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Abstract The aim of this paper is to analyse the users’ acceptance of mobile

payment on social networks. Although social networks and mobile-related tech-

nology are widely accepted by society, mobile payment is not among the most

widely used mobile services. In order to analyse the level of acceptance of this

technology, as well as the factors that determine its use by the consumers, we have

introduced a modification of the classical technological acceptance model, including

risk as a variable—given its relevance in the field. The empirical results show a

particular support for the effects of external influences, of usefulness and, to a lesser

extent, of risk. Our research has several implications for companies, by focusing on

consumers’ intention of using these services.

Keywords Mobile payment � Social media � Technological acceptance

model � Intention to use

Introduction

The fast adoption of mobile technology and virtual social networks (VSN) as key

parts of the New Information and Communications Technologies (NICTs) in our

society in recent years has had repercussions in terms of profitability, productivity,

competitiveness and economic growth, both at the company level and the national
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level in some countries (Dehning and Stratopoulos 2003; Lafuente 2005; Cotec

Foundation 2011).

According to the Annual Report of the Spanish Telecommunications Market

Commission (2012), the Spanish mobile telephone market has 55.9 million mobile

telephone lines, compared to 19.3 million landline telephone lines. These data result

in 123.7 lines for every 100 inhabitants, while according to the data of the Spanish

Household Panel for the year 2009, this ratio stood at 109.7 lines, compared to 59.9

lines in 2000. In percentage terms, there has been an increase of 12.76 % since last

year and of 106.51 % since the beginning of the new millennium.

Today, mobile communications are being driven by different factors (Buellingen

and Woerter 2004): first of all, the social trends that determine the ways of

communication in the private and public sphere, as well as the possibility to

personalize services; second, the technology transfer, which enables not only voice

transmission but also access to Internet protocols, encouraging market growth,

competition and international competition between companies; lastly, the economic

factors such as cost reduction and price adjustment, which increase the use of this

type of mechanisms.

According to the reports published by Morgan Stanley (2009) and Multi-sector

Business Association of Electronic, Information and Communications Technolo-

gies, Telecommunications and Digital Content Companies and Accenture (2011),

the Mobile Internet market exceeds 800 million users and it is estimated to have a

turnover of around $120 billion in 2014.

According to Multi-sector Business Association of Electronic, Information and

Communications Technologies, Telecommunications and Digital Content Compa-

nies and Accenture (2011), the primary uses of mobile Internet are: sending and

receiving electronic mails on/from mobile phones (74 %), sending and receiving

electronic mails through an email provider’s website (72 %), access weather

forecasting (68 %), access online communities (68 %), route searching (67 % on

average), news reading (66 %), instant messaging (64 %), video downloading or

viewing (61 %), location services (56 %) and downloading of programs and

applications (55 %).

In the same line, Antevenio’s study (2010) about mobile navigation trends

analyse, practically all Internet users have mobile phones equipped with a high-

speed connection, although only 43 % of them have a data transfer fee.

Furthermore, 64 % of mobile Internet users are intensive users (daily or weekly

access). Regardless of users’ profile, email reading is the main use of mobile

Internet (69 %), followed by navigation (60 %), access to social networks (43 %),

and downloading of content (25 %).

In its last Annual Report on Digital Content in Spain (2011), the National

Observatory of the Telecommunications and Information Society (2012) estimates

that 41.6 % of the population uses VSNs regularly. This figure reaches 55.6 % if

only Internet users are considered. Besides, these figures are higher in the

Interactive Advertising Bureau Spain y Elogia (2011) about Social Networks on the

Internet, which reveals that 75 % of Internet users are also social network users.

According to this report and Sanz-Blas et al. (2013), there has been a 44 % increase

during the last 2 years, when the penetration rate has risen from 51 % in 2009 to
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75 % in 2011, with Facebook reaching a penetration rate of almost 100 % among

sample users (aged 18–55).

In Spain’s case, according to National Observatory of the Telecommunications

and Information Society (2011), 15.2 % of Internet users made some type of

purchase on their mobile phone in 2010, slightly more than in 2009. However, there

is a significant leap between mobile technology and conventional Internet as a

means of purchase, in spite of the advantages offered by mobile commerce

compared to e-commerce, such as: ubiquity (it enables virtual transactions anytime

and anywhere), localisation (the mobile phone is a means of communication and

trading which moves along with the consumer, enabling the adaptation of products

and services depending on their location), convenience (the mobile phone

maximizes flexibility and adapts to consumers’ schedule and needs), and

customisation (the mobile phone is generally a tool for personal use, so the

individual is the target market) (Antevenio 2010; Glajchen 2011; San Martı́n

Gutiérrez and López Catalán 2012; Gil-Pechuán and Conesa-Garcı́a 2013).

In this paper, we analyse mobile payments, which according to Weber and

Darbellay (2010) and Liébana-Cabanillas (2012) refer to individual or business

activities involving an electronic device with connection to a mobile network, which

enables the successful completion of an economic transaction. In the present case,

we will analyse a mobile payment system which uses the SMS as a confirmation of

the transaction completed. Our research is structured around six sections. Following

this introduction, we will analyse the existing payment systems establishing the ones

that are used more commonly. The ‘Technology acceptance model in mobile

payment systems: research hypotheses’ and ‘Methodology’ sections explain the

hypotheses and the methodology that stand at the basis of our research. In the

‘Results’ section, we analyse the results obtained and we sum up by reviewing the

conclusions, limitations, and implications of the study.

Payment systems in new electronic environments: mobile payment

The new payment systems are a result of ICT developments in the field of economic

transactions between companies and their customers. In particular, they have

emerged as a way of solving certain problems related to cash handling (Tamayo

1999), such as: (1) the need to reduce the cost of money and existing payment

systems; (2) ensuring flexibility for minor purchases and instant payments; (3)

increasing security and protection against fraud and other forms of crime; (4) the

appearance of e-commerce on the Internet and online payments.

According to a Report by B2C Electronic Commerce of the National Observatory

of the Telecommunications and Information Society (2012), the main payment tool

for online purchases in Spain is by credit card (64.6 %), followed far behind by cash

on delivery (COD) payment and bank transfer (13.6 and 9.2 %, respectively);

however, new payment options have appeared and gained ground in recent years,

such as prepaid cards, PayPal and even mobile payment. Although these systems are

not very widespread at the moment, they will become important rivals to traditional

payment systems.
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Mobile payment is considered by many experts as one of the applications with

the greatest potential in this sector, as the future ‘‘star’’ or ‘‘killer’’ application in

mobile communications (Hu et al. 2008). Accordingly, mobile payment can be

defined as any type of individual or business activity involving an electronic device

with connection to a mobile network enabling the successful completion of an

economic transaction (Liébana-Cabanillas 2012). Therefore, it consists mainly in

the completion of payments and transactions between two parties, in a fast,

convenient, safe and simple manner, at any time and from any place through a

mobile terminal. This payment system presents several advantages for companies

and users when compared to alternative payment systems in e-commerce (point of

sale). Significant advantages for companies and vendors include (among others):

increased versatility, considering the large number of existing mobile phones, faster

transactions, greater convenience, time-saving, and lower costs (lower discount

rates), etc. On the other hand, users experience safer interactions for economic

transactions thanks to GSM, UMTS technologies and SIM cards, which permit

better encryption of transaction data, thus improving reliability and reducing wait

times and errors (San Martı́n Gutiérrez and López Catalán 2010), among others.

Mobile payments can be classified according to three main criteria: the type of

service, the technology used and the purpose (Innopay 2009). Regarding the type of

service, the most usual ones are mobile ticketing for shows, mobile parking, mobile

remittances and mobile payment at the point of sale.

Depending on the different payment technologies used on mobile phones,

different payment systems can appear, particularly payment by short message

service (SMS), payments through Wireless Application Protocol applications

(WAP), contactless payments (NFC—Near Field Communication), Unstructured

Supplementary Service Data based payments (USSD) and also payment through the

voice recognition technology.

Finally, it is also possible to classify the tools depending on the purpose.

Therefore, m-payment refers to the completion of payment for a given purchase; the

m-order manages mobile purchase orders; m-banking refers to the access to

electronic banking on the mobile phone; m-delivery or delivery on the mobile phone

of the purchased services; and m-contract or mobile hiring of services.

Our research study is focused on a payment system which uses sms as a

technology to complete the payment.

Technology acceptance model in mobile payment systems: research hypotheses

Several models have been used so far to measure technology acceptance. In this

study, we will use Davis et al.’s (1989) TAM, as it is the most commonly used

model in the scientific literature (Wei et al. 2011) concerning the adoption of mobile

business services (see Fig. 1), as well as some modifications due to the environment

in which the research is conducted.

This model has been used in many fields to predict the acceptance and use of new

technologies such as the Internet (Moon and Kim 2001), the electronic commerce

(Gefen and Straub 2000), the mobile Internet (Cheong and Park 2005), the use of
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online services (Chau and Lai 2003), the mobile services (Troshani and Rao 2008),

the online payments (He and Mykytyn 2007), the mobile banking (Chung and Kwon

2009), the 3G services (Kuo and Yen 2009), the mobile payments (Swilley 2010)

among others.

The main modification we have introduced in the TAM is the integration of the

‘perceived risk’ variable. Many authors establish different dimensions for risk

perception (Herrero 2005; Muñoz 2008; Luo et al. 2010) in the environments of

electronic payment systems: performance risk or functional risk, financial risk,

temporary risk, psychological risk, social risk, privacy risk and general risk.

However, for this research, we have used a one-dimensional scale to measure this

construct, derived from the adaptations made by Muñoz (2008) to Wakefield and

Whitten scale (2006), initially Jarvenpaa et al. scale (2000), although adapted to our

particular case. Besides, we have included a second-order construct that we called

‘external influences’, based on the classic variables of ‘social image’ and ‘subjective

norms’ as antecedents of the ease of use, attitude and intention.

External influences

According to the scientific literature, social image and subjective norms are the two

classic variables used in TAMs and its later adaptations (Venkatesh and Bala 2008).

Specifically, Goffman (1967) defines social image as a ‘desired social value that

each person creates through interaction with others’. On the other hand, subjective

norms are defined as ‘the degree with which an individual perceives that people who

are important to them think they should or shouldn’t use a certain system or perform

a certain action, etc’ (Venkatesh and Bala 2008).

In our research, on the acceptance of a new mobile payment system (appearing in

virtual social networks, VSN), users may experience a feeling of uncertainty

regarding the consequences of use and, therefore, may opt for the possibility of

consulting opinions and experiences from other users through social networks,

adding social image to subjective norms, and leading to a new second-order factor

(Del Barrio and Luque 2012). Lu et al. (2005) discuss the relationship of TAM-

related studies and incorporating this approach into their models, with certain

empirical support (e.g. Agarwal and Karahanna 2000; Venkatesh et al. 2003), and

therefore consider social influences equivalent to subjective norms in the TRA,

Ease of Use

Usefulness

Attitude
External
Variables Intention to Use

Fig. 1 Technology acceptance model (Davis et al. 1989)
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formulating this factor based on other people’s opinions and environmental

influences.

Therefore, in our VSN environment, there is a conceptual relationship between

social image and subjective norms—on the one hand, as a desired social value, and

on the other hand, as an influence of the social environment of those who use the

new payment system. In our case, we have decided to implement a second-order

factor, covering both variables (influence and social image/subjective norms), which

we will call ‘external influences’. For this reason, we propose the following research

questions:

RQ1 External influences have a positive effect on the ease of use the new mobile

payment system.

RQ2 External influences have a positive effect on the perceived usefulness of the

new mobile payment system.

Apart from the classic relationships, we have detected the theoretical existence of

a relationship between social image and intention (Venkatesh et al. 2003; Shin

2007; Lu et al. 2008) and between subjective norms and intention (Venkatesh and

Bala 2008; Glass and Li 2010), which is why we propose the following research

hypothesis:

H1 External influences have a positive effect on the intention to use the new

mobile payment system.

Ease of use of the new mobile payment system

The ease of use is an individual’s perception that using a certain system will be free

of effort or simply easy to accomplish (Davis 1989; Taylor and Todd 1995).

Sánchez Franco et al. (2007) and Fadil (2009), among others, confirm that the ease

of use perceived by the user has a positive impact on the usefulness and attitude

shown by the user. On the basis of this approach, we propose the following

hypotheses:

H2 The ease of use of the proposed mobile payment system has a positive effect

on users’ attitude towards it.

H3 The ease of use of the proposed mobile payment system has a positive effect

on its perceived usefulness.

Usefulness of the new mobile payment system

The TAM also proposes that perceived usefulness is a fundamental precedent of

users’ attitude towards the intention of use (Davis 1989). Various researches have

demonstrated how usefulness is directly related to attitude, as well as the intention

of use. Along these lines, there is significant research on the use of social networks

(Hossain and de Silva 2009), Travel 2.0 tools (Muñoz-Leiva et al. 2012), mobile

Internet (Cheong and Park 2005) and mobile services (Kargin and Basoglu 2006),

among others. We therefore propose the following hypotheses:
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H4 Perceived usefulness has a positive effect on users’ attitude towards the

proposed mobile payment system.

H5 Perceived usefulness has a positive effect on the intention to use of the

proposed mobile payment system.

Attitude towards the new mobile payment system

On a different note, the relationship between attitude towards technological

innovation and the intention of use has been empirically supported by research in

different fields of study, such as using an information system (Bhattacherjee and

Premkumar 2004), the intention of online auctions (Huang et al. 2011) and mobile

payment systems (Schierz et al. 2010), etc. We therefore propose the following

hypothesis:

H6 Users’ attitude towards using the proposed mobile payment system has a

positive effect on their intention to use it.

Perceived risk of the new mobile payment system

Finally, as mentioned previously, different research studies have revealed that the

perceived risk has a negative influence on attitude (Teo and Liu 2007; Hsu et al.

2011) and, of course, on the intention to use (Lorenzo Romero et al. 2011;

Kesharwani and Bisht 2012; Lee and Song 2013). Miyazaki and Fernandez (2001)

state that the online purchase rate is negatively related to risk perception.

Considering these circumstances, we propose the following hypotheses:

H7 The perceived risk of the proposed mobile payment system has a negative

effect on users’ attitude towards it.

H8 The perceived risk of the proposed mobile payment system has a negative

effect on users’ intention to use it.

Ease of Use

Usefulness

Attitude

Social 
Influences

Subjective
Norms

External
Influences

QR1

H1

QR2

H4

H2

H5

H3

H6

Intention to Use

Perceived
Risk

H7 H8

Fig. 2 Proposed model
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The final proposed model is summarized in Fig. 2.

Methodology

Our research involved a national panel of Internet users with profiles on social

networks that navigate through an experimental scenario of a Facebook profile, where

they watch a video that explains the proposed new payment system. The payment

system is called Zong, which permits the purchase of multiple physical and online

content using a mobile device, through a very simple procedure that allows to process

payment for purchases in different formats (Internet, social networks, television and

even POS). This payment can be diverted to the user’s telephone bill or a linked bank

card at the time of service activation. Its highest level of activity is among the payment

systems on Facebook and online games platforms, as well as on shopping websites. In

the present case, we have selected a real web environment adapted to the requisites of

our research (external links, access to events, etc. were previously removed), though

maintaining the whole appearance of the reference website. To this end, we

reprogrammed the Facebook profile concerned and implemented the payment tool in

operational condition. The study’s technical record is summarized in Table 1.

The size of the final sample was 684 valid questionnaires, using a quota sampling

method based on users’ characteristics as reflected in the National Statistics Institute

(2012).

The questionnaire and the scales used to create it are included in Appendix.

Results

Reliability and validity of measurement items

To verify the suitability of the measurement scales used, we applied various forms

of analysis: reliability, validity, exploratory (using the program SPSS 19.0) and

confirmatory (using AMOS 18 software).

Table 1 Technical research

record

* For the estimate of a

proportion where P = Q = 0.5

and a confidence level of 95 %

according to the principles of

simple random sampling

Based on the suppositions of a simple random sample

Population Internet users with a Facebook

profile

Population size 14.3 million users

Type of sample By convenience and by quotas

Participation incentives Through the company itself

Type of survey Interviewing through a

website

Sample size (started

questionnaires)

915

Valid sample 684

Sample error* 3.75 %

Field work period January and February 2012
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First, to measure the scales’ reliability, we applied the Cronbach alpha indicator

(see Table 2), with 0.6 as the reference value (Malhotra 1997), and 0.7 to be more

restrictive (Nunnally 2010). A Confirmatory Factorial Analysis was also conducted

to compare the scales’ convergent and divergent validity.

The convergent validity was evaluated through the indicators’ factorial loads. We

verified that the coefficients were significantly far from zero and that the loads

between the latent and observed variables were high in all cases (a[ 0.7). It could

therefore be confirmed that the latent variables adequately explained the observed

variables (Hair et al. 1995).

In terms of discriminant validity, we confirmed that the variations were

significantly far from zero and that the correlation between each pair of scales was

not greater than 0.9 (Hair et al. 1995).

The scales’ reliability can be evaluated based on a series of indicators extracted

from the confirmatory analysis. Specifically, the factor’s compound reliability (CR)

and extracted variance analysis (EVA) surpassed the reference threshold, 0.7 and

0.5, respectively, as well as other indicators of global adjustment for the

corresponding models of individual measurements (Hair et al. 1995).

In regards to asymmetry and kurtosis values of the sample, many present

problems in one sense or another, leading to the conclusion that the sample did not

follow a normal multivariate distribution (Mardia coefficient = 536.761; critical

ratio, CR = 177.371). Following the recommendations of Hair et al. (1995),

considering the absence of normality of the variables, we opted for the maximum

likelihood estimation method and bootstrapping technique (or bootstrap learning

samples) for 500 consecutive steps or samples, and a significance level of 95 %.

Adjusting the model with absolute, incremental, and parsimonious measurements

verified that the model’s adjustment was reasonably effective (v2 = 1178.961;

P = 0.00; RMSEA = 0.06; TLI = 0.96; NFI = 0.95; CFI = 0.97; GFI = 0.88;

AGFI = 0.87).

Once the quality of all the proposed measurement scales was evaluated, we

confirmed that all the latent factors together had sufficient discriminant validity; in

other words, the diverse factors formulating the model were significantly different,

since the discriminant validity between the dimensions of one scale does not

guarantee the discriminant validity that the different latent factors should have. For

Table 2 Convergent validity

and internal consistency

reliability

Variable Items Cronbach’s

alpha

RC AVE

Social image 3 0.98 0.98 0.94

Subjective norms 4 0.93 0.93 0.78

Perceived ease of use 4 0.88 0.88 0.64

Perceived usefulness 5 0.94 0.95 0.81

Attitude 4 0.95 0.95 0.84

Perceived risk 5 0.93 0.93 0.78

Intention to use 4 0.97 0.97 0.92
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this reason, a Factor Analysis was conducted, including all the measurement scales

in order to extract each variation, as well as the correlations between factors and

their confidence intervals (Fornell and Larcker 1981; Farrell and Rudd 2009).

In our case, we confirmed that the factors were not very highly correlated

(Bagozzi 1994), that no factor had a value of 1 in its confidence interval (Anderson

and Gerbing 1988) and that the correlations between the indicators were less than

the roots of the variation extracted from each of the factors taken two by two

(Fornell and Larcker 1981). These results led us to conclude that there was overall

discriminant validity between the different latent factors considered.

Analysis of the obtained structural model

For the evaluation of the structural model, an analysis of the statistical significance

of the model structural loads was carried out. The structural equation modeling

(SEM) analysis results, as well as the results of the hypotheses are listed in Table 3.

First of all, research question RQ1 and RQ2, and Hypotheses 1 and 2 could not be

rejected (P \ 0.001), thus proving the importance of the second-order construct we

introduced (‘external influences’) based on subjective norms and social image in the

VSN environment. In the present case, it is obtained from an improvement of status

derived from the use of the tool in the social network environment and from the

influence of the people considered really important for the user and who will

normally be part of the list of ‘‘friends’’ in the social network user’s profile. That is

to say, the people who participate in the social network will have a decisive

influence on the way users perceive the ease of use of the new payment system

(b = 0.415, P \ 0.001) and its usefulness (b = 0.690, P \ 0.001), as well as on the

intention to use it (b = 0.438, P \ 0.001).

Second, the hypotheses derived from the effect of the ease of use (Hypotheses 2,

3) could not be rejected either. Thus, the ease of use has a direct and positive impact

on attitude (b = 0.256, P \ 0.001) due to the lack of relative effort the user needs

for using the new tool (Hossain and de Silva 2009), as well as on the usefulness

Table 3 Statistical significance of the standard structural loads

Hypothesis Effect Coefficients SE Significance Result

RQ1 EI ? PEOU 0.415 0.047 0.000 Support

RQ2 EI ? PU 0.690 0.057 0.000 Support

H1 EI ? IU 0.438 0.086 0.000 Support

H2 PEOU ? ATT 0.256 0.036 0.000 Support

H3 PEOU ? PU 0.264 0.038 0.000 Support

H4 PU ? ATT 0.618 0.033 0.000 Support

H5 PU ? IU 0.392 0.069 0.000 Support

H6 ATT ? IU 0.064 0.045 0.100 Support

H7 PR ? ATT -0.088 0.028 0.000 Support

H8 PR ? IU -0.074 0.03 0.003 Support
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(b = 0.264, P \ 0.001) perceived by users regarding the new mobile payment

system (Lorenzo Romero et al. 2011).

Moreover, the relationship between usefulness, attitude and intention in

Hypotheses 4 and 5 could not be rejected either. This time, the usefulness

perceived by users regarding the payment tool will have a direct impact on their

attitude towards it (b = 0.618, P \ 0.001) and on their intention to use it in the

future (b = 0.392, P \ 0.001). These results will entail a direct and positive

relationship between the usefulness of the payment tool and the user’s attitude and

intention towards it (Lorenzo Romero et al. 2011).

On the other hand, Hypothesis 6 relating the favourable attitude towards the

payment system and the intention to use cannot be totally rejected either

(b = 0.064, P \ 0.10), although it shows a lower value than the rest of variables

linked to the intention to use. In the same line with Ajzen and Fishbein (1980) and

other following studies, a user’s favourable attitude towards a given mobile payment

tool will improve his/her intention to use it. Even though it is difficult to define a

potential user’s attitude due to the multidimensionality of this construct, this

relationship has been confirmed in studies related to mobile payment systems

(Schierz et al. 2010).

Finally, we cannot reject any of the relationships proposed for the perceived risk:

Hypothesis 7, which establishes a negative relationship with attitude (b = -0.088,

P \ 0.001) and Hypothesis 8 with intention (b = -0.074, P \ 0.001); in the case

of our interest, when the payment system is considered risky, user’s attitude is

reduced just as much as the intention to use, as was proved, in line with the results

obtained by other researchers (Gupta et al. 2010; Glover and Benbasat 2011; Zhou

2012) (Fig. 3).

Conclusions, implications and future research lines

Social networks and mobile phones are among the significant developments in

recent years. In this context, we are currently witnessing a trend of integrating these

Ease of Use

Usefulness

Attitude

Social 
Influences

Subjective
Norms

External
Influences

0,415***

0,438***

0,690***

0,618***

0,256***

0,392***

0,264***

0,064**

Intention to Use

Perceived
Risk

-0,088***
-0,074***

R2= 0,70

Fig. 3 Results for structural model analysis ***0.01 of significance, **0.1 of significance
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two technologies. In Spain, in particular, the use of social networks on mobile

phones reaches 68 % of users having a mobile phone with Internet connection

(Multi-sector Business Association of Electronic, Information and Communications

Technologies, Telecommunications and Digital Content Companies and Accenture

2011). This is precisely why we have analysed the intention towards a new payment

system on social networks using the mobile phone as a tool to complete the

payment.

Although several research studies about the acceptance of mobile technology

have been conducted so far, as well as different methods of mobile payments based

on the TAM, this is the first study which proves empirically what are the decisive

factors in consumer’s acceptance of payments via SMS, introducing also the

variable of risk, which—as mentioned previously—is one of the most emphasized

by users.

The results obtained in our model prove that all the relationships derived from the

proposed research hypotheses are significant and the model as a whole is highly

explanatory (70 %). The variable with the greatest impact on intention was the

external influence, formed from social image and subjective norms. This relation-

ship is explained by the online environment where the users perform their activity,

since the network itself is the place where communication takes place between

people. Therefore, precisely within that network the users will shape their

acceptance of the payment tool. Second, the intention to use is influenced by the

usefulness of the mobile payment system. This second element consolidates the

considerations of the TAM, but departs from the external influence values. In the

third place, attitude also has a significant, direct and positive impact on the intention

to use. Precisely, these feelings or attitudes users show towards the payment tool

also influence to some extent their predisposition to use it. Finally, perceived risk

has a negative effect on intention, due to the new user’s uncertainty towards the tool

and/or the eventual negative consequences of the purchase as well as to the user’s

attitude towards the proposed payment system.

One of the most important contributions has been the integration of perceived

risk in order to understand, explain and predict consumer acceptance of the mobile

payment system. Therefore, from a theoretical perspective, the present model aims

to provide a more detailed and comprehensive view of the behavioural intention

determinants, by integrating perceived risk into the TAM.

In the light of these results, companies will need to value the role played by

social environment in their customers’ behaviour, and more exactly in the behaviour

derived from social networks. Hence, the need for companies to position themselves

not only among their clients, but also among the acquaintances and friends of their

clients, in order to encourage sales and payments as much as possible, putting in

place fast and efficient payment systems. Likewise, they will need to stimulate

positive attitudes towards these payment systems, as well as a proper channelling of

their usefulness to improve the intention to use. Finally, they will need to introduce

as many safety measures as necessary to reduce the impact of perceived risk on

future behaviours.

This document presents a series of limitations that must be debated, and which

may lead to future lines of research. In regards to the sample chosen, we have only
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considered a panel of internet users with profiles on Facebook’s social network,

which could lead to a distortion of the results and problems in extrapolating our

conclusions; therefore, we should try to expand the study to a more representative,

heterogeneous sample in future research (Twitter, Youtube, etc.). Similarly, sample

users participating in the website visits were limited to watch a video and read a text

describing the functions of this tool. Based on this viewing, our research has focused

on measuring the intention of use, but does not reveal the true behaviour of

individuals with the system. Achieving a real interaction with the system requires

the use of a mobile device and websites for purchases as part of the system, which

would significantly increase the complexity of this study. In regards to the data

collection method, this research has been conducted with using a cross-section,

which does not allow for the analysis of the evolution of users’ behaviour over time.

A long-term focus would allow us to verify the robustness of the established

relationships and factors and, from a temporary perspective, the evolution of the

effects of other analysed moderating variables (gender, age and experience of

users).

As immediate research lines, we can suggest in the first place the inclusion of

new variables in the proposed model, such as trust or perceived quality; in the

second place, the integration of real-use measurements of the proposed tool and the

comparison of results for all the possible means for each tool (internet, social

networks, TV, etc.), assuming that real-use measurement and the relationship

between intention and use or acceptance can be compared, drawing the most

relevant conclusions. In the third place, in order to give greater external validity to

our results, we have considered conducting a comparative study of different

payment systems, establishing user categories and profiles for each one, including

other technologies that are being considered substitutes for credit card payments

also using mobile technology (mainly Near Field Communication, or NFC). In the

fourth place, we should compare the user’s intention to use the payment tool

according to the product or service they wish to acquire, analysing the degree of

implication for each of them. Lastly, considering the problems for the sample

selection among national citizens, and with the aim of generalising and comparing

the results obtained in our research, it would be interesting to conduct the same

study in another country or with citizens of different nationalities (cross-cultural), in

order to observe the extent to which our conclusions are consistent with others and

to replicate the study on other payment channels that users might choose for their

purchases.
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