceived enjoyment, mobile self-efficacy, 

satisfaction, trust, and perceived risk moderators. The results revealed that (1) behavioral 

intention was significantly and positively influenced by satisfaction, trust, performance 

expectancy, and effort expectancy; (2) perceived enjoyment, performance expectancy, and 

effort expectancy had positive associations with behavioral intention; (3) mobile self-efficacy 

had a significantly positive effect on perceived enjoyment; and (4) perceived risk had a 

significantly negative moderating effect on the relationship between performance expectancy 

and behavioral intention.  

Alraja, Hammami, Chikhi and  Fekir (2016) employs the Unified theory of acceptance and use 

of technology model two constructs from this model were selected (performance expectancy, 

and effort expectancy) to examine their effect on the intention to adopt electronic government 

in Sultanate of Oman from an employees’ perspective. The study model explained (50.5%) of 

the whole deviation in employees’ Intention to adopt E-government. Furthermore, both 

constructs that is performance expectancy and effort expectancy have a significant influence 

on employees’ intention to adopt the electronic government. To empower employees to 

response to the requested e-services by citizens or businesses in real time, the adopted system 

to provide E-government services must be simplified, in addition to equipping employees with 

needed skills to use the mentioned system.  

Manca, Sivakumar and Polak (2022) present a conceptual and modelling framework that 

makes it possible to disentangle and quantify multiple social influence effects affecting the 
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individual’s choice behavior. Results and sensitivity analyses show that the social influence 

variables are highly significant and explain part of the heterogeneity in choosing bike-sharing. 

A greater utility for this travel mode is associated with a greater hypothetical bike-sharing 

adoption and with live social interactions improving the understanding of the bike-sharing 

benefits. The results also suggest that conformity processes and social interaction effects can 

have a higher impact on the choice than correlated effects related to the attitudinal ‘propensity 

towards cars’ in the social network. Much as this study is based on transport technologies 

adoption, it has wider business implications that could apply to mobile payments adoption.  

Graf-Vlachy and Katharina (2017) sets out to review how social influence has been 

conceptualized about TA. Graf-Vlachy and Katharina (2017) inform researchers’ 

understanding of the construct, provide an overview of its myriad conceptualizations, 

constructively challenge extant approaches and provide impulses for future research.  They 

reveal wide interpretations of social influence to include 1) predominantly compliance-based 

and as such risk overlooking identification- and internalization-based effects, and 2) primarily 

targeted at the individual level, thereby neglecting the impact of socially rich environments. 

This study shows that social influencers are indeed important, however, it is not clear to what 

extent. 

Kasse, Moya and Nansubuga (2015) note that integration of technology and education has 

created dramatic and lasting impact on education provision and consumption and thus a 

paradigm shift from conventional means to modern education supported by technology. E-

learning implementation and integration in the education processes is worth noting and 

efforts to that effect have not gone without challenges. Ugandan universities have 

implemented e-learning as means to increase student enrollment, access and quality of 

education. Kasse et al. (2015) adopted a cross sectional explorative research approach to 
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present the challenges encountered and proposes facilitating conditions for smoother e-

learning implementation based on the UTAUT model. From this study, there is an 

implication that for technology to be used, there must be facilitating conditions. The study 

however is not clear on the strength of such associations.  

2.4.3 Financial literacy, technology acceptance and adoption of merchant payments 

technologies 

There are several studies that have highlighted the existence of a positive impact of financial 

literacy and technology acceptance on the adoption of merchant payment technologies.  

For instance, financial literacy is concerned with the knowledge and understanding of 

financial concepts and the ability to make informed decisions regarding personal finances. 

According to Kuisma, Luoma, and Teerijoki (2010), it was established that individuals with 

higher financial literacy were more likely to adopt mobile banking technologies. Thus, 

financial literacy plays a significant role in the adoption of merchant payment technologies.  

This implies that individuals with higher financial literacy tend to perceive such technologies 

as useful and easy to use, leading to increased adoption. The findings also suggest that 

financial literacy plays a mediating role in the relationship between perceived usefulness, 

ease of use, and adoption. 

Furthermore, Lusardi and Tufano (2015) examined the relationship between financial literacy 

and electronic payment adoption and found that individuals with higher financial literacy 

were more likely to adopt electronic payment methods. This study that demonstrated that 

individuals who perceive merchant payment technologies as useful and easy to use are more 

likely to adopt them. Hence, individuals with higher levels of financial literacy are more 

likely to understand the benefits and functionalities of merchant payment technologies, 

leading to increased adoption. Moreover, financial literacy positively influenced the 
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perception of usefulness and ease of use of mobile payment services, leading to increased 

adoption (Rathee, 2021). 

Additionally, technology acceptance, including factors like perceived usefulness and ease of 

use, plays a significant role in the adoption of these technologies. Technology acceptance 

refers to the willingness and intention of individuals to use and adopt new technologies. 

Factors such as perceived usefulness and ease of use influence technology acceptance and 

subsequently impact the adoption of merchant payment technologies. Venkatesh et al. (2003) 

proposed the Unified Theory of Acceptance and Use of Technology (UTAUT) and identified 

factors such as performance expectancy, effort expectancy, and social influence as significant 

determinants of technology acceptance. This is supported by Liu and Li (2019) who 

examined the adoption of mobile payment systems and found that perceived usefulness and 

perceived ease of use significantly influenced users' intentions to adopt mobile payment 

technologies. According to Zhou, Lu and Wang (2019), perceived usefulness and ease of use 

significantly influenced consumers' intention to adopt mobile payment technologies.  

 

 

 

 

 

CHAPTER THREE 

METHODOLOGY 

3.1 Research Design 

The researcher applied a cross-sectional research design along with a quantitative research 

approach. The cross-sectional research design was implemented since it is essential and 

convenient when collecting data at one point in time (Bryman, 2004).  Cross-sectional 

research design also facilitates large sample coverage as every respondent participates only 
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once or in a snapshot, which saves time (Creswell, 2014). Also, the quantitative research 

approach is selected for simplicity and clarity purpose when it comes to addressing objectives 

aimed at examining the relationship between variables (Williams, 2007).  

3.2 Study Population 

Study population is the list of the element from which sample size is actually drawn (Cooper 

& Schindler, 2015). The study population was 31,968 businesses that use merchant payment 

technologies (Kalifungwa, 2020). 

3.3 Sample Size 

The sample size was 380 businesses as determined using Krejcie and Morgan (1970) 

sampling table. The businesses were the unit of analysis and unit of inquiry were the business 

owners or managers. This is because of their position and knowledge concerning the subject 

being investigated. 

3.4 Sampling Technique  

The study employed a simple random sampling to select the targeted sample. All business 

identified within the Kampala formed one sampling frame. By way of picking without 

replacing, the researcher selected one business after another until 380 were separated from 

the population. This method is preferred because it provides an equal chance to each element 

in the population to be selected and the results are more generalizable (Walliman, 2017). 

3.5 Data Sources  

Data on financial literacy, technology acceptance and adoption of merchant payment 

technologies among businesses operating in Kampala. The data was collected from business 

owners or managers. According to Creswell (2014), primary data is helpful as it is collected 

for a particular purpose it was initially meant for. Also, Primary data offers current 

information concerning the subject matter to draw reliable conclusions and recommendations.  

3.6 Data Collection Instrument 

Data was collected using a self-administered close ended questionnaire, rated using a 5-
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Point Likert scale ranging from; 5-strongly agree, 4-agree, 3-Not sure, 2-disagree and 1-

strongly disagree. This is because a 5-Point Likert scale provides respondents with the 

extent to which they agree with the different notions (Likert, 1961). Lastly, the 

questionnaire instrument is embraced because it enables obtaining data from a large sample, 

and it is the most appropriate tool for collecting quantitative data (Saunders, Lewis & 

Thornhill, 2007).    

3.7 Measurement of Variables 

Table 3.1: Measures of Variables  

Variables   Indicators  Sources/authors  Scale  

Financial literacy Knowledge, Skills and 

Attitudes  

(Xiao, 2016) Five-point 

likert scale 

Technology 

acceptance  

Usefulness and Ease of use Venkatesh et al., 

2003) 

Adoption of 

merchant payment 

technologies 

Depth 

Breadth  

Gao, Krogstie & 

Siau (2011) 

Source: Researcher (2021), Adapted from literature review 

3.8 Validity and Reliability 

The validity of the study is concerned with the extent to which the data collection instruments 

accurately measure what they intend to (Amin 2005). In this study, content validity index 

(CVI) was used. After drafting the questionnaire, it was shared with academic supervisors 

and experts to provide comments regarding the appropriateness and understandability of the 

items contained in the instrument. Based on their comments, the questionnaire was amended. 

CVI was used where the researcher distributed the questionnaire to specific people who are 
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conversant about the subject, not necessarily those targeted by the study to express the 

content validity. Based on the results obtained, the researcher computed CVI using the 

formula, K/N where; K is the number of items identified as valid and N is the number of 

items under each construct. As a general rule, CVI should be 0.7 or better under to be 

considered valid (Creswell, 2014). Therefore, as indicated in table 3.1 below, all items 

contained in the questionnaire were found to be valid.  

 

 

 

Table 3.2 shows Validity results 

 CVI Number of items 

Financial Literacy   0.880 
15 

Technology Acceptance   0.891 11 

Adoption of merchant payment 

technologies 

0.822 10 

Source: Primary data 

Cronbach Alpha coefficient was used to determine Reliability of the instrument. The 

reliability output from SPSS indicated in the table below, showed that the reliability of the 

study was found to be acceptable. According to George and Mallery (2003), if the reliability 

result is above 0.9 it is excellent, if it is above 0.8 it is good and if it is above 0.7 it is 

acceptable. Thus, the questionnaire based on the table below was reliable. 

Table 3.3: Cronbach Alpha Reliability Results 

 Number of items Cronbach's Alpha 
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Financial Literacy   
15 .714 

Technology Acceptance   11 .864 

Adoption of merchant 

payment technologies 

10 .767 

Source: SPSS output 

3.9  Data Processing and Analysis 

Data collected from the field was analyzed using Statistical Package for Social Sciences 

(SPSS v.25) to summarize it for quick interpretation. Precisely, the quantitative data 

generated from the questionnaire was analyzed to get descriptive statistics which was 

involved in determining frequencies and percentages in order to get a broad response to the 

question in the Likert scale. Furthermore, Pearson’s correlation coefficient was performed to 

establish the relationship between the independent variables and dependent variable. 

Regression analysis was also be conducted to determine the effect of the independent variable 

to the predictor variable. 

3.10 Ethical Considerations  

The researcher ensured that an authorization letter is obtained from MUBS before conducting 

the study.  

Participants were registered voluntarily. Still, the participants were free to join and opt out of 

the study as they wish with no repercussions.  

Participants were told the possible benefits of the study and that their solitude were be valued. 

Participants were be conversant about the procedures and purpose of the study. 

Anonymity must be maintained through data analysis and data reserved for a sensible era of 

time. Anonymity is protected when the respondent's identity cannot be connected to the 

individual responses. In this case, the researcher did not seek for personal details of the 

respondents.  



 

23 

 

The researcher ensured confidentiality by not obtaining private information like telephone, 

name and other personal details that may lead to detection owners of specific responses.  

The particulars of the study were cautiously explained within the real report so as to allow 

readers the possibility to determine the excellence of ethics.  

The sample was selected scientifically to remove bias and the researcher avoided 

prejudgments. 

 

 

 

 

CHAPTER FOUR 

PRESENTATION, ANALYSIS AND INTERPRETATION OF THE FINDINGS 

4.1 Introduction 

This chapter presents the findings of the study generated from data analysis and relevant 

interpretations in relation to the objectives of the study and the research questions. It includes 

descriptive statistics, Pearson correlations and multiple regression analysis. The results were 

presented in an effort to satisfy the objectives of the study. This chapter starts with response 

rate, demographic characteristic of respondents, correlation, regression and then findings 

representing the study objectives.  

4.2 Response Rate 

The study covered a sample of 380 respondents of which only 310 of the respondents 

returned the questionnaires. This gave a response rate of 81.6%. This response rate is 

appropriate for analysis because Mugenda and Mugenda (2003) indicated that if the response 

rate is 50% or below, it shows that the data is inadequate for analysis, but if the response rate 

is 60%, it means that the data is good for analysis and if the response rate is 70% and above, 

then data is regarded as very good for analysis. The response rate was 81.6% because 18.4% 
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of the respondents partially filled in the questionnaires, others did not fill in the 

questionnaires at all while others lost them.  

4.3 Demographic characteristics 

This section presents personal profile (gender, age, level of education, business category and 

business duration). 

 

 

4.3.1 Gender of respondents 

The gender of the respondents is indicated in table 4.1 below. 

Table 4.1 showing Gender of the respondents 

 Frequency Percentage 

Male 181 58.4 

Female 129 41.6 

Total 310 100 

Source: Study Findings 

The results in table 4.1 indicate that majority of the respondents were male (58.4%) and the 

least being female at 41.6%. There were more males than females based on the responses. 

This could possibly imply that most the business that use merchant payments technologies 

in Kampala are owned or managed by men.  

4.3.2 Age of respondents 

The age bracket of the respondents is indicated in table 4.2 below. 

Table 4.2 showing Age of the respondents 

 Frequency Percentage 

18- 25yrs 33 10.6 

26-33yrs 144 46.5 

34-41yrs 85 27.4 

42-49yrs 36 11.6 
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Above 50yrs 12 3.9 

Total 310 100 

Source: Study Findings 

The results in table 4.2 indicate that majority of the respondents were between 26-33 years 

(46.5%), these were followed by those who were between 34-41years (27.4%) and the least 

group were those with 50 & above years (3.9%). This implies that they were adults 

responsible and ready to achieve high technology adoption.  

 

4.3.3 Educational level  

The education level of the respondents is indicated in table 4.3 below. 

Table 4.3 showing Educational level of the respondents 

 Frequency Percentage 

A level 29 9.4 

Diploma 81 26.1 

Degree 177 57.1 

Masters 23 7.4 

Total 310 100 

Source: Study Findings 

The results in table 4.3 indicate that majority of the respondents had a degree (57.1%), these 

were followed by those who had diploma (26.1%) and the least group were those with a 

masters degree (7.4%). This implies that the level of education might influence usage of 

merchant payments technologies. 

4.3.4 Business Category  

The business category is indicated in table 4.5 below. 

Table 4.4 showing business category 

 Frequency Percentage 

Traders 174 56.1 
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Services 116 37.4 

Manufacturing 20 6.5 

Total 310 100 

Source: Study Findings 

The study revealed that most of the businesses in Kampala are in trading at 56.1%. This was 

followed by the services businesses at 37.4% and the least are manufacturing businesses at 

6.5% as presented in table 4.4. This implies that majority of the businesses engaged in buying 

and selling products. 

 

4.3.5 Business Duration  

The duration of business is indicated in table 4.5 below. 

Table 4.5 showing duration of business  

 Frequency Percentage 

1-3YRS 32 10.3 

4-6YRS 68 21.9 

7-10YRS 152 49.0 

ABOVE 10YRS 58 18.7 

Total 310 100 

Source: Study Findings 

The results in table 4.5 indicate that majority of the businesses have been in operation for 7-

10 years at 49.0%. These were followed by those which have spent 4-6 years at 21.9% and 

the least have been in operation for 1-3 years at 10.3%. This implies that duration of business 

might influence the usage of merchant payments technologies. 

4.4 Correlation analysis 

Pearson’s Correlation coefficient was used to determine the degree of relationship between 

the study variables. Results of the correlation tests are presented in Table 4.7 below.  
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Table 4.7: Correlation results 

Item  1 2 3 4 5 6 7 8 9 10 

Financial Literacy (1) 1          

Knowledge (2) .775** 1         

Skills (3) .845** .530** 1        

Attitude (4) .796** .435** .493** 1       

Technology Acceptance (5)  .319** .327** .291** .130* 1      

Usefulness (6) .360** .383** .318** .157** .932** 1     

Ease of use (7) .179** .167** .203** .035 .901** .701** 1    

Adoption of merchant 

payment technologies (8) 

.371** .440** .294** .183** .569** .543** .479** 
1   

Diffusion (9) .378** .422** .297** .234** .437** .435** .338** .814** 1  

Infusion (10) .256** .398** .203** .032 .564** .529** .493** .878** .484** 1 

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

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

Source; primary data. 

 

4.5.1 Financial Literacy and adoption of merchant payment technologies 

Table 4.7 above revealed that there is a positive relationship between financial literacy and 

adoption of merchant payments technologies (r=0.354** p≤.01).  This implies that any 

positive change in financial literacy is associated with a positive change in adoption of 

merchant payments technologies. All the dimension of financial literacy including knowledge 

(r=0.440** p≤.01), skill (r=0.294** p≤.01) and attitude (r=0.183** p≤.01) have a positive 

relationship with adoption of merchant payments technologies. 
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4.5.2 Technology Acceptance and adoption of merchant payment technologies 

Table 4.7 above indicated that there is a positive and significant relationship between 

technology acceptance and adoption of merchant payments technologies (r=0.569**p≤.01). 

This means that any positive change in technology acceptance is associated with a positive 

change in adoption of merchant payments technologies. Furthermore, all the dimensions of 

technology acceptance including usefulness (r=0.543** p≤.01) and ease of use (r=0.479** 

p≤.01) had a positive relationship with adoption merchant of payments technologies.  

4.6 Regression analysis 

The regression analysis model was used to test the effect of the predictor variables on the 

dependent variable. This was done to determine the extent to which the predictor variables 

(financial literacy and technology acceptance) impact on the dependent variable (adoption of 

merchant payment technologies). That is, the percentage change in the dependent variable 

accounted for by the changes in the independent variable. Regression findings are presented 

table 8.  

Table 4.8 Multiple Regression model 

Model Unstandardized Coefficients 

Standardized 

Coefficients 

t Sig. B Std. Error Beta 

(Constant) 19.922 1.366  14.580 .000 

Financial Literacy .085 .019 .211 4.399 .000 

Technology Acceptance .334 .032 .502 10.451 .000 

Model summary  

R 603 

R Square .364 

Adjusted R Square .360 

Sig. .000 

  

a. Predictors: (Constant), Financial Literacy, Technology Acceptance 

b. Dependent Variable: Adoption of merchant payments technologies 

Source: Primary Data 
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Multiple regression analysis was used to determine the effect of predictor variables on the 

dependent variable. Regression findings in table 4.8 above revealed that financial literacy and 

technology acceptance predicated up to 36% (adjusted R square = 0.360) of the observed 

variance in technology adoption of merchant payments technologies. Technology acceptance 

was found to be the most significant predictor of technology adoption of merchant payments 

technologies. (Beta = 0.502, Sig = .000). This means that a positive change in technology 

acceptance leads to 50.2% change in technology adoption of merchant payments 

technologies. Financial literacy was observed to be the least significant predictor of 

technology adoption of merchant payments technologies (Beta = 0.211, Sig = .000). This 

means that a positive change in financial literacy leads to 21.1% change in technology 

adoption of merchant payments technologies.  
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CHAPTER FIVE 

DISCUSSION, CONCLUSION AND RECOMMENDATIONS 

5.1 Introduction 

This chapter is comprised of the discussion of findings, conclusion, recommendations, areas 

for further research and limitations of the study. Research findings are discussed based on the 

study objectives while drawing comparison between the findings and literature review.  

5.2 Discussion of findings 

5.2.1 Financial Literacy and Adoption of merchant payments technologies 

The findings showed a positive relationship between financial literacy and adoption of 

merchant payments technologies. This implies that merchants that know various merchant 

payment platforms, know the products and services provided by merchant payment 

technologies and know how to search for new products offered by financial technologies will 

always find it easy and cheaper to use merchant payment technologies. This will eventually 

increase willingness to adopt financial technologies. Additionally, merchants that love using 

digital payment platforms, eager to learn more about digital payment and feel safe using 

digital payment will be able to gather more information about the digital payments. This will 

help them to learn about the new technologies and hence adopt them. 

This finding is consistent with Yoshino et al. (2020) who revealed that higher financial 

literacy is positively associated with a higher likelihood of using financial technology 

services. The empirical results also suggest that those with greater financial literacy tend to 

use fintech services, especially electronic money, more frequently. This agrees with Nguyen 

(2022) indicated that financial technology is one of the most important contributors applying 

technological applications to access financial products in financial markets. This recent study 
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further analyzed the determinants of financial knowledge and its impact on using FinTech 

services which indicated that perceived financial knowledge does affect the use of FinTech 

services. This is supported by Pratiwi and Kurniawan (2022) who concluded that optimizing 

the use of payment technology requires encouragement in the development of financial 

literacy. Hence, low level of financial literacy is seen to lead to abuse of the use of fintech 

products and services.  

In a similar manner, Connors (2019) established that payments are no longer limited to cash 

in hand or the amount available in a bank account. Moreover, using digital payments, in the 

form of tap cards or payment technology, allows impulsive purchases and a lack of physical 

restrictions to facilitate increased spending. The argument here is that technology has killed 

the financial discipline as it encourages spending with is by mere clicks.  

5.2.2 Technology Acceptance and adoption of merchant payment technologies  

The findings revealed a positive and significant relationship between technology acceptance 

and adoption of merchant payments technologies. This means that merchants that think 

payment technologies are useful for business transaction, have attained many benefits out of 

using payments technologies and believe that using technology to effect payments is the way 

to go will purchase and install payments systems on their gadgets and have a budget to cater 

for updates of the payment systems are more likely to switched from cash to electronic 

payments. As a result, their adoption rate increases. Furthermore, merchants that believe that 

it is easy for them to become skillful at using mobile payments and have friends who have 

successfully used payments technologies will have the latest versions of the payments 

systems in place, use mobile payments at least every week and always pay for good using 

merchant payments technologies. 

This finding agrees with the previous studies which established a strong and significant 

relationship between technology acceptance and technology adoption (Yeo & Fisher, 2017; 
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Purwanto at el, 2019; Riskinanto at el., 2017; Suyanto & Kurniawan, 2019). For example, 

Yeo and Fisher (2017) found that the adoption of mobile financial services is influenced by 

perceived behavioral control, subjective norms and Perceived Usefulness. Thus, technology 

acceptance affects how users perceive the usefulness of the technology and affect their 

attitude when using the technology (Suyanto & Kurniawan, 2019). Additionally, a recent 

study revealed that technology acceptance in terms of perceived usefulness significantly 

influence customer online purchase intention during the Covid 19 pandemic (Leong & 

Chaichi, 2021). 

Furthermore, the findings of this study concur with Davis (1989) and Lu, Yu, and Liu (2003) 

who concluded that when users perceive merchant payment technologies as useful, they are 

more likely to adopt them. This is in line with Venkatesh and Davis (2000) and Chen and Li 

(2010) who also established technology acceptance significantly influences users' behavioral 

intentions. Jun et al. (2015) and Pavlou and Gefen (2004) who highlighted that users' trust in 

the security of merchant payment technologies plays a vital role in their adoption. In 

conclusion, technology acceptance, as influenced by perceived usefulness, perceived ease of 

use, and trust/security, has a significant impact on the adoption of merchant payment 

technologies. Users are more likely to adopt these technologies when they perceive them as 

useful, easy to use, and secure. 

5.3 Financial literacy, technology acceptance and adoption of merchant payments 

technologies 

The regression findings showed that financial literacy and technology acceptance predicts 

adoption of merchant payments technologies in businesses. This implies that increasing the 

acceptance of technologies in businesses have a significant impact on the adoption of 

merchant payments technologies. Additionally, increasing the knowledge of various 
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merchant payment platforms and know the products and services provided by merchant 

payment technologies increases the chances of using merchant payment technologies.  

This is supported by the findings of Rathee (2021) who indicated that individuals with higher 

levels of financial literacy are more likely to understand the benefits and functionalities of 

merchant payment technologies, leading to increased adoption. Hence, financial literacy 

positively influences the perception of usefulness and ease of use of mobile payment services, 

leading to increased adoption. Additionally, technology acceptance influences the adoption of 

merchant payment technologies. This is supported by Liu and Li (2019) who examined the 

adoption of mobile payment systems and found that perceived usefulness and perceived ease 

of use significantly influenced users' intentions to adopt mobile payment technologies. 

According to Zhou, Lu and Wang (2019), perceived usefulness and ease of use significantly 

influenced consumers' intention to adopt mobile payment technologies.  

5.4 Conclusion 

This study was designed to answer research questions and this section summarizes the key 

findings of the study in relation to each research objective in order to formulate the 

recommendations of the study. 

In relation to the results of the study, it can be concluded that there is a positive relationship 

between financial literacy and technology adoption of merchant payments technologies. 

Thus, merchants that are eager to learn more about financial management and make financial 

decisions independently will be able to invest in payment technologies that are faster and 

efficient in their operations which increases their technology adoption rates.  

From the study findings, it can be concluded that technology acceptance has a positive and 

significant relationship with technology adoption of merchant payments technologies. Results 

of the regression analysis indicated that technology acceptance is the most significant 
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predictor of technology adoption of merchant payments technologies. Therefore, merchants 

that find it easy to learn how to use payment methods, find mobile payments easy to use and 

have the knowledge necessary to use payment technologies can know how to use most of the 

payments systems and hence, will use several applications to do payments.   

5.5 Recommendation 

The researcher recommended that. 

The ability to embrace financial technology is increased when business owners and managers 

are more knowledgeable about the various merchant payment platforms offered by merchant 

payment technologies. This can be achieved from conducting trainings aiming at equipping 

the business managers with the necessary skills and knowledge. 

Merchant payment technology providers such as MTN and Airtel should provide financial 

literacy training on the skills on how to use merchant payment technologies.  

Technology providers need to focus more on highlighting the value of their offerings. They 

must also consider how easy it is to use their services. These technologies should be user 

friendly to the final users. 

5.5 Limitations of the Study 

Adopting a cross-sectional research design signifies that the study was not able to capture the 

changes that may have occurred after the data collection period. This could have affected the 

reliability of the results contained in the report. 

Since the researcher used close-ended questions, it may not have been able to obtain views 

and opinions from respondents through open-ended questions, and this could have affected 

the results.  

5.6 Areas for further study 

Given the time factor, it was not possible for the researcher to carry out the study beyond 

study scope in terms of time, geography and subject, therefore there is need for longitudinal 
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studies in this context to contribute to the academic literature concerning financial literacy, 

technology acceptance and technology adoption. 

The study only was carried out among merchants in Kampala, therefore, there is need to carry 

out a similar study in other areas or regions in Uganda. 
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Questionnaire 
 

Dear Respondent, 

I am Akello Hellen, 2019/HD10/25496U, a Master of Business Administration Student of 

MUBS carrying out research on “Financial Literacy, Technology Acceptance and Adoption of 

Merchant Payments Technologies; a Study of Kampala”. Your business has been chosen for 

this purpose and I am kindly requesting you to complete this questionnaire. The information 

provided will be treated with confidentiality and will not be released in any way that will 

allow it to be identified with any individual. 

 
Section A: Background information of the respondent 

Please kindly tick appropriately 

(i) Gender of the respondent  (a) Male …….  (b)Female…… 

(ii) Age Group.  

a) 18-25. …… b) 26-33….  c) 34-41…… 

d) 42-49 ….  e) 50+……. 

iii) Education level  

 

a) Up to advanced level ….     b) Diploma….     c) First degree….       d) Master’s Degree 
……. 

 

iv) Business category  

Traders…… 
Services……. 
Manufacturing    ……… 

  

v) Duration in business  

 

a)1 to 3 years….      b) 4 to 6 years    …..   c)7 to 10 years   ……  d)   more than 10 years……  

 
 

  

SECTION B: FINANCIAL LITERACY 

Instructions: please tick the most appropriate option basing on the scale provided below 

Scale 1 2 3 4 5 
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 Strongly Disagree Disagree Not Sure Agree Strongly Agree 

 

  

CODE   SD D NS A SA 

 Financial Literacy       

 Knowledge      

K1 I know the various merchant payment platforms 1 2 3 4 5 

K2 I know the products and services provided by merchant 

payment technologies  

1 2 3 4 5 

K3 I know how to obtain relevant information on financial 

technologies  

1 2 3 4 5 

K4 I know how to search for new products offered by 

financial technologies 

1 2 3 4 5 

K5 I find it easy to use merchant payment technologies 1 2 3 4 5 

K6 I find it cheaper to use merchant payment technologies 1 2 3 4 5 

 Skills  

S1 I know how to use merchant payment technologies 1 2 3 4 5 

S2 I know how to solve merchant payment technologies 

problems 

1 2 3 4 5 

S3 I am capable of using digital payment anywhere and 

anytime 

1 2 3 4 5 

S4 I feel that using digital payment makes me comfortable 1 2 3 4 5 

S5 I am familiar with the terms in the digital payment 

application I use 

1 2 3 4 5 

S6 I can easily transact using digital payment  1 2 3 4 5 

S7 I can easily get information about digital payment  1 2 3 4 5 

 Attitudes   

A1 I love the idea of using digital payment platforms  1 2 3 4 5 

A2 I am eager to learn more about digital payment 1 2 3 4 5 

A3 I think digital payment technologies are important 1 2 3 4 5 

A4 I can comfortably find information about the digital 

payment I use anytime and anywhere 

1 2 3 4 5 

A5 I feel safe using digital payment 1 2 3 4 5 

A6 I think using digital payment is a good idea      

 

 

 

 

 

 

 

 

SECTION C: TECHNOLOGY ACCEPTANCE 
Instructions: please tick the most appropriate option basing on the scale provided below 

Scale 1 2 3 4 5 

 Strongly Disagree Disagree Not Sure Agree Strongly Agree 
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CODE   SD D NS A SA 

 Technology Acceptance      

 Usefulness       

T1 I think payment technologies are useful for business 

transaction 

1 2 3 4 5 

T2 I have attained many benefits out of using payments 

technologies. 

1 2 3 4 5 

T3  I believe using technology to effect payments is the way to 

go. 

1 2 3 4 5 

T4 My continued use of technology in payments is likely to 

take my business to greater heights in performance.  

1 2 3 4 5 

T5 I save a lot when I use technology to effect payments. 1 2 3 4 5 

T6 It is faster to use technology in making and receiving 

payments. 

1 2 3 4 5 

 Ease of use 1 2 3 4 5 

T7 Learning how to use payment methods is easy for me 1 2 3 4 5 

T8 I find mobile payments easy to use. 1 2 3 4 5 

T9 It is easy for me to become skilful at using mobile 

payments. 

1 2 3 4 5 

T10 I have the knowledge necessary to use payment 

technologies. 

1 2 3 4 5 

T11 I have friends who have successfully used payments 

technologies. 

1 2 3 4 5 
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SECTION D: TECHNOLOGY ADOPTION 
Instructions: please tick the most appropriate option basing on the scale provided below 

Scale 1 2 3 4 5 

 Strongly Disagree Disagree Not Sure Agree Strongly Agree 

 
 

CODE   SD D NS A SA 

 Technology Adoption       

 Infusion (depth)  1 2 3 4 5 

TA1 I use several merchant payment platforms to do my 

payments. 

1 2 3 4 5 

TA2 I know how to use most of the payments systems to affect 

my payments.  

1 2 3 4 5 

TA3 I purchased and installed merchant payment systems on 

my gadgets. 

1 2 3 4 5 

TA4 I have a budget to cater for updates of the payment 

systems. 

1 2 3 4 5 

TA5 I have the latest versions of the merchant payment systems 

in place. 

1 2 3 4 5 

 Diffusion (breadth)       

TA6 I use mobile payments atleast every week 1 2 3 4 5 

TA7 I always pay for my good using merchant payments 

technologies. 

1 2 3 4 5 

TA8 I have switched from cash to electronic payments in the 

last 6 months.  

1 2 3 4 5 

TA9 I have been allowed to use electronic payments in most 

shops I visited in the last 6 months. 

1 2 3 4 5 

TA10 All my accounts payable and receivable are electronically 

handled to effect payments.  

1 2 3 4 5 

THANK YOU 
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Table for Determining Sample Size from a Given Population 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

Source: Krejcie & Morgan (1970). 

 

 

 

 

 

 

 

 

 

 

 


