MAKERERE UNIVERSITY

MAKERERE UNIVERSITY BUSINESS SCHOOL

AN EXAMINATION OF THE ADOPTION OF POINT-OF-SALE TERMINALS BY

CUSTOMERS OF STANBIC BANK UGANDA

BY

ASASIRA CATHERINE
2019/HD10/25927U

catherineasasira@yahoo.com
0783732704/0703004552

A DISSERTATION SUBMITTED TO MAKERERE UNIVERSITY BUSINESS
SCHOOL (FACULTY OF GRADUATE STUDIES AND RESEARCH)
IN PARTIAL FULFILLMENT OF THE REQUIREMENTS FOR
THE AWARD OF THE DEGREE OF MASTER OF
BUSINESS ADMINISTRATION OF

MAKERERE UNIVERSITY

PLAN B

NOVEMBER 2023


http://www.amasa-project.eu/muk-institutio

DECLARATION

I, Asasira Catherine declare that this report is my original work and has not been submitted 1o

any institution of learning.

SIENAMIe... OO A ... ooninnanas Date w0 ) g et ees

ASASIRA CATHERINE

2019/HD10/25927U



APPROVAL

This is to certify that this report ltag been submitted with our approval as the university

T

SUPEIVISOrs,

Date ..o iiaens

DE. REBECCA KICONCO

Date ’%?‘:}"‘\\ \\\Q\HQ\E:

Sigrature. ceis

DR, WARREN TIBESIGWA



DEDICATION
| dedicate this report to God Almighty for bringing me to a successful completion of this report.

To my husband, | am eternally grateful.



ACKNOWLEDGEMENT
I would like to thank everyone who contributed in one way or another to the successful
completion of this report. Special thanks go to my supervisors; Dr. Rebecca Kiconco and Dr.

Warren Tibesigwa for the guidance and encouragement offered in the course of developing it.

| also thank my family and friends for the never-ending support and prayers for this report to

come to a successful completion.

May God bless you all.



ABSTRACT

The main purpose of the Study was to examine the level of adoption of Point of Sale terminals,
understand the challenges of POS adoption, and recommend strategies to improve POS adoption
among customers of Stanbic Bank Uganda. The study addressed the following specific
Objectives; i.) To examine level of Point of Sale adoption by the customers of Stanbic Bank
Uganda, ii.) To establish the challenges of Point of Sale adoption by the customers of Stanbic
Bank Uganda and iii.) To propose strategies the bank should adopt to improve Point of Sale
adoption amongst her customers. To achieve these objectives, the study used a cross-sectional
research design survey, coupled with quantitative techniques though some unstructured items
were also included in the questionnaire. The questionnaire was tested for both validity and
reliability using the CVI and the Cronbach alpha estimates which were above 0.700 for both,
lending credibility to the fact that the research questionnaire was reliable. Targeting 384 stanbic
bank customers, 236 usable responses were acquired, representing 61.4% of the sample. Data
was captured and analysed using SPSS version 23.0 and, the results showed further, that the
frequency of using the POS Terminals is still low among customers as is the volume of weekly
transactions using these machines. The level of adoption was noted to be quite unsatisfactory
from the means that were all less than 3.00 and a Standard Deviation that was less than 1.00 for
all items that were asking for the usage, trust and confidence in the usage of POS terminals.
Additionally, the findings revealed a number of the challenges that are being experienced by the
users of the POS terminal machines and among others, the users reported that the network is very
unreliable for these terminals while the POS terminals are also scarce and cannot be readily
found expect one travels long distances. Further, the element of trust is still wanting among these
customers for POS terminals of Stanbic bank. Against this background, a number of strategies
were raised by the respondents which could improve the usage of the POS terminals. For
example, the respondents believed that if the POS terminals are made more accessible in the
towns and agents commissioned to serve customers in semi-urban areas, then the result would be
an improvement in the usage of the Stanbic POS terminals and of course, this would translate

into improved revenues for the bank.
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CHAPTER ONE

1.1  Background

Technology has become a driving force across many sectors, including banking. Commercial
banks have been compelled to integrate technology to remain competitive by making sure they
provide the most convenient, efficient, and simplest financial services to customers (Sai, 2017).
These institutions have also noticed that investing in technology can help them reach out to a
significant clientele and reduce on the cost of doing business which has been aggravated by the
increased branch network (Afrika, 2018). One of the technologies commercial banks have
integrated is the Point-of-Sale terminals (POS)

(Masanja & Mollel, 2021). This electronic payment system facilitates transactions between the
client and the merchant using an electronic device such as a credit/debit card. Point of Sale is
important because it enables customers to trade at any time of their convenience in addition to

relieving them of the risk of moving with physical cash (Oko, 2019).

Nonetheless, the adoption of Point-of-Sale terminals by customers of commercial banks remains
low, especially in developing nations (McKinsey & Company, 2020). Notably, over the past 5
years from 2015, the growth of Point-of-Sale terminals in developed nations of Asia and Africa
averaged at 8.3% compared to the anticipated 10.5%. Additionally, revenue generated from Point
of Sale declined from $1.9 trillion in 2014 to $1.81 in 2019, as compared to a 7% growth that
was registered between 2014 and 2019 among countries in South America and Africa, a
reflection of a decline in the value and number of transactions executed through Point-of-Sale
terminals by customers (Bruno, Denecker & Niederkorn, 2021). In East Africa, the rate of
adoption of Point of Sale remains low. It has been ranked as the least-used electronic payment

system in the region in the past three years since 2016 (PwC, 2019). Likewise in Uganda, Point



of Sale terminal adoption represents only 3.9% of the electronic payment system (National

Information Technology Authority-Uganda (NITA-U, 2018).

Specifically, Stanbic Bank Uganda introduced Point of Sale (POS) terminals in 2014,
This enabled customers to use their ATM (Automated Teller Machines) cards to purchase goods
and services directly without having to first withdraw cash. From the various terminals that were
set across the country, the bank registered more 398 POS terminals and their transactions
accounted for 0.26% of all digital transactions against a target of 5% in a bid to drive the digital
migration agenda (E-Channels Report, 2015). Similarly, the total POS transactions in 2017 were
still as low as 1.19% in comparison to a target of 5% (E-Channels Report, 2017).
Correspondingly in, the years 2018 and 2019, POS transactions were 2.19% and 2.17% which
were still below the target number required by the bank to assume the success of digital
technology (Digital Channel Report, 2021). In an effort to enhance POS terminals adoption,
Stanbic Bank in 2020 invested in upgrading the system to enable contactless transactions and
increase on the POS service centers. However, only 3% as opposed to the annual target of 10%
of the banks transactions were recorded in 2021 (Digital Channel Report, 2021). Though the
adoption of the technology has progressively improved every year from 2014, the rate is so low
and does not meet the set targets amidst the heavy resources invested in the technology. There is
an urgent need to identify the current level of adoption of POS and also investigate why the

customers are hesitant to adopt the technology.

This study was guided by the Unified Theory of Acceptance and Use of Technology (UTAUT).
There are many theories of technology adoption. However, the UTAUT was the best model to
analyze customers’ technology adoption. The UTAUT model is based on eight technology

acceptance models, which are Theory of Reasoned Action (TRA), Technology Acceptance



Model (TAM), Motivational Model, Theory of Planned Behavior (TPB), the combined TAM and
TPB, the model of personal computer utilization, the Innovation Diffusion Theory, and the social
cognitive theory (Venkatesh et al., 2003). Venkatesh et al. (2003) dissected the technology
adoption study and found an R? of 70%, showing that the model clarifies 70% of the change
within the users’ intentions to use information technology. Venkatesh et al, (2003) used the
UTUAT model to provide empirical insight into technology acceptance by comparing prominent
technology acceptance theories, which often offer numerous perspectives on the subject. The
UTAUT constructs used are performance expectancy (PE), effort expectancy (EE), social
influence (SI) and facilitating conditions (FAC) as the independent variables. Most of the
previous studies found that all the factors have a noteworthy relationship with the adoption of
information technology among users. Therefore, the UTAUT model will be used in this study to
explore the adoption of point-of-sale terminals by customers of Stanbic Bank Uganda.

Nonetheless, there is a general paucity of literature to explain the extent of POS adoption, as well
as the challenges and strategies for increasing POS adoption. So far, the majority are relational,
focusing on how various factors influence its adoption (Afrika, 2018; Masanja & Mollel, 2021;
Oko, 2019). Furthermore, despite of the fact that several related studies on POS terminal
adoption have been conducted; the majority of these have been conducted in developed
economies, with a few exceptions in developing countries such as Uganda. A few studies
conducted in Africa include the works of Aminu (2021); Dzombo, Kilika, and Maingi, (2018);
and Obiakonwa, (2019). As a result, there is a lack of adequate knowledge to explain POS
terminal adoption in the Ugandan context. Against this backdrop, this study is justified to
examine the level of adoption, challenges, and strategies for improving the usage of POS

terminals by Stanbic Bank customers.



1.2 Problem Statement

Banks play a crucial role in the financial system of any country. They facilitate re-distribution of
resources by savings for those with surplus income and lending to individuals with financial
needs. In addition, banks offer employment opportunities and stimulate financial inclusion
(Tumwine et al., 2018). As these institutions seek to provide convenient, reliable and efficient
financial services to customers, they have adopted Point of Sale. However, since 2014, the rate
of adoption of Point of Sale terminals among customers of Stanbic Bank has remained below the
annual set targets (E-Channels Report, 2015). This has mainly been manifested in the low rate of
POS transactions carried out by customers annually. With an annual POS target transaction rate
of 5%, the bank recorded 0.26%, 1.19%, 2.19% and 2.17% in 2015, 2017, 2018 and 2019 total
number of POS transactions respectively which were all below the required level. In 2020,
Stanbic Bank took the initiative to upgrade and advertise the system but only 3% POS
transactions were recorded in the year against a target of 10% (Digital Channels Report, 2021). If
there is no intervention, this product risks ending up as just another cost center to the bank with
little strategic value. There is need to determine the level of POS adoption and also investigate
why the adoption rate of these POS terminals is still very low amongst the customers of Stanbic
Bank Uganda. Several scholars have tried to study the adoption of POS terminals by customers
of financial institutions. Most of the studies carried out in Uganda have majorly concentrated on
adoption of electronic banking and none in particular about POS adoption. Uganda being a
developing country, it has its own unique challenges when it comes to POS adoption by the
customers and this creates a gap that the researcher intends to fill. Therefore, a study was
necessary to unearth the adoption of point-of-sale terminals by customers of Stanbic bank in

Uganda’s context.



1.3

Purpose of the Study

To examine the level of adoption of Point of Sale terminals , the challenges of POS adoption,

and recommend strategies to improve POS adoption among customers of Stanbic Bank Uganda.
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1.5

1.6

Objectives of the study

To examine level of Point of Sale adoption by the customers of Stanbic Bank Uganda.

To establish the challenges of Point of Sale adoption by the customers of Stanbic Bank
Uganda.

To propose strategies the bank should adopt to improve Point of Sale adoption amongst
her customers.

Research Questions

What is the level of Point of Sale adoption by the customers of Stanbic Bank in Uganda?
What are the challenges to the adoption of POS by the customers of Stanbic Bank
Uganda?

What strategies can Stanbic Bank Uganda adopt to improve the adoption rate of POS
amongst her customers?

Scope of the Study

Subject Scope

The study was limited to content related to technology adoption, POS technology and the
level of its usage among the customers of Stanbic Bank Uganda.

Geographical Scope

This study was conducted at Stanbic Bank Uganda Branches and Banking Agency Points
which have Stanbic POS machines within Kampala city. This area was chosen because it
had the highest number of Stanbic customers who use the POS technology. (Digital

Channels Report, 2021).



1.7

Significance of the study

The findings of this study provided an insight into the factors facilitating/
constraining Point of Sale adoption in Stanbic Bank Uganda.

The study contributed to the existing knowledge on the adoption of Point of Sale
in Uganda. This acts as reference material upon which future research can be
used.

Banks and other financial institutions are able to use the findings of the study to
design policies that help them to improve their performance since they know the
challenges to adoption as well as the strategies to implement.

The relevancy of this study is to give customers an understanding and an
appreciation of POS usage and especially the need to reduce the risk of moving
with physical cash for transactions.

Stanbic bank will also be able to clearly understand the level of POS adoption,

challenges that her customers face and get strategies to improve adoption.



CHAPTER TWO
LITERATURE REVIEW

2.1  Banking sector overview

The evolution of Uganda’s banking sector can be explained along three main lines, namely; the
period before and after independence; the period between 1990 and 2004; 2007 to 2010; and the
period after 2010. The first commercial bank, the National Bank of India was founded in 1906
before banks like Barclays; Grindlays, Standard Bank and the Bank of Baroda from India. In
1969, Uganda Credit and Savings Bank was founded by an Act of Parliament, becoming the first
indigenous local bank in the country. Between 1990s and early 2000s, the Ugandan banking
industry went through unprecedented restructuring where several indigenous commercial banks
were wound up, taken over by the central bank, and later liquidated. Some of these banks include
the Uganda Cooperative Bank, Greenland Bank, the International Credit Bank, Teefe Bank, and

Gold Trust Bank.

The same period marked the passage of a new banking bill in Parliament to categorize
commercial banks according to tiers which prevails to date. These include; Tier I financial
Institutions, Tier 11 financial institutions, Tier Il financial institutions, and Tier IV institutions.
Tier | includes commercial banks that are authorized to hold checking, savings, and time
deposit accounts for individuals and institutions in local and international currencies. Tier Il
includes credit and finance companies. They are not authorized to establish checking accounts or
trade in foreign currency. Tier 11l includes microfinance institutions that are allowed to accept
deposits from customers but only in the form of savings accounts. Members of this class of
institutions are known as Microfinance Deposit-taking Institutions or MDIs. Tier IV constitutes
institutions not regulated by bank of Uganda (Bank of Uganda, 2019). The bank the under study,

Stanbic bank therefore is a Tier I financial institution. The digital technologies adopted over time

7



include ATMs, New Business Online, Internet banking, Agent banking, Mobile banking & Point
of Sale terminals among others (Stanbic Bank Annual Report, 2021).

2.2  Concept of Point-of-Sale terminal

Point-of-sale terminal is a form of electronic payment system where a customer transacts
electronically with the support of a credit or debit card to pay for goods and services at the
merchant’s point (Olasojumi et al., 2018). It involves inserting an electronic device in a point-of-
sale (POS) terminal hardware which detects the embedded magnetic strips to check funds status
before a transfer is made (Amaefule et al., 2019). Essentially, this implies that POS transaction
cannot be effected unless the customer has a credit or debit card and reaches out to a merchant

with the necessary hardware garget.

POS terminals systems differ in three ways, based on the timing of payment (Semakula, 2021).
The first category are the Pay Later POS terminals which allow the customer to make payment
after receiving good and services in a credit payment. In this case, the financial institution
provides a credit card to the customer that enables them access to credit to pay for goods and
services. On the other hand, financial institutions can issue “Pay Now" cards which ensure that
payments occur when the goods or services are received. Under this system, the financial
institution provides a customer with a debit card. Lastly, financial institutions can offer pre-paid
debit cards where a customer is supposed to load the card before they can use it. It is associated
with making payments with prepaid or stored value cards. The relevance of POS terminals has
widely been emphasized in literature, where two lines of thinking are prominent. From one
perspective, it has been analyzed from national perspective, associated with driving cashless
economy as well as enhancing financial inclusion (Nwatu & Ezeh, 2017; Williams et al., 2018).
Others indicate direct benefits accruing to the users such as portability, ubiquitous and

simplicity of transacting (Mafimisebi et al., 2019; Nakasi, 2019).
8



2.3 Unified Theory of Acceptance and Use of Technology (UTAUT)

This study was guided by the Unified Theory of Acceptance and Use of Technology (UTAUT).
There are many theories of technology adoption. However, the UTAUT is the best model to
analyse customers’ technology adoption. The UTAUT model is based on eight technology
acceptance models, which are Theory of Reasoned Action (TRA), Technology Acceptance
Model (TAM), Motivational Model, Theory of Planned Behavior (TPB), the combined TAM and
TPB, the model of personal computer utilization, the Innovation Diffusion Theory, and the social
cognitive theory (Venkatesh, Morris, Davis & Davis Venkatesh, 2003). Venkatesh et al. (2003)
's study found an R? of 70%, showing that the model clarifies 70% of the change within the
users’ intentions to use information technology. The previous scholars used UTAUT constructs
which are performance expectancy (PE), effort expectancy (EE), social influence (SI) and
facilitating conditions (FAC) as the independent variables.(Venkatesh et al.,2003). Most of
the previous studies found that all the factors have a noteworthy relationship with the adoption of
information technology among the users.

Venkatesh et al. (2003) found the model to account for only 70% of the variance in behavioral
intention to use and only about 50% in actual use (Venkatesh et al., 2012). However, Dwivedi et
al. (2019) stated that UTAUT model omitted some possibly significant relationships,
hypothesized some relationships that may not be appropriate to all situations, and removed some
constructs that may be critical for explaining information systems acceptance and use. Venkatesh
et al. (2003) utilised the UTAUT model to understand human acceptance behavior across a range

of disciplines.



To apply the model in the context of adoption of point-of-sale terminals by customers, Jaradat
and Banikhaled (2013) modified it by including the quality of the website as a factor they argued
was significantly associated with the intention to use. Nassuora (2012) employed the UTAUT
model to analyze the acceptance of adopting point-of-sale terminals and focused on attitudes
rather than intention behavior. Kim and Lee (2020) recently used the UTAUT as a base model in
the Philippines to build a conceptual model of effective ICT-based instruction. Therefore, the
UTAUT model was used in this study as a basis for exploring the adoption of point-of-sale
terminals by customers of Stanbic Bank Uganda.

2.4 Point of Sale adoption by the customers

An overview of literature indicates that POS adoption is reasoned from two parameters. One side
of the coin focuses on the usability of the system, focusing on the number of transactions
conducted. For instance, an empirical study conducted by Ajisegiri & Oyebisi (2014) in Nigeria
in the telecommunication sector concludes that POS terminal adoption is among the least e-
payment systems adopted in the country as more than 98.8% of clients transact using cash while
only 1.2% uses POS. This study emphasizes that transactions can provide a clear status of
adoption because they reflect both positive intention and actual technology adoption (Ajisegiri &
Oyebisi, 2014). This is consistent with the findings of Olasojumi, Ugwuchi, and Partrick (2018),
who discovered that an unprecedented decline in the value and number of POS transactions

executed is a clear signal that the service doesn’t appeal to SMEs.

Another study conducted in the Netherlands examined adoption of POS terminals comparing
statistics of 2004 and 2014. The study ascertained a credit card usage decline from 16% to 3%.
Moreover, the number of people who possessed a debit card declined from 49% to 41%
respectively. Likewise, findings in India established that the number of transactions conducted

via POS constitute only 9.19% of 81.37% of transactions executed using e-payment systems

10



(Ligon et al., 2019). The attribute focusing on the number of transactions has consistently been
studied by several researchers (Mafimisebi et al., 2019; Prihatiningtias & Wardhani, 2021). They
base their argument on the ground that transactions reflect the status of action depicted in the

usage of POS terminals among registered customers.

From another perspective, focus has been directed towards the number of those registered.
Notably, Semakula (2021) conducted a study among Small and Medium Enterprises (SMES) in
Uganda. The study established that over 95% of SMEs are not registered and are not willing to
apply for either a credit or debit card. A further scrutiny of this study by the current research
unveils a third salient component reflected in the willingness to accept. This is because a
customer may not be registered because they haven’t got the chance to do so. On the other hand,
one could have been exposed to such opportunities, but does not register for the service.
Furthermore, Amaefule et al., (2019) emphasizes that registering for any form of e-payment
system is an important indicator for adopting since it is the first step for expressing desire and

readiness to use such a technology.

Kolsaker and Payne (2002) further posit that the card system is a unique electronic payment type.
The smart cards are plastic devices with an embedded microchip used for settlement of financial
obligations. The power of cards lies in their sophistication and acceptability to store and
manipulate data, and handles multiple applications on one card securely (Amedu, 2005).
Depending on the sophistication, it can be used as a Credit Card, Debit Card and ATMs. While
the electronic card is gaining popularity in most countries now, the Spanish financial Institution
demonstrated the highest implementation and update of smartcards across Europe (Amedu,
2005). The Smart Card was introduced into the market to reduce or eliminate problems of

carrying cash about (Amedu, 2005). It is electronically loaded with cash value and carried about

11



like a credit card and stores information on a microchip. The microchip contains a “purse” in
which value is held electronically. In addition, it also contains security programs which protect
transactions between one card user and another. Funds can be transferred directly to a retailer,
merchant or any outlet to pay for goods and services. Transactions between individuals can be

completed without the need for a bank or any other third party.

Nonetheless, the registration status attribute has received some criticism. According to Williams,
Olalekan, and Timothy (2018), registering does not always imply a desire to use. Rather, it could
be a commercial bank's policy to introduce technology in order to transition customers to the
new advancement. As a result, it is necessary to conduct this research in Uganda because there
has been a low adoption of point-of-sale terminals by customers of various banks and especially
Stanbic Bank Uganda, even though the benefits of adopting these POS terminals have been
clearly articulated by the implementers

2.5  Challenges of POS adoption by the customers

Previous scholars have pointed out a number of factors that affect adoption of POS terminals
among various electronic payment systems (Adeoti, 2013). One of the issues that attracted much
attention is network failure (Eelu & Nakakawa, 2018). These researchers express that much as
electronic payment system functionality depends on internet; the connectivity in most developing
countries is still low, mainly concentrated in urban areas. As a consequence, this has limited a
number of customers from using these services when they are in the semi-urban areas. In the
same context, a study conducted in India expressed that most of the customers are deprived to
use information technology because most service providers are unable to provide the necessary
network connectivity (Chhabra, Chopra & Rajan, 2018). From these prior studies, the current
study ascertains that network failure is a consistent issue of concern. However, none of these

studies is specific to POS but rather generalized in the context of electronic payment systems. On

12



that note, it is unclear whether network failure and availability mainly in urban centers applies to

the low adoption of POS. This will be addressed in the current study.

Meanwhile, Moghavvemi et al. (2021) revealed that the main end-user challenges related to
adoption of technology are lack of skills and training. The study found out that technology is
introduced with no endeavor to equip users with the necessary skills and training on how to
interface with the system. As such, most potential customers feel anxious to use technology due
to the stereotypes and beliefs developed around this innovation. The current study strongly
contends with this reasoning by arguing that knowledge is a crucial component in changing
attitude and building competence among customers. In the event that customers are not accorded
with the necessary training, it is less likely that POS can be adopted. This could be true as per,
Moghavvemi et al., (2021) in their study conducted in Malaysia. It remains unclear whether this

could be among the issues responsible for adoption of POS in a bank such as Stanbic Uganda.

Scarcity of POS terminals is also among one of the challenges that has come under serious
scrutiny. Notably, Adeoti (2013) unveiled that most commercial banks partner with few
merchants which constrains customers from being able to access financial services using POS.
This is in line with Chhabra et al., (2018) whose emphasis concluded that adoption of POS
terminal remains minimal because of limited-service centers. Interestingly, research conducted in
a similar country among Olasojumi et al., (2018) found out that low adoption of POS among
customers has nothing to do with the number of outlets. Instead, it was established that the few
POS centers available for customers were underutilized. Amidst these controversies, the current
study takes a stand that customers can easily be compelled to adopt technology if service points
are widely spread. This is based on the premise that many customers will find POS services

common which will raise their desire to find out how it works.
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That aside, the challenge that has received a lot of attention is negative attitude expressed by
customers (Ajisegiri & Oyebisi, 2014; Nwatu & Ezeh, 2017; Ogunsuyi & Tejumade, 2021). A
study conducted in China revealed that customers minimize using POS because they think that
all transactions via this platform can easily be monitored by regulatory bodies. In the same
manner, it is postulated that customers are concerned about fraudulent issues. They feel that
transacting using credit/debit cards can increase exposure to unauthorized access to account
information such as password and login details (Tsai, Chang, Huang & Huang, 2019; Yu et al.,
2018). Several researches have gone ahead to indicate that one of the greatest barriers of e-
payment systems is their high susceptibility to fraudulent dealings (Amaefule et al., 2019;
Semakula, 2021; Williams et al., 2018). From these works, it is suggestive that attitude

compromises the way customers perceive security, safety and cost associated with POS.

Alternatively, some scholars argue that credit/debit cards are subject to less fraudulent
transactions because the barcode technology encrypted to the card can retrieve the full personal
details of the right owner (Eelu & Nakakawa, 2018; Moghavvemi et al., 2021). Rather, they have
failed to identify the relative advantage of POS terminals, a justification why they prefer to use
other services such as mobile banking and mobile money. From another line of thinking, there is
growing literature to indicate that the challenges of POS adoption relate to specific
characteristics associated with the system. Transacting via the system involves a set of
procedures yet it can only be conducted at a specific merchant point which has the necessary
gargets. As such, most customers find POS as unreliable and less convenient. However, it is
important to note that although some challenges encountered in the adoption of POS terminals
have been pointed out, an exploratory study is still necessary to unearth the various challenges

for low POS adoption in Uganda’s context.
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2.6  Strategies to improve POS adoption among the customers

From literature, less has been documented about which strategies can be implemented to improve
POS adoption. Instead, scholars indicate generic factors which they consider appropriate for
enhancing adoption of technological innovations (Chhabra et al., 2018; Semakula, 2021;
Olasojumi et al., 2018). It is generally agreed that sensitization plays an important role in
enhancing adoption of technology (Moghavvemi et al., 2021; Ogunsuyi & Tejumade, 2021;
Prihatiningtias & Wardhani, 2021). These scholars contend that sensitization enriches customers
with information regarding technology which propels them to adopt it. It is said that when
customers are sensitized about the benefits of POS and usability, it helps them to change their
previous stereotypes and theories about the service which is likely to stimulate adoption. In the
same context, the researcher agrees with this line of thinking by arguing that a lack of
information about technology can cause customers to develop negative attitude which may affect

their desire to use technology.

On the other hand, other researchers emphasize advertising and promotion of POS to clients
(Eria & McMaster, 2017; Lai, 2017). Generally, these scholars are of the view that advertising
and promotion are important in stimulating knowledge and increasing awareness of the existence
of the technology. Moreover, it is expressed that every advertising and promotion channel affects
customers differently. Another strategy that has attracted much attention is minimization of
transaction costs associated with POS (Eelu & Nakakawa, 2018). It has been emphasized that
customers are generally price sensitive and prefer to adopt technologies which are affordable.
Nonetheless, Yu et al., (2018) indicate that making POS affordable may not stimulate usage as
long as the attitude of customers towards the service is negative. With a different line of
thinking, the current study disagrees with Yu et al., (2018) since cost constitutes one of the key

components one considers before making a decision.
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Furthermore, a couple of researchers have expressed that enhancing adoption of POS among
customers necessitates advancing its attributes and functionality. In addition to what the system
is capable of doing, commercial banks should work with their Information Technology
department to increase on the versatility of POS for customers to perceive more benefits and
usefulness of the system (Tsai et al., 2019). This is further supported by Amaefule et al., (2019)
who emphasized that customers are easily compelled to adopt technology which they perceive as
useful. However, the studies are silent about which specific benefits customers are easily
attracted to adopt technology, in particular POS. This missing links is one of the aspects that the
current study would want to address. Notwithstanding, others consider that boosting availability
of POS can result in significant variations in adopting POS (Mafimisebi et al., 2019; Nakasi,
2019). Their reasoning is based on the ground that POS in most developed countries is
concentrated in urban centers, something which has discouraged many from actively using the

service, in addition to reducing on the number of potential customers in rural areas.
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CHAPTER THREE

METHODOLOGY
3.0 Introduction
This chapter presents the methodological approaches that were used while addressing
the study objectives, including the research design, population and area of the study, sampling
strategy and sample size, data collection instruments, data processing and analysis, and
limitations of the study.
3.1  Research Design
The nature of the research was a cross - sectional survey with a mixed methods approach so as to
gain an in-depth understanding of the problem. This was because this design helped to collect
data consisting of multiple variables at a specific point in time for the purpose of answering the
study objectives. It involved the use of semi-structured questionnaires to collect data related to
level of POS adoption and also capture the attitudes and opinions of the respondents in order to
gain an in-depth understanding of the problem under study. Data from open ended questions was
used to supplement.
3.2 Study Population
This study was conducted in Kampala city branches. This was because of the high number of
customers with access to POS technology in this area. According to the Stanbic Bank Uganda
Holdings Ltd (2021) Annual Report and Financial Statements, the bank has a total of 989 point
of sale machines with over 570,000 customers across the country of which a large portion of
these customers is in Kampala totaling to over 150,000 customers in Kampala and these were

included in the study as the study population.
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3.3  Sample size

The researcher used Krejcie and Morgan’s (1970) table to determine the sample size, which were
384 customers. According to Krejcie and Morgan (1970), when the population size exceeds
75000 items an appropriate representative of at least 384 items is good enough. The unit of
analysis for this study was Stanbic Bank branches .The researcher used convenience sampling to
select the bank branch in each of the 05 divisions of Kampala where to strategically be
positioned in order to collect data. To select the POS customers, simple random sampling was
then used to select the respondents and where to strategically be positioned in order to collect
data. To select the POS customers, simple random sampling was then used to select the
respondents — an equal number from each division. The questionnaires were distributed to
customers of Stanbic who had approached the banking agents who operate the POS terminals to
carry out various transactions and in the bank branches and after they were requested to
participate in the study.

Response Rate: The results in the table below show that the respondents acquired were 236 out
of 384 who were targeted making a response rate of slightly over 60

Table 1: Response Rate

Acquired  Target Response Rate
236 384 61.4%

Source: Primary data

The response rate of 61.4% rate was considered representative enough and has been supported
by research scholars like Wu et al. (2022) and Aykan and Ozath (2020).The results from the

data could then be generalized to the wider population which was indicated in the methodology.
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3.4 Sources of data

The study used primary data in order to achieve its objectives. This was because of its
authenticity, specific existence, and up-to-date status. The self-administered questionnaires and
tailored questions were given to the selected respondents which helped the researcher to collect
information for the specific purpose of this study. Primary data was collected using the
questionnaire.

3.5  Data Collection Instrument

The primary data was collected using pre-coded self-administered questionnaires that were given
to the selected respondents. These were detailed and semi structured to aid the researcher collect
data about the problem. Semi Structured Questionnaires were used because they could help in
acquiring data about the challenges and possible strategies for improving POS adoption.
Additionally the use of semi structured questionnaires was cost effective both in terms of time
and resources.

3.6 Measurement of Variables

Adoption of Point-of-Sale terminals in Stanbic Bank was measured using percentage frequencies
with items adopted for example; “B1- How often do you use Stanbic Point of Sale terminals
instituted by Stanbic Bank per week?”, “B2-What is the average volume of your transaction
each time you use Point of Sale Terminals (In UGX)?” and “B3-Please indicate how long you
have used Stanbic Point of Sale Terminals” and these were from the works of Adeoti, &
Osotimehin, (2012) and Akerejola, et al (2018). It was further studied using; whether the
customers had used POS terminals, frequency of POS usage, period spent using POS terminals,
magnitude of the transactions conducted using POS terminals and the kind of transactions

conducted at the POS terminals. All these questions were open—ended.
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For challenges, the researcher used a 5 point Likert scale with responses ranging from 1 -
strongly disagree, 2 - disagree, 3 —Neutral , 4 - agree, 5 - strongly agree , so as to get quantifiable
data from the individual respondents. In addition, the researcher used an unstructured item which
was “What is the most challenge you faced as a customer in the usage of Pont of Sale terminals
of Stanbic Bank Uganda other than the ones mentioned above.” as well as some structured items
such as “l fear using Point of Sale terminals because hackers can access my credit
information..” and “....I am not aware that Point of Sale terminals exist at all in my area...” The
challenges of POS adoption by the customers of Stanbic Bank Uganda were measured using
items borrowed from different scholars; Ishraga et al (2022), Odoyo, et al (2016), and Adeoti,
(2013). This section however also used both open and close-ended questions to effectively

capture respondents’ thoughts.

Finally, the strategies for improving POS adoption among the customers of Stanbic Bank
Uganda were got from the respondents using a single item which stated “In your view, what can
be done to improve Point of Sale adoption among customers of Stanbic Bank Uganda?” together
with some unstructured items based on the 5 point Likert scale such as “..Using Point of Sale
(POS) Terminals can be improved by Promoting knowledge about them among the people...”
and “... Using Point of Sale (POS) Terminals can be improved by Building trust among the
people about them.”

3.7  Data validity and reliability

The researcher designed a questionnaire and it was reviewed by the research supervisors to check
for clarity, simplicity and relevancy of the instrument. The-Content Validity Index (CVI) was
used as the measure for the instrument and content validity, and a cut-off point of 0.7 was

considered for items to be included in the final questionnaire, which implied that the
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questionnaire was valid for data collection in agreement with Vakili and Jahangiri (2018) and
Larsson et al., (2015).

Table 2: Reliability and Validity Results

Variable Cronbach Alpha Content validity Index
The Level Of Point Of Sale Adoption 123 875
The Challenges Of POS Adoption By Customers 711 833
Strategies For POS Adoption .857 .867

Source: Primary data

Reliability refers to the ability of the research instrument to produce same results if re-used in
similar circumstances. It is defined as the consistency of either measurement to give the same
conclusions if used at different times or by different scholars (Vogt, 2000). An alpha of 0.7 and
above indicated that the research instrument was reliable (Cronbach, 1951). The Cronbach's
alpha Coefficien was used to test for the internal consistency of the study in order to ascertain for
reliability of the tool.

3.8  Data Analysis and Presentation

The data collected was edited for incompleteness and inconsistency. It was sorted and coded to
have the required quality, accuracy and completeness. Thereafter, a computer package-Statistical
Package for Social Scientists (SPPS) version 23.0 was used for data entry and analysis since a
Likert scale was used on the questionnaire, thus making coding possible. Information frequency
distributions were analyzed using means and Standard deviations. Conclusions and

recommendations were drawn from these thereafter.
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3.9

Ethical Considerations

The researcher obtained an introductory letter from Makerere University Business School
for the research project, which was used for purposes of introducing the researcher to the
respondents.

Informed consent was obtained from respondents concerning whether they wanted to
participate in the study or not. It was also explained to the study participants that their
participation was voluntary with no payment involved.

Finally, confidentiality was highly valued where the information got from the field was

only used for academic purposes.
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CHAPTER FOUR
RESULTS AND FINDINGS OF THE STUDY
4.0 Introduction
The data collection process yielded 236 usable questionnaires and the responses from these were
entered into SPSS and the data was analysed. The tools in this case which were used to analyze
the data included frequency distributions, means and the standard deviations. These findings
were presented with the main objective of addressing the following research objectives;
i.  Toexamine level of Point of Sale adoption by the customers of Stanbic Bank Uganda.
ii.  To establish the challenges of POS adoption by the customers of Stanbic Bank Uganda.
iii.  To propose strategies the bank should adopt to improve Point of Sale adoption amongst
her customers.

4.1  Background Attributes
This section highlights the nature of the background attributes for the respondents who
participated in the study. The attributes are presented using the frequency distribution in the
section below;
4.1.1 Gender Distribution
The majority of the respondents in the study were males while females were the minority.

Table 3: Gender of Respondent

Count Percent Cumulative Percent
Male 127 53.8 53.8
Female 109 46.2 100.0
Total 236 100.0

Source: Primary data
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However, it was clear that the females are also over 45%, an indication that females are
increasingly making use of the financial technological innovations almost as much as the men in

society today. .

4.1.2 Age Group Distribution
The distribution below shows the age group distribution of the STANBIC POS terminal users
who participated in the study.

Table 4: Age Group Distribution

Count Valid Percent Cumulative Percent
18- 25yrs 28 11.9 11.9
26 - 33 yrs 84 35.6 47.5
34 - 41 yrs 83 35.2 82.6
Over 41 yrs 41 17.4 100.0
Total 236 100.0

Source: Primary data

The results show that 82.6% of the users of the POS terminal users are between 18 - 41 years of
age. This has implications for the marketing communications that the bank should use because
this age group is known to be Tech Savvy so they can easily be contacted using the digital
marketing platforms. The reduced numbers of the usage for POS terminals, could be attributed to
the fact that as people get older, they usually send younger persons to financial transactions for
them. For instance, grand parents can readily send their grandchildren to make financial
transactions for them. And also as they get older become less attracted to technology

advancements.
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4.1.3 Marital status Distribution
The frequency distribution in the section below was presented so as to examine the marital status
of the respondents who are using the Stanbic POS machines.

Table 5: Marital status Distribution

Count Valid Percent Cumulative Percent
Single 82 34.7 34.7
Married 154 65.3 100.0
Total 236 100.0

Source: Primary data

The majority of the respondents in this section were observed to be married (65.3%). The singles
comprised less than 40% of the study. Among the married, usage of the POS terminals is
understandable because many of them have responsibilities for instance paying school fees
which require transactions using POS machines. On the other hand, the singles have financial
transactions which are less likely to require the usage of the services of the banking agents or the
various merchants who possess POS machines.

4.1.4 Distribution of Highest Academic Qualification

The academic standing of the respondents, determine their overall outlook regarding the usage of
digital financial services. The highest academic qualification was presented in the table below.
The sample was dominated by people who have studied up to the university while those who
were below this level comprised 19.9%. Further, respondents could readily give reliable
information and could easily understand what the questionnaire demanded for since most were

well educated.
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Table 6: Distribution of Highest Academic Qualification

Count Valid Percent Cumulative Percent
Primary 5 2.1 2.1
Secondary 42 17.8 19.9
University 189 80.1 100.0
Total 236 100.0

Source: Primary data

On a related note it could be added that the people who have studied to University are the same

people who are gainfully employed and can be expected to use the financial innovations such as

the POS machines. Additionally, the high numbers of POS adoption by the highly educated be

explained by the fact that they understand the benefits of using new technologies and can

confidently seek out the POS terminals to make sure they tap into these benefits.

4.1.,5 Designation of respondent

The designation of the respondents helps understand the kind of persons who participated in the

study and what they are doing in life.

Table 7: Designation of respondent

Count Valid Percent Cumulative Percent
Student 6 2.5 2.5
Civil Servant 36 15.3 17.8
Private Sector Worker 192 81.4 99.2
Others 2 0.8 100.0
Total 236 100.0

Source: Primary data

The sample was dominated by private sector workers (81.4%). These persons are employed in

ventures that they, in some cases, have initiated by themselves or they are working for other

individuals in the private sector. These workers are those individuals who are mostly working
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and therefore frequently transact at various POS terminals. For the civil Service it can be
expected that this is the group for which salary is usually straight into their accounts and they
normally seek to withdraw it after it has been deposited on their bank accounts. Further, many do
interbank transactions or transactions from their banks to their phones.

4.2  The level of Point of Sale adoption by the Customers.

4.2.1 Frequency of Using Stanbic POS Machines

The frequency, with which these POS machines are used on a weekly basis, was considered as it
shows the viability of these machines for the bank and the possibility that they will become
widespread. The distribution regarding this was presented in the section below

Table 8: Frequency of using POS terminals on a weekly basis.

Count Valid Percent Cumulative Percent
None 37 15.7 15.7
1 - 5times 59 25.0 40.7
6 - 10 times 34 14.4 55.1
11 - 15 times 80 33.9 89.0
Over 15 times 26 11.0 100.0
Total 236 100.0

Source: Primary data

It was evident from the table that most of the respondents from the study use these POS
machines 11 - 15 times in a week. These were the highest respondents and therefore were in the
best position to tell us the real experiences regarding the use of POS Terminal machines. It was
clear that those who have used the machines 06 - 15 times in a week comprised 14.4% of the
sample. Therefore those who used the POS machine more times understood them better and

utilized them for various transactions.
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4.2.2 Average volume of your transaction each time you use POS Terminals

The results in the section below show the volume of transactions which the customers of the
Stanbic Bank undertake in the course of making transactions at the POS terminals.

Table 9: Average volume of Transactions

Count Valid Percent Cumulative Percent
Less than 10,000 12 5.1 5.1
10,001 - 50,000 42 17.8 22.9
50,001 - 100,000 68 28.8 51.7
Over 100,000 114 48.3 100.0
Total 236 100.0

Source: Primary data

The results in table 9 above, show that most of the respondents (48.3%) undertake transactions

that are above 100,000/= and some 51.7% conduct transactions that are less than 100,000/=The

results show that there is still a great need for the bank to promote the use of the POS terminals

so that customers can take on greater transaction volumes. Unfortunately, we don’t have a study

that states the appropriate number of transactions to compare with at least at the time of this

study.

4.2.3 Period of Using Stanbic Point of Sale Terminals

The period for which respondents have used the Stanbic Point of Sale Terminals was explored

using the frequency distributions indicated in the table below.

Table 10: Period of Using Stanbic POS Terminals

Count Valid Percent Cumulative Percent
Less than 1 yr 33 14.0 14.0
1-3yrs 110 46.6 60.6
4-6yrs 72 30.5 91.1
More than 6 yrs 21 8.9 100.0
Total 236 100.0

Source: Primary data
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The greater percentages of the customers have been using these POS Terminals for less than 6
years (91.1%). This great percentage shows that many of these persons have not been using the
POS technology for a long time. Further, 46.6% have used these machines for 1- 3 years. This is
an indication that these machines are not yet so popular among the people and as such, need to
be well advertised and promoted.

4.2.4 Transactions Conducted using the Stanbic Point of Sale Terminals

This section presents the transactions that customers of Stanbic Bank conduct when they visit the
POS terminals. These transactions are individual specific and the individuals conduct them
because these are the transactions which they believe can be executed at these POS terminals.

Table 11: Transactions Conducted using Point of Sale terminals

Count % Of Sample

Fuel Payments 20 8.5
Shopping 36 15.3
School Fees Payments 99 41.9
Bank Deposits 84 35.6
Credit Repayments 10 4.2

Source: Primary data

The results in table 11 showed that most of these respondents visit the POS terminals which
mostly are with banking agents, so as to make payments for school fees (41.9%). On a related
note, some 35.6% revealed that they visit these terminals so as to make some bank deposits. The
deposits could be made to their personal bank accounts or to bank accounts of other persons or

parties.
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4.2.5 Descriptive for the POS Terminal Adoption Perceptions
Means that are closer to 1 or 2 show disagreement with the issue at hand while means that can be
rounded up to a 4 or 5 show agreement with the statement communication. Finally, means that

are closer to 3 it show uncertainty with the issue that is raised in the statement.

The results in the table below show the perception of Point of Sale adoption by Stanbic
customers who use the POS terminal machines.
Examining Perceptions of POS Terminal Adoption

Table 12: Perceptions of POS Terminal Adoption

Using Point Of Sale (POS) Terminals Mean SD
Ul ..speeds up transactions 287 0.35
U2 ...makes transactions more reliable 292 0.30
U3 ...emhances financial security 290 031
U4  ...gives me greater control in banking 292 0.30
US  ...builds my trust in financial institutions 290 0.30
U6 | often look out for agents with POS terminals, so I can deal with them. 289 0.35
U7 | have great confidence in the usage of POS Terminals 291 0.32
U8 | sometimes recommend others to use the POS Terminals 290 031
U9 1 like to use new methods of banking like POS Terminals 283 0.38

Point of Sale adoption by the Customers- Global Construct 289 0.32

Source: Primary data

Generally the results reveal low levels of POS adoption among the customers of Stanbic bank
from the average value of 2.89 and SD 0.32 in the table

It was also evident from the results that the customers of Stanbic Bank have mixed feelings as to
whether the POS machines will make the transactions faster (Mean = 2.87, SD =0.35) or even
more reliable (Mean = 2.92, SD =0.30). This is a pointer to low levels adopting the use of

Stanbic POS Terminals among the clients of the bank. If they doubt the speed and the reliability
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of the transactions when they use these POS terminals then it is unlikely that they will continue
using them given their fears and mixed concerns. It was also evident from the results that the
respondents do not have strong beliefs that the machines will improve the security of their
money and neither do they feel in control of the entire banking transaction when transacting

using these POS machines (Mean = 3.00, SD < 1.00).

Finally it was also noted that the respondents have doubts as to whether the POS machines will
improve the trust that they have in the financial institutions. This was observed from mean which
was less than 4.00. It is therefore no surprise that results indicated that respondents do not always
look out for agents with Stanbic POS terminals so that they can deal with them (Mean = 2.89, SD

< 1.00).

In a world of integrated and online banking systems, it is also possible that these respondents
sometimes look out for agents of other banks who can as well go ahead and finalise transactions
for them especially when the transactions are not bank specific. Issues of competition are
prevalent in the banking industry and Stanbic bank has to work out strategies to endure the
competition that other banks have put up as a result of having POS machines as well which could

have their own advantages relative to those that Stanbic Bank has.

Another element related to trust had to do with confidence that users have in the use of the POS
machines. The results showed that there are unsatisfactory levels of confidence in usage of the
POS terminals. It was therefore not surprising that they rarely recommend others to use these
POS terminals at least from the results of the mean and the standard deviation which showed that
they don't strongly agree to this issue (Mean ~ 2.90, SD < 1.00). . Finally, the study noted that
respondents are not such great enthusiasts of trying out new methods of banking especially the

digital means that have been introduced over the last few years like the POS machines or
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terminals. From the mean of 2.83 and a SD of 0.38, we note that low level of POS adoption
among Stanbic customers are likely to prevail unless something is done.

4.3  The challenges of Point of Sale adoption by the Customers

With the low levels of adoption of POS, the second set of findings was presented so as to
examine the challenges faced by customers of Stanbic bank in using the POS terminals of this
bank in Uganda. The results were also presented using means and standard deviation as well.

Table 13: Challenges of POS Terminal adoption by the Customers

Mean SD

C1 | fear using Point of Sale terminals because hackers can access my credit 426 0.79
information.

C2 | am not aware that Point of Sale terminals exist at all in my area 422 0.88

C3 I avoid the charges that come with using Point of Sale terminals. 421 0.85

C4 | prefer going to the ATM s to first withdraw physical cash than using POS 414 0.85
machines
C5 I sometimes don’t find network when I want to use Point of Sale terminals. 423 0.78

Challenges of POS Terminal Adoption among customers-- Global Construct  4.21  0.83

Source: Primary data

It was clear from the results in table 13 that respondents have some fear of using these POS
terminal machines especially when they hear from friends, loved ones and others in society or
even the media, that sometimes hackers can access their information regarding the financial
transactions especially when they use these terminals (Mean = 4.26, SD = 0.79). This is a fear
that is hard to stamp out from the hearts of the customers unless the bank does something that is

truly convincing that the information about the customers is very safe.

It was also evident that customers many times don’t even know where the Stanbic POS terminals

are located in their areas (Mean ~ 4.00, SD < 1.00). They are not informed when these POS
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machines are introduced and therefore using them becomes very difficult because in the first

place they don't know whether they exist at all in their neighborhood.

A related challenge that Stanbic bank is facing is that customers have over the years been using
ATM machines to withdraw, deposit or even for other transactions such as financial statements
and transfer funds. So introduction and adoption of the POS machines is facing competition from

within the bank itself and yet the bank is not planning to withdraw ATMs from the community.

Finally, challenges in this study had to do with network (Mean = 4.23, SD = 0.78). Many times
customers find that the network is off at these POS terminals and as such, the operators tell them
that they cannot do any transactions because their network is off and it's not a one-off, or
something that happens once in a month but something that is so frequent and is now

characteristic of these Stanbic POS terminal.

Qualitative results

The qualitative results from the unstructured questionnaire items, revealed a number of pressing
challenges and these were presented in the section indicated below.

POS accessibility Challenges. The Stanbic customers revealed that they face challenges with
accessing the POS terminal services. As such, they often move long distances before they can
access these services. Some have to travel long distances before they can actually access these
services. It was also revealed that the POS terminals are mainly located in the town areas and this
makes it even harder to access them especially when one lives in the rural areas.

Network Challenges: Further, there were challenges that were noted to occur as a result of the
network which is often unreliable and renders the POS terminals unusable. This makes them

very hard to work with and the visit to these can then be very frustrating. And as a result these
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customers walk to the banking halls to do these transactions which would be completed at POS
terminals.

Queuing: This was another notable challenge from the unstructured items and the respondents
reported that there are normally long queues at the POS terminals, which makes the attempt to
use them, very time consuming. To the customers, it makes it a very bad experience which can
result into negative word of mouth for these persons.

4.4  The strategies the bank should adopt to improve POS adoption amongst customers.

The strategies the bank should adopt to improve POS adoption amongst customers.

Table 14: Strategies for Improving POS adoption

Using Point Of Sale (POS) Terminals, can be improved by Mean SD
S1 ...Promoting knowledge about them among the people. 3.85 0.82
S2 ...Building trust among the people about them 3.83 0.85
S3 ...Explaining their benefits to the people. 3.84 0.80
S4 ...Improving their availability in various towns 3.86 0.95
S5 ...Training more people who have to operate them 352 0.76

Strategies for Adoption of POS Terminals-Global Construct 3.78 0.83

Source: Primary data

Among the strategies that were raised in this study (from table 14), respondents pointed out that
it is quite important that the bank takes steps to promote knowledge about the POS terminals in
the communities. This should involve promoting knowledge about these POS terminals and build

confidence among the potential and existing customers.

Building awareness among the members shall create awareness among the customers who will in
turn use these POS terminals more and more. These campaigns to promote knowledge will also
help address questions that clients have as well as their fears and concerns about the POS

terminals.
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Promotion of awareness about the POS machines will enable clients to build trust about usage of
these terminals. In that way they will also be able to explain or to understand the benefits that

these terminals offer to the banking populations.

Another strategy that was raised was to improve the availability of terminals and agents of the
bank in various areas. It is clear that while many other agents are available in many of the towns;
it becomes hard to trace one that really has a Stanbic POS machine specifically. This makes it
very cumbersome if someone is going to use these machines and they simply have to begin by

looking out for them, wasting much valuable time.

A final strategy raised in this study had to do with training agents and merchants. When they are
trained and efficient, they can easily delight the customers. In turn, these customers will
introduce and interest other people to the use of Stanbic POS terminals. However if the agents
and merchants are not efficiently trained or if they are simply incompetent, then customers who
are already dissatisfied, are likely to spread that negative word of mouth about the Stanbic POS

terminals that the bank is trying so hard to promote.

Responses from unstructured questionnaire items further revealed that there is a need for Stanbic
bank to improve the accessibility of the POS terminals. The bank should do this by bringing POS
machines closer to the people in the various areas in the country so that they don’t have to trek
long distances. Alternatively, the bank was advised to put agents in the various areas where it
may not be very economical to make set up much infrastructure for the use of the POS technical

items.

The findings further revealed that there is a need for the bank to improve the internet coverage
which is used by these POS terminals. The bank can do this by making strategic partnerships

with the Telecommunications companies so that the POS terminal machines can operate well.
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This will improve customer satisfaction and also the dependability of the services at least from
the perspective of the customers that are being served by the bank especially through the POS

machines.
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CHAPTER FIVE

DISCUSSIONS, CONCLUSIONS AND RECOMMENDATIONS
5.0 Introduction
This chapter contains a discussion of findings that were observed in the previous chapter as well
as conclusions, recommendations and areas for further research. All necessary measures were
taken to make sure that the discussion helps position the findings of this study in the wide body
of research that has been conducted over the years by scholars in the area of technology adoption
in banking especially with regard to the Point of Sale terminals. For this study, extra effort was
taken so as to make use of relatively recent scholarly works of various scholars in the area of
banking technology adoption. The chapter further presents the conclusions, recommendations
and areas for further research. Finally the chapter concludes with the limitations of the study.
5.1  The level of Point of Sale adoption by the customers of Stanbic Bank Uganda.
Senior management in most banks, both in the developing and the developed economies, are
constantly seeking ways to update the creativity in offering services to their clients by exploiting
the banking technologies available in their times such as the Point of Sale terminal approaches
(Safeena and Kammani, 2018). However, among the less developed economies such as Uganda,

this dream is far from being attained as observed from the research results of this study.

Among the sampled customers of the bank, only 11.0% are using them over 15 times in a week
and at the same time, among these users the majority have transactions that are less than
100,000/= when they visit these machines. These findings could be attributed to the fact that the
customers are not so sure about conducting big volume transactions using the POS machines.
Trust issues here come into play and at the same time, customers need to overcome challenges
associated with ignorance about the full potential of the POS terminal units. Notably, a number

of the customers have been using these machines for only 1 — 3 years. This could be linked to
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limited knowledge about these machines or the limited promotion that the bank has taken into
account to make sure that the customers get to know about these machines. This scenario can be
contrasted with the works of

(Shankar and Jebarajakirthy, 2019) who show that when customers don’t diligently take up the
technologies such as the POS terminals in the banking industry, then they are missing out on the
benefits that these technologies offer such as the convenience, saving time and making use of a

cost effective means to access internet and mobile banking services.

Various scholars, who have explored the use of internet banking technologies such as the POS
terminals, suggest that factors such as the limited information access and education levels about
a product in the banking sector can be blamed for the failure of the customers to access some
services. Nacem (2019) has shown that this is more so when the customers don’t have adequate
reference about the banking services that are available on the POS terminals. In this study, those
who use these machines, were known to have been using them for fuel payments, shopping,
paying school fees, making bank deposits and repayment of credit. The chief use of these the
POS terminals was the school fees payments. It is also worth noting that in today’s competitive
financial service sector, even bank customers have many options to use for instance the use of
the Telecom financial services for paying school fees so banks have to compete with these as
well. The means and the standard deviations also showed that the customers have issues to do

with trust, speed and security when using the Point of Sale Terminals.

5.2  The challenges of Point of Sale adoption by the Customers
A number of challenges were noted to be associated with the usage of the Point of Sale
Terminals. These challenges are endured by the customers and to the disadvantage of the bank;

the customers may not communicate these challenges to the bank management and they will
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never understand how to improve the adoption of these POS terminals among her clientele.
Naeem (2019), one of the scholars on internet banking, suggests that service providers in the
banking industry, should be more diligent today to find out the experiences of their customers
who use their technologies such as the Point of Sale terminals since the customers have many

physical and online advisers about any single service that they have to access in life.

It is upon the banks therefore to ensure that factors such as the ease of use and the benefits of the
Point of Sale Terminals are far more profound than the challenges that are characteristic of using
these technologies (Marakarkandy et al., 2017). These findings are also supported by the works
of scholars who argue that once there are adequate benefits that customers find in using the POS
terminals, then these tend to outshine the challenges which should constantly be dealt with by the

management of the bank (Safeena and Kammani, 2018).

Among the challenges that hinder adoption seriously, the research findings revealed that the
challenges are expressed in the form of issues like customer fears or concerns that the customer
transactions are not so safe when they use the POS machines, drastically affecting the number of
the persons who use these POS terminals for their transactions. Other challenges observed were;
the lack of a network when the individuals need to conduct the financial transactions with these
POS machines. Another serious challenge was the lack of understanding among these customers
about the whereabouts of the POS terminals in their area, making it impossible for these persons
to even access them since there is limited knowledge about these machines. The banking
institutions should therefore, in light of their POS terminal offerings, ensure that they reach out
to the customers using all the available channels so that the customers are not left to speak out to

a very ignorant public about the challenges they encounter when using POS terminals. If this is
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unchecked, it will only develop negative opinions about the bank offering in the perception of
the public (Mugadas et al., 2017).

5.3  The strategies the bank should adopt to improve POS adoption amongst customers.
Different strategies were raised which can be used to improve the adoption and use of the POS
machines in the banking industry and more so with reference to Stanbic bank. The results show
that there’s a need for interventions such as creating awareness among the customers so that they
can easily understand the benefits of using these terminals. (Lorenz and Buhtz, 2017) have
shown that in today’s world, with the advent of the internet technologies, social networking
platforms and other offerings from the telecommunications service providers, it is quite
important that banks reach out to customers using these avenues so as to create awareness about
their new products and technologies such as the POS terminals. This notion is supported by other

scholars such as Aslam et al., (2018).

The awareness shall not only help the existing customers but also the other persons out there in
the public who are potential customers of POS terminals. Having built awareness, there is a need
to improve issues that are related to trust in the usage of these POS terminals. Ali and Naeem,
(2019) have revealed that when dealing with customer trust especially in the service industry,
service providers such as banks have to maintain a listening ear to the customer concerns so that
they can be able to tailor their product and service offerings to suit the needs of their very vital

stakeholders- the customers.

If the masses to whom these POS terminals are being promoted, do not have much trust and
confidence in the same, it is unlikely that they will use them immensely or even spread a positive

word of mouth about the same. Another strategy identified in the findings was the commitment
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of the bank to train the operators who in turn train the users of these POS terminals so that they

can use them to the satisfaction of the clientele.

Naeem (2020), showed that the ideal strategies in the developing country to improve the
adoption of internet banking solutions such as the POS terminals, cannot overlook elements such
as the skilling of persons manning the technologies, enhancing the security of both the service
providers and the customers as they come and go from the service points, as well as the availing
of information about the POS terminals using all the available platforms which can cheaply be
accessed. Among these the Banks in the developing countries can use text messages, billboards
and social media platforms so that the customers are not lacking any information about the newly
introduced products. These views were earlier supported by the works of scholar such as Ali and
Naeem (2019).

Safeena and Kammani (2018) also suggested ways how the technologies of banking such as the
POS terminals, can readily be used to improve the adoption among rural and urban communities.
Among these strategies, these scholars suggest that there is a need to improve the internet
infrastructure because today’s banking technologies is using the World Wide Web as a back
bone to improve the customer service experience.

5.4  Conclusions

Conclusions in this case highlight the most important points that are worth putting into
consideration for the Stanbic Bank to improve the adoption of POS terminals in the process of
offering banking services. The following conclusions can be drawn from the findings that were

identified in the previous chapter;

There is limited knowledge among the customers about the scope of the services that can be

offered by agents using POS terminal points especially those that are offering agency banking to
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the Stanbic Bank Customers in Uganda. This means that these customers can only seek a limited

number of offers from these POS terminal agents.

The bank faces a challenge of identifying suitable agents and who will in turn pinpoint suitable
persons to work on the machines having provided them with adequate training. This is crucial for
the success of POS terminal usage. The persons identified by the agents should be very
trustworthy and honest persons who will not tarnish the reputation of the bank. Their honesty

will ensure that there is truthfulness in the course of conducting the customer transactions.

The bank has a challenge of setting up and maintaining the necessary technology infrastructure,
such as Point-Of-Sale devices and ensuring connectivity though this can be challenging in
remote and underserved areas which have very limited promise of business viability and internet
connectivity. Identifying such areas will however, give Stanbic Bank an edge with her POS

machines in the financial services sector.

Customers are concerned about the security of their transactions when using POS terminals.
Sometimes some agents expose customer transactions and there is a risk attached to that in so
much that customers should not be blamed for holding such fears. Agents need to be well-
informed about the most practical ways of avoiding thefts, hacking and ensuring customer data
protection so as to minimize the risk of loss on both the side of customers and the agents

themselves.

Educating the Stanbic bank customers is another important element that should not be
overlooked. The customer base if very ignorant about the services offered on these POS

terminals, will continue to avoid them, line up at the banking halls even when in their own areas,

42



they could have accessed the services that they are seeking from the banking halls. This calls for

eliminating ignorance and the fears associated with the use of the POS terminals.

Building trust on the side of the customers will enable them to fully embrace the POS terminal
service and they will be in a better position to spread the news to others who might not be using
it at the time. This shall help Stanbic bank to readily spread out the services of the POS terminals

since the people will be helping the bank run the marketing campaign at literally no cost.

Banking agents or merchants using these Stanbic POS terminals should be educated on how to
ensure their own security as well as that of the heavy volumes of cash that they hold at hand to
serve customers. The banking agents using the POS terminals have a challenge of managing two
things, the security of their own resources as well as that of the people that they serve.

55  Recommendations

The recommendations highlight the action points that should be employed by Stanbic bank to

improve the adoption of Point of Sale terminals.

There is a need to build awareness among the Stanbic Bank Customers about the usage and
availability of the POS terminals in their areas. Many times the customers don’t know where
they can access these POS terminals however, if the bank can design flyers which show the maps
of the nearest POS terminals in the various areas around the country or specific districts, then the
customers may not even walk to the bank for some basic services which can be done at the POS

agents.

The need to build trust and confidence among the customers is all so needful. The bank
management should therefore install a toll free line that is available for dealing with issues that

relate to merchants, agents and the POS terminals. This toll free line should have banking experts
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who can help resolve complaints, erroneous transactions and suspected fraud. The banking
personnel should be able to act in a timely approach when customers raise issues over the POS

terminals.

Stanbic Bank is hereby called upon to ensure that there are agents with the POS terminals who
can operate 24 hours a week so as to increase the span of time for which customers are served.
This shall enable the bank to serve the customers longer, improve revenues and serve as a

dependable example as to what technology can do in the provision of banking services.

A manual guide should be written so that the operators at the POS terminals can readily refer to
this writing and not have to call the customer service of the bank all the time over simple error
messages that the machine may return. The manual guides should be translated to the local
languages as well so that these operators and customers can understand them better and use them

more effectively.

The concerned departments and units of the bank which are directly responsible for the
operations of the POS Terminals should seek to understand the weaknesses of the POS terminals.
These may relate to durability, battery strengths and ease of use. When the concerned Stanbic
bank management finds out these items, they should then seek to address them by raising them to
the hardware suppliers. This shall make the POS Terminals more effective and more reliable.

5.6  Areas for further research

Areas for further research show what should be taken into account if we are to improve research

and understanding in the area of technological adoption especially with respect to Stanbic Bank.

There is a need to identify how best to integrate the services of the POS machines with the
constantly changing financial Technologies such as the mobile money transfers and online
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banking Systems. The mobile phone companies in this case should be consulted and the bank
investigates the possibilities of for instance sending money using the POS machines from the

accounts to the Mobile money wallets.

There is a need to further investigate the possibilities of improving the security of the POS
machines so that people can continue trusting and having the confidence in the services offered
using these devices. In an era of hacking and online fraudsters, research on the usage of POS

terminals should venture into examining ways of curbing theft by hackers and fraudsters.

More research could also be done in other contexts to ascertain whether the identified challenges
and strategies exist in other countries in order to gain a global insight of how to solve the POS
adoption issue.
5.7  Study Limitations
Every research study has its limitations this study was not excluded. The study had the following
limitations
i.  First and foremost, some respondents were not willing to provide information because of
being suspicious of where the information would be taken.
ii.  Some respondents delayed to return the questionnaires which affected the researchers
planned time to analyze this study.
iii. Finally, the study was conducted only in Kampala, and other districts of the country

were not considered so generalizing the findings to the other areas might be challenging.
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Appendix 1- Instrument
MAKERERE UNIVERSITY

Dear Respondents,

As partial fulfillment of the requirements for the award of Master of Business Administration of
Makerere University, am conducting a study to “An examination of the level of adoption of
point-of-sale terminals by customers of Stanbic Bank Uganda”. | request you to spare a few
minutes off your busy schedules to fill this questionnaire to enable me accomplish this task. Your
honest and sincere responses are highly appreciated and will be treated with utmost
confidentiality. For more information, contact me. | thank you for your cooperation.

NB: Point-of-Sale terminals are gadgets issued by banks to their agents and merchants to make
transactions such as paying for goods and services like shopping and making school fees
payments.

Section A: Background Information (Please tick the appropriate answer represented by the
number below it)

1. Gender of respondent
Male Female
1 2

2. Age of respondent
18 —25yrs 26 — 33 yrs 34 — 41 yrs Over 41 yrs
1 2 3 4

3. Marital Status
Single Married
1 2

4. What is your highest academic qualification?
Never been to School Primary  Secondary  University
1 2 3 4

5. Designation of respondent

Student Self- Civil Work with Private Other
Employed Servant Sector (Please specify)
1 2 3 4

The sections below show the alternative responses and the number assigned representing each
response. The responses are presented in the Likert scale ranging from; 5 - strongly agree, 4 -
agree, 3 — somehow agree, 2 — disagree, and 1- strongly disagree. Please evaluate the statement
by ticking in the box the number that best suits your response.
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Section B: The Level of Point Of Sale Adoption by the Customers of Stanbic Bank Uganda.

B1- How often do you use Stanbic Point of Sale terminals instituted by Stanbic Bank per week?

None 1-5times 6 —-10times 11— 15times Over 15 times
1 2 3 4 5

B2-What is the average volume of your transaction each time you use Point of Sale
Terminals (In UGX)?
Less than 10,000 10,001-50,000 50,001-100,000 Over 100,000
1 2 3 4

B3-Please indicate how long you have used Stanbic Point of Sale Terminals
Less than 1 yr 1-3yrs 4 -6yrs More than 6 yrs
1 2 3 4

B4-.What transactions do you conduct using these Point of Sale terminals?
Fuel Payments Shopping School Fees Payments Others (Please Specify)

1 2 3 4

The following section aims at establishing your perceptions about using the Point of Sale
Terminals. Evaluate each statement and tick in the appropriate box using the following scale
where

1= Strongly Disagree (SD), 2= Disagree (D), 3= Not Sure (NS), 4= Agree (A), 5= Strongly
Agree (SA).

Using Point Of Sale (POS) Terminals, Strongly | Disagree | Not | Agree | Strongly
Disagree Sure Agree

1 | ...speeds up transactions. 1 2 3 4 5

2 | ...makes transactions more reliable. . 1 2 3 4 5

3 | ...enhances financial security. 1 2 3 4 5

4 | ...gives me greater control in banking 1 2 3 4 5

5 | ...builds my trust in financial institutions 1 2 3 4 5
Behavioral Inclination for using POS Terminal machines

6 | I often look out for agents with POS terminals, 1 2 3 4 5
so | can deal with them.

7 |1 have great confidence in the usage of POS 1 2 3 4 5
Terminals

8 | | sometimes recommend others to use the POS 1 2 3 4 5
Terminals

9 |1 like to use new methods of banking like POS 1 2 3 4 5
Terminals
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SECTION C: Challenges of Point Of Sale Adoption by the Customers of Stanbic Bank

Uganda

B1- This section is about challenges of POS adoption by the customers of Stanbic Bank Uganda;
please rate your degree of agreement on the statements below using a scale of 5(Strongly Agree),
4(Agree), 3(Not sure), 2(Disagree) and 1(Strongly Disagree).

What is the most serious challenge you faced as a customer in the usage of Pont of Sale terminals

of Stanbic Bank Uganda other than the ones mentioned above.

The following section aims at establishing challenges in adoption of Point of Sale (POS)
Terminals. Evaluate each statement and tick in the appropriate box using the following scale

where

Using Point Of Sale (POS) Terminals, Strongly | Disagree | Not | Agree | Strongly
Disagree Sure Agree

1 || fear using Point of Sale terminals because 1 2 3 4 5
hackers can access my credit information.

2 | | am not aware that Point of Sale terminals exist 1 2 3 4 5
at all in my area

3 | | avoid the charges that come with using Point 1 2 3 4 5
of Sale terminals.

4 || prefer going to the ATMs to first withdraw 1 2 3 4 5
physical cash than using POS machines

5 | I sometimes don’t find network when I want to 1 2 3 4 5
use Point of Sale terminals.

SECTION C: The Strategies for Improving POS Adoption among the Customers of

Stanbic Bank Uganda

In your view, what can be done to improve Point of Sale adoption among customers of Stanbic

BanK Uganda?...........ccveiiiiiie ettt sttt naennn

Evaluate each statement and tick in the appropriate box using the following scale where

Using Point Of Sale (POS) Terminals, can be | Strongly | Disagree | Not | Agree | Strongly
improved by Disagree Sure Agree
1 | ...Promoting knowledge about them among the 1 2 3 4 5
people.
2 | ...Building trust among the people about them 1 2 3 4 5
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...Explaining their benefits to the people. 1

...Improving their availability in various towns. 1

... Training more staff who have to use them. 1

Thank you for your cooperation
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