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ABSTRACT

Them-walletappsmarketinIndiaisanevolvingindustry.M-walletappcompaniescouldusethe
consumerinsightsfromthisstudytodesignsuitablestrategiestoretainexistingusersandattractnew
customers.Earlierstudiesinm-walletappadoptioninIndiahavebeenrestrictedtoGPRSservices
only.ThisstudyisuniqueinextendinguseoftheUTAUTmodeltheoreticalframeworktounderstand
thefactorsinfluencingcustomersusingtheevolved4GtechnologyinIndia.Theresearchhypothesis,
basedontheextendedUTAUTmodel,wasempiricallytestedusingstructuralequationmodeling.
TherewasasignificantimprovementintheoverallexplanatorypoweroftheextendedUTAUTmodel
overtheoriginalUTAUT.
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1. INTROdUCTION

Indiahasalwaysbeenaboomingmarketformobilespace,asitenjoysoneofthehighestmobile
penetrationratesintheworld(NewZoo,2017).Equally,theIndianeconomyalsohasahighlevelof
bankingpenetration.Althoughthebankingserviceshaveremainedtraditional,theadventofmobile
serviceshasmadeasignificantmarkonthechangingmindsetofIndianbankingcustomers(Shah,
Roongta,Jain,&Kaushik,2016).Withinthegamutofmobilebankingfinancialservices,M-wallet
paymentsolutionsarethrivingworldwide,includinginIndia,ascustomersareswitchingoverto
smartphonesandhigh-speedmobileinternet(Karjaluoto,Shaikh,Saarijärvi,&Saraniemi,2018).
InFebruary2018alone,mobilewallet app (henceforthM-wallet app)customerscompleted310
milliontransactions,whichisathreefoldincreaseoverthe99milliontransactionsinOctober2016
(ReserveBankofIndia,2018).
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M-walletusagehasinpartacceleratedduetotheIndianGovernment’sdemonetizationpolicyin
2016.Thisresultedinacashcrunchandthesubsequentnecessityforalternativepaymentsolutions
such as M-wallets among bank customers. The Indian Government’s policy to promote ‘Digital
India’hasgivenagreatimpetustocustomerstousealternatepaymentmethodssuchastheM-wallet
(FinancialExpress,2018).AcloserlookattheIndianM-walletappmarketrevealsthatoneplayer
(Paytm)isholding42%ofthemarketshare,whereastherestofthemarketisdeeplyfragmentedin
nature(RedSeerResearch,2017).TheM-walletmarketinIndiaispoisedtogrowtoUSD4.4billionby
2022(Capgemini&RBS,2015)andtoUSD1trillionby2033(CreditSuisse,2018).Thesestatistics
andprojectionsshowrecordgrowthintheM-walletindustry.However,consideringIndia’spopulation
andthevastproportionofmobileusers(300millionsmartphoneusers)(LiveMint,2017;NewZoo,
2017;Nokia,2018),thegrowthcannotbeconsideredparticularlysignificantorphenomenal.This
maybeduetovariousexistingfactorsrelatedtohesitationinconsumeracceptanceofM-walletapps
intheIndiancontext.

Theevolutionofelectronicpaymentsystemsinaneconomyprovidesconsiderablesocialbenefits
(Humphrey,Kim,&Vale,2001).However,asignificantproportionofmerchantsandcustomersin
Indiastillprefercash,becauseofitshighconvenienceandperceivedlowrisk(Bijapurkar,Shukla,&
Mridusmita,2014;Dahlberg,Guo,&Ondrus,2015;Stavins,2017).Althoughthereareapproximately
29.1millioncreditcardsand890milliondebitcardsinthecountry,studiessuggestthatmostof
thesecards(77%byvalue)areusedforcashwithdrawalsfromAutomatedTellerMachines(ATM)
(ReserveBankofIndia,2017).Additionally,thosewhouseM-walletsgenerallyusethemforlower
valuepayments(ReserveBankofIndia,2018).

Theliteraturehighlightsthat,besidesnewpaymentinnovationssuchasM-payments,M-wallets,
there are other older payment systems such as credit cards and checks that are still available to
customers (Stavins,2017).This creates competitionamongpayment systems, and therefore it is
difficultforanypaymentmodetogainwidespreadacceptance(Dahlbergetal.,2015;Shin,2009).
Hence,customerwillingness,customerpreparednessandcustomerreadinesscharacteristicssuchas
motivationandabilityarenecessaryfortheacceptanceofself-servicetechnologieslikeM-wallet
(Meuter,Bitner,Ostrom,&Brown,2005).Customerreadinesscharacteristics,includingmotivation
andabilitytotrialaself-servicetechnology,occurparticularlywhencustomersareassuredofsafety
and security inoperation (Shareef,Baabdullah,Dutta,Kumar,&Dwivedi,2018).M-wallet app
companiesfaceasignificantchallengetocreatecrediblebrandsthatensureadequatesecurityand
widespreadacceptanceamongstretailersandbusinessestablishments(Shahetal.,2016;Weichert,
2008).Developingcustomercredibilitybecomesequallydifficultbecauseprivatecompaniesand
non-bankestablishmentscreateandpromotemostM-walletbrands.Asresearchshows,M-wallet
systemsecurityhasnotbeensatisfactorilydemonstratedtocustomers,whichhaspreventedwidespread
adoption(Bijapurkaretal.,2014).Additionally,researchsuggeststhat,despitethepresenceofadvanced
technology,therapidspreadofinnovativesolutionsisnotautomatic(Wessels&Drennan,2010).
Therefore,regardlessofthefactthatthereisrecordgrowthinM-walletusageinIndia(Capgemini
&RBS,2015;Shahetal.,2016),itisalsoevidentthatconsumeracceptanceofM-walletappsis
stillnotphenomenalwhenthemillionsofIndianmobileusersaretakenintoaccount.Thisshowsa
needforanin-depthinvestigationofvariousdormantfactorsthatmightbesignificantlyimpacting
consumeracceptanceofM-walletappsinIndia.

AccordingtoNejad(2016),thereareinsufficientstudiesonconsumeradoptionofalternative
financialservicessolutionssuchasM-walletapps.CurranandMeuter(2005)assertthatcustomer
adoptionofdifferentbankingchannelsisdeterminedbyadistinctsetoffactorsthatrequirefurther
exploration.Giventhedearthofresearchinthisarea,themotiveofthisstudyistoexploreanadditional
setofconsumeradoptionfactorsresponsiblefortheacceptanceandusageofM-walletappsinthe
Indiancontext.Inthisregard,theresearcherssoughttoanswertheoverarchingresearchquestion,
“Whatkeyfactorsaffectthecustomers’decisiontoadoptM-walletapps?”.Consequently,theresearch
objectivesforthecurrentstudywere-Todeterminetherelationshipbetweentheadoptionfactors,
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