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ABSTRACT

AdoptionoftechnologybytheIndiansissettinganexamplefortheothers.Consideringthepenetration
ofmobilephonesanditsusagesuccessstoriesallovertheworld,agoodnumberofcompaniesare
exploringnewusesofmobiletechnology.Manycompanieshavecomeupwithanewuseofmobile
technology,mobilewallets.Thisresearcharticlehasbeenundertakentounderstandtheprevious
researchworkontheadoptionofmobiletechnologyinthedevelopedcountriesandthefactorsthat
areinfluentialtounderstandthereasonsforsuchadoption.TheUnifiedTheoryofAcceptanceand
UseofTechnology(UTAUT)Modelhasbeentakenasabaseforunderstandingtheadoptionby
Indianconsumersandtwofactorsnamely–Trustinmobilewalletservicesandtrustinmobilewallet
serviceprovidershavebeenexaminedfortheirimpactonitsadoption.Asurveywasconductedacross
DelhiNCRtoexamineattitudeofIndianconsumersformobilewalletsadoption.
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1. INTROdUCTION

Theriseine-commerceindustryisabighitforadevelopingnationlikeIndia.E-commercehas
openednewgatewaystoprovidemoreconveniencetoitscustomersthroughitsbetterservicesand
makethethingseasierandhassle-free.Theentryofretailersonthevirtualplatformistransforming
theIndianconsumersandtheirbuyingbehaviors.Theshoppingorientationsarechangingfrombeing
experientialshoppingtoconvenientshoppingandtheaspirationforfurtherconvenienceissimply
rising.AdoptionoftechnologybytheIndiansissettinganexamplefortheothers.

Theattractiontowardsonlineshoppingisextremelyhigh,thereasonbeinghugeandexciting
discountsandofferstotheconsumersiftheyshop.Therehavebeenagoodnumberofdrawbacks
whichlessenthecharmofshoppingonline.Thehighestamongstallistheissuesrisingduetomaking
paymentstothesevirtualvendors.AstudyconductedbyPriya(2014)revealedthatDebitCardsand
Netbankingleadthesegmentofpaymentsthroughonlinemodewith61%followedbycreditcards
(50%),COD(24%),prepaidcashcards(10%)andthelastintherowisPaymentsthroughMobile
whichismerely3%.

Consideringthepenetrationofmobilesanditsusagesuccessstoriesallovertheworld,agood
numberofcompaniesareexploringthisnewmodeofmakingpayments.Amobilepaymentsystem
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inKenya,M-Pesa,hadbeensuccessful in targetingsocio-economicgroupsandgeographiesand
simultaneouslydrawnitsattentiontomobileasaprovideroffinancialservices.M-Pesaasapayment
systemhasfulfilledmanyoftheimmediateneedsofpeoplelikesafetyandconvenienceassociated
withcashlesspayments,andeaseofmoneytransfer.

Thegrowthofsmartphonesisprojectedatalightningspeed.Theresultsfromasurveyconducted
byGartnerrevealedthegrowthinthenumberofsmartphonesusersinIndiaby2018willbeashigh
as500million.Additionally,manyofthesesmartphoneusersbetweenthesethreeyearswillusethe
internetforthefirsttime.Hence,thissegmentofconsumersrepresentsahugeareaofpotentialfor
thecompanies.

Hence,underthegivensituationswhileconsideringthechangingdynamicsofconsumersand
markets, theneedforundertakingresearch isurgent.Thisstudyexplores the factors influencing
Indianconsumersinadoptionofmobilewalletservices.ItappliestheUnifiedTheoryofAcceptance
andUseofTechnology(UTAUTModel)toproposearesearchmodelthatincorporatestrustand
promotionaldealsasenhancingconstructstopredictusers’motivationsforadoptingamobilewallet.

2. BACKGROUNd

2.1. Changing dynamics of e-Commerce
Customersaredynamicinnatureandtheyarechangingataveryfastpacewiththeadvancement
oftechnologyandinformationtechnologyiscentralincateringandaffirmingcustomerneeds.A
studyemphasizedthattechnologycanenhanceanindividual’sfeelingsofcompetencyandcontrol
(Unruh,1996).Moreover,theinternetbasedinteractivetechnologiesandonlineservicesofferan
ever-broadeningarrayofoptionstocustomersforhandlingtheirservicetransactions.

Withtheadventofe-commerce,customerschangedtheirshoppingmodesandstartedtaking
interestinonlineshopping.Onlineshoppingraisedtheusageofdebitandcreditcards,netbanking,
etctopromotemoreandmoreshopping.Withthedevelopmentoftechnology,therangeofdevices
andprocessestotransactelectronicallyarealsorisingcontinuously.Thishasledtoreducednumber
ofcashandchequetransactions.

Consumershaveanoptiontochooseamongstthedifferentwaystopayfortheire-commerce
transactionsbasedontheirpreferences.Theselectionofthesameisbasedoncertaincriterialike
convenience, security, availability, etc.But, the issue is thatmostof these tools still fail togain
sufficientsupportfromonlinemerchants(Hsieh,2001).AstudyconductedbyWorthington(2005)
concludedthatdevelopingcountrieshavealottodotoestablishaninfrastructureforpaymentcards
andalsotoencourageconsumerstoholdandusesuchcards.

DevelopingcountrieslikeIndiarelymuchmoreonelectronicfundstransferandsmartcards
basedelectronicpaymentsystem.Eventually,creditcardsarebecomingoneofthemostpreferred
methodsofpayment in India (Sumanjeet,2008). Inhis study (2009),he remarked thatdifferent
countriespreferthedifferentformsofelectronicpaymentsystem.Theconsumershavebeenlooking
atcreditcardpaymentsontheinternetasoneofpossibletime–testedalternative,butthispayment
systemhasraisedseveralproblemsbeforetheconsumersandmerchants.Thepaymentsdonethrough
creditcardssufferfrommanylimitationslikesecurity,merchantrisk,highcostsandaffordability.
Additionally,creditcardshavethehighestpossibilityoffrauds(Prabhu,2014).

Thesedevelopmentshaveledtotheevolutionofmobiletechnologyintherecentyears.Beingone
ofthemajortechnologicaldevelopments,thesmartphoneshavebecomeanintegralpartofourdaily
lives.Therefore,withtherisingpopulationandsmartphonepenetration,Indiaisgoingmobileand
digital(Srivastava,2014).Indiahadanimpressive930.2millionmobilephonesubscribers(compared
to27.41landlinesubscribers).AccordingtoareportofTRAI,2014penetrationofbroadbandwas
higherincaseofmobilephones(60.19millionsubscribers)thanthelandlinesubscribers(15.13
million).Indiawasthesixthlargestmobilemarketandin2013-2015itsgrowthratewasexpectedto
be459.7%pushingittothirdpositionglobally(Azevedo,2014).
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