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Figure 9.7 Typology of Stimulating Conditions for Mobile Payment Affordance 

Actualisation from a Developing Country Context 

 

9.5.2.1 Market expansion 

Market expansion is the stimulating conditions that make it easy for the merchant to act and 

interact with mobile payment platforms. The market expansion relates to customers 

requesting merchants to adopt mobile payment platforms, the readiness of the customer to 

use mobile payment platforms, and the market opportunity available to mobile payment 

platforms. These facilitated and created an impression among the merchants that their 

interaction with the mobile payment platforms would generate market expansion. For 

instance, in the case of Sky Drinks, their refusal to use mobile payment platforms reduced 

their ad-hock sales, but adoption led to a significant increase in their sales. 
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Similarly, the owner-manager in the fashion firm, Albrandz, had a constant request from 

customers wanting to pay through mobile payments. The company expended so much into 

using other social media outlets to sell their brands with mobile payments. Again, with case 

C, the sales distribution network could act because of mobile payment's opportunities to 

support their market expansion by developing a new business model.   

 

The findings indicated that the comfort levels for the consumer to actually use mobile 

payments platforms increasingly high usage of these platforms served as a stimulant for 

merchants to actualise mobile payment platform affordance to expand their market. The data 

demonstrated that the merchant’s ability to deliver customer value and expand their market 

made it much easier for the merchant firms to adopt and actualise mobile payment platform 

affordances (see Iman, 2018). Researchers like  Dahlberg et al. (2015) and  Evans and 

Pirchio (2014) have argued that a successful deployment of mobile payments by merchants 

depends on customer demands, an enabling business environment, and the specific forms of 

value merchants strive to create with mobile payments. Again, the literature demonstrates 

that mobile payment represents a specific case of multi-sided markets, where the whole 

market's functioning relies on the interaction between several players – at least two, i.e. 

merchants and consumers on a common platform. As a typical multi-side market, it demands 

that as customers are willing to adopt mobile payment, it stimulates the merchant to interact 

and adopt the payment platforms, creating a huge market potential to make a business case 

for the merchant to interact with the mobile payment platforms. This leads to the next 

finding:  

 

Finding 20A: The merchant orientation of customer proliferation in mobile payment 

platforms creates a suitable ground for merchant interaction with mobile payments 

platforms. 
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Finding 20B: The merchant orientation of the business and their objective in delivering 

customer value make it easier for a merchant to interact with the mobile payment platforms. 

 

9.5.2.2 Support for Business Model 

Selling online, digital marketing, and target customers, constituted the support for merchant 

business models. This was the second stimulating condition that facilitated and made it easy 

for the merchant to interact with the mobile payment platforms. It was identified in the data 

that merchants who operated part of their business online and adopted digital marketing 

needed a convenient payment model to support their online and digital marketing sales; this 

is also evident in literature (see Souiden et al., 2019; Petrova & Wang, 2013). For example, 

case B and Case C, who operated, aspects of their businesses online and used digital 

marketing tools, were highly motivated to interact with mobile payment as part of the 

strategy to support their online business model. However, Sky Drink, case A, which 

operated a brick-and-mortar distribution network, was not so much interested in adopting 

mobile payment initially but was made to adopt it because the target customers, mostly 

middle-class consumers, were calling for mobile payment to be introduced in the merchant 

firm. The customers’ needs or the middle-class consumers who appreciate the convenience 

and do ubiquitous purchases facilitated and made it easy for the merchant to act. After the 

initial adoption, the merchant took advantage of mobile payment platforms to expand their 

business online to satisfy their target customers. The adoption led to tremendous evolution 

in Case A’s business model, allowing for different functionalities and multiple services in 

the merchant firm. Case A's observation confirms earlier studies that the digital environment 

pushes merchants to redefine their business models (see, Souiden et al., 2019; Pantano & 

Priporas, 2016). The discussion so far reinforces the understanding that merchants' kind of 

business model can serve as a stimulating condition for the merchant to interact with the 
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payment platforms. This finding is consistent with similar studies that the business model 

of the merchant serves as a facilitating condition that makes it easier for merchants to 

interact with mobile payment platforms (Petrova & Wang, 2013; Souiden et al., 2019; 

Pantano & Priporas, 2016), leading to our next finding:  

 

Finding 21: The merchant's business model can serve as a stimulating condition for the 

merchant to interact with the mobile payment platforms or constrain the merchant from 

acting. 

 

9.5.2.3 Revenue generation  

The third factor identified as a stimulating condition was the revenue-generating advantage 

of the mobile payment platforms. The data identified impulse buying, expanded customer 

contact points and reduced operation costs, facilitating merchant interaction with mobile 

payment platforms. The possibility of all the three merchant firms selling more of their 

products through impulse buying made it easier for them to act. Similarly, the merchant 

believed that the growing mobile payment culture among consumers and the gradual 

attachment of consumers to their mobile phones create consumers' willingness to pay for 

products and services using mobile payment platforms. This influenced the merchant to 

adopt mobile payment to benefit from several customers who had adopted mobile payment 

to expand their customer base for revenue generation. This finding is similar to several 

literature findings on the potential revenue-generating appeal of mobile payment to the 

merchant (See Mallat & Tuunainen, 2008; Pantano & Priporas, 2016; Munyegera & 

Matsumoto, 2016). This was the case for Sky Drinks, which started supplying distributors 

and customers in another country region through mobile payment. The firm confirmed a 

phenomenal increase in sales through mobile payment. The same was the case for Albrandz, 
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which operated an online fashion shop. The company expanded their customer contact 

points using social media marketing and digital sales. 

 

Finally, the merchant operations' perceived cost reduction facilitated the merchant's 

willingness to interact with mobile payment. For example, with Case B, the net sales and 

distribution network reduced operational costs by 15% when the merchant adopted mobile 

payment platforms. Again, the Sky Drinks Company reduced their operating costs by about 

9%. That of Case C was not quantified because the information was not available. Yet, the 

owner-manager confirmed that he no longer goes round to collect payments from his 

debtors. He sits in the comfort of his office to transact all his businesses. All respondents 

believed that mobile payment, as a multi-side platform, allows the merchant to integrate 

with their customers as active value creation partners. The discussions so far have led to our 

next set of findings: 

 

Finding 22A: Perceived revenue generation for the merchant through the convenience 

perception of the customer’s willingness to pay served as stimulating conditions for the 

merchants. 

 

Finding: 22B: The reality of mobile payment platforms to generate extra revenue for the 

merchant firm makes it easier for the merchant to interact with the mobile payment 

platforms to actualise affordance. 

 

Finding 22C: The minimal financial cost and affordability in setting up mobile payments 

infrastructure to perform financial transactions equal to other digital payment channels 

served as a stimulating condition for the merchant to interact with mobile payment 

platforms. 
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9.5.2.4 Image enhancing factors  

The fourth stimulating condition that made it easy for the merchant firms to interact with 

the mobile payment platforms is image-enhancing factors, consisting of legitimacy, positive 

image and meeting customer expectations. The legitimacy relates to customers believing 

that merchants understand the trends and are willing to meet customer demands. For 

example, it was evident in the data that customers of Sky Drink (case ‘A’) thought it was 

unacceptable that despite the widespread adoption of mobile payment, the company was 

still not accepting mobile payments from them and branded the company as unserious. The 

merchant's objective of changing customer negative perceptions made it easier for 

merchants to interact and adopt mobile payment platforms.  

 

Again, the positive image that merchants understand the trends and are willing to meet 

customer demands improved their customer trust and contributed to their firm reputation 

(see Dahlberg et al., 2015;  Evans & Pirchio, 2015). For instance, in Case B, the distribution 

and network marketing firm, customers could always pay for products using mobile 

payments and expect delivery of their products in good condition, assured customers hassle-

free transactions, which significantly improved their company image. The data suggests that 

the merchants’ perception of how consumers and stakeholders perceived their social 

standing with innovation enhanced the firm's image. Therefore, it facilitated merchants to 

interact with mobile payment to be seen as a company in an elitist standing for moving with 

the trends. This finding echoes an earlier finding by Vashistha, Anderson, and Mare (2019) 

that merchants perceived that interacting with mobile payments platforms makes them "look 

modern and tech-savvy" and will also help them capture and retain the business of those 

customers who prefer to use mobile payments leading to the next finding: 
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 Finding 23: The customer's perception of the merchant firm as reputable and can deliver 

mobile payment services serve as a positive, stimulating condition promoting merchant 

interaction with the technology. 

 

9.5.2.5 Public health crisis   

The fifth stimulating condition identified in the study is the COVID-19 pandemic itself and 

the fear and risk of a sales team contracting the virus and spreading it within the 

organisation. Again, the digitalisation uptake from COVID-19 pandemic and the merchant's 

quest in seeking more secure means of business transactions to prevent COVID-19 infection 

and spread facilitated merchant interaction for action possibility to actualise affordance of 

mobile payment platforms (see Sreelakshmi & Prathap, 2020; Pandey & Pal, 2020; Lee et 

al., 2019). From the analysis, it was evident that all three case firms sought to reduce sales 

decline because of COVID-19 by leveraging mobile payment platforms and online sales as 

the new normal for business survival (see WEF, 2020). Mobile payment used by merchants 

as a cushion of the short-run effects of the COVID-19 on their businesses released a 

condition for mobile payment affordance actualisation leading to the subsequent finding: 

 

Finding 24: The risk of COVID 19 infection and digitalisation uptake from COVID-19 

stimulated a condition for merchant mobile payment platforms interaction for affordance 

actualisation.  
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Table 9. 14 Summary of Stimulating Conditions of Mobile Payment Platforms 

Affordance Actualisation from a Developing Country Context 

Contextual environmental conditions 

that stimulate affordance actualisation  

Underpinning Factors 

M-Payment platforms potentials  

 

Market expansion 
• Customer request  

• Market development 

• Market penetration   

  

Business model support 
• Online sales 

• Customer core value  

• Target market 

• Customer request 

 

 Revenue generation 
• Impulse buying 

• New Revenue steam 

 

Corporate image 
• Innovative reputation  

• Positive image 

• Customer trust 

Public health Crisis  

 

Pandemic risk mitigation 

• COVID-19 outbreak 
• Risk prevention 

Source: Author’s construct 

 

9.5.3 Releasing Conditions 

Releasing conditions usually are specific decisions that could release, constrain, or enable 

the merchant’s decision to interact with the mobile payment platforms. For example, internal 

resources (strategy, resources and capabilities) evaluation can prevent the firms from 

accessing the available opportunities and digital options (Rolland et al., 2018). Again, 

considering the number of merchants in the network, the network externalities can be a 

constraining factor for the merchant in perceiving and actualising the mobile payment 

platform affordance (Parmentier & Gandia, 2017; Keen & Williams, 2013). Nevertheless, 

these two conditions were not explicitly found in the study as constituting a releasing 

condition with reference to Figure 9.4. The primary releasing condition identified in the 
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study was the merchant’s quest for a benefit, which relates to what the merchant seeks to 

benefit from interacting with the mobile payment platforms. The data was evident that 

merchants’ pursuit of benefit, as a releasing condition, was based on the perceived benefit, 

potential benefit and technology capability to provide the needed benefit that the merchant 

seeks. For example, Case C could import products and pay with mobile payments without 

intermediaries. Again, Case B could bring all its partners on an enterprise system to make 

their transactions through mobile payment. As the merchant's pursuit, this benefit-seeking 

is confirmed in earlier studies that merchants will interact with the mobile payment 

platforms when they see relevant value creation opportunities (see Guo & Bouwman, 2016). 

 

Finding 24: The above discussions inform the finding that the overall benefit that the 

merchant seeks to achieve with mobile payment platform serves as a releasing condition 

that constrains or enables affordance actualisation. 

 

These findings affirm that the contextual environment of the merchants interviewed served 

as enabling conditions. However, no evidence of those same conditions served as 

constraining conditions that could prevent the merchant from leveraging mobile payment 

affordance. This confirms mobile payment scholars' assertions that mobile payment is a 

viable strategy that could help transform businesses (see Guo & Bouwman, 2016; Bygstad 

et al., 2015; Majchrzak & Markus, 2013). As such, merchants do not consider the constraints 

inherent in their environment but instead do everything possible to actualise its affordance. 

Therefore, proposition four states that: 

 

Merchant firms’ contextual factors can act as enabling, releasing and stimulating 

conditions to influence mobile payments platform's affordance actualisation by merchants 

is fully supported by the study's findings. 
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Table 9. 15 Summary of Releasing Conditions of Mobile Payment Platforms 

Affordance Actualisation from A Developing Country Context 

Contextual environmental conditions that 

could release or constrain affordance 

actualisation  

Underpinning Factors 

M-Payment platforms potentials  

could release, constrain, or enable affordance  

 

M-Payment platforms potentials  

• Perceived benefit, 

• Potential benefit  

• Technology capability  

Source: Author’s construct 

 

A summary of all the findings for each research questions are found in Appendix F. 

 

9.6 Chapter Summary 

The study carried out a cross-case analysis of how merchants carried out adoption decisions 

of mobile payment platforms. The chapter also sought to understand the affordances and 

constraints of how merchants actualise the mobile payment platforms' affordances. Finally, 

the beneficial outcomes that the merchant adoption of mobile payment presents to the 

merchant firm. From the cross-case analysis, it was evident that merchant evaluation 

mechanisms in choosing mobile payment were influenced by multiple decision-making 

processes pointing to the fact that the merchant’s decision to adopt mobile payment could 

be based on rational choice, strategic choice or experimental choice.  

 

It was also evident in the cross-case analysis that the merchant’s willingness to actualise 

mobile payment platforms' affordances is influenced by certain factors such as (1) 

awareness of the ability of the potential of mobile payment platforms to support 

organisational transformation, (2) willingness to process the data and (3) skill to manipulate 

and understand the system. From the analysis, among the three cases, the study identified 
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five unique affordances the merchant obtained from interacting with mobile payment 

platforms. Among them are (1) capturing and archiving digital data, (2) facilitating business 

development, (3) performance monitoring and (4) detecting fraud. Nevertheless, the 

merchant firms without much expertise derived minimal affordance from the mobile 

payment platforms or no affordance 

 

Moreover, it was evident that though merchants leverage mobile payment affordances, there 

were constraints that served as stumbling blocks that the merchants potentially encountered 

while interacting with the payment platforms. The study identified that all the three 

merchants experienced constraints such as value chain deficiencies and technological and 

regulatory challenges. The study further identified that the affordance actualisation of 

mobile payment platforms was influenced by Adoption readiness and stakeholder directions 

as prerequisite environmental factors that influence affordance perception. The study also 

identified organisational arrangements such as (1) market expansion, (2) business model 

support, (3) revenue generation (4) corporate image-enhancing as stimulating conditions 

that make it easier or difficult for the merchant to leverage mobile payment affordance. Still, 

on the environmental condition, it was identified from the studies that the merchant's quest 

for the benefit, or the potential benefit and the capability of the technology to provide the 

needed benefit is that which made merchants seek, served as a releasing condition for 

merchant affordance actualisation.  

 

Finally, the actualisation outcome was also analysed to understand the forms of benefit 

(outcomes) obtained by merchants for actualising mobile payment platforms. The analysis 

identified five broad benefits obtained from mobile payment platforms as outcomes. Among 

them are (1) strategic benefits, (2) operational benefits, (3) transformational benefits, (4) 

managerial benefits and (5) organisational benefits. 
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Table 9.16 Research Questions, Confirmed Propositions, New Findings and Lessons 

Research Questions  

and Propositions 
Confirmed Propositions New Findings/ Lessons 

RQ1: What are the mobile payment 

platforms' adoption decision pathways 

of merchants in Ghana and the strategic 

and non-strategic influencing factors 

besides the risk/utility trade-off? 

 

P1: Merchants’ decision to adopt 

mobile payment platform may be 

influenced by risk/ utility Trade-off or 

cost benefit analysis. 

 

P2: Merchant decision to adopt mobile 

payment may be influence by strategy. 

The first finding confirms the 

proposition1, that the 

merchant's decision to 

maximise utility from mobile 

payment platforms have 

concerns regarding privacy and 

security and compares 

perceived benefits and the 

potential perceived risk. 

 

 Finding two confirms 

Proposition 2 that the 

merchants’ decision to adopt 

mobile payment could be 

influenced by strategy and 

multiple benefits.  

 

The lesson here is that though the 

merchant performs cost benefit analysis, 

invariably merchants are prepared to 

disclose organisational information and 

ignore the risk or cost whenever the 

benefit outweighs the cost or risk. This 

demonstrate that benefit perception is 

more important to the merchant than the 

risk. 

 

There is also a significant lesson   that 

corporate organisation with well-

structured management teams tend to 

evaluate and predict the possible 

economic outcomes, and consider 

security and privacy protection, by 

identifying, categorising, and assessing 

different scenarios, while the small-scale 

owner manager’s organisation only 

experimentally adopts mobile payment 

without evaluating the risk and security 

implications. Instead, they use anecdotal 

evidence based on the merchant’s 

perception of mobile payment's benefits 

as a sufficient explanation for merchant 

adoption.  

 

There is also a new finding in the 

merchant pathways to adopting mobile 

payment platform as experimental phase 

where the merchant incrementally 

develops capabilities in adopting and 

using of mobile payment platform. 

These lessons and findings point to the 

understanding that mobile payment 

platforms' adoption decision pathways of 

merchants in Ghana is influenced by 

multiple decision-making. 

 

  

RQ 2: How do mobile payment 

platforms afford or constrain 

merchants' transactions in Ghana? 

 

P3a: A goal-oriented merchant    

interaction with the mobile payment 

platform potentials (IT artifacts) may 

influence affordances generation.  

 

P3b: A relational involvement by the 

merchant firm may enables or constrain 

affordance of the artifact’s potentials for 

organisational benefits. 

Findings to research question 

two provide support for 

proposition 3a, which relates to 

the relational effect of 

affordance, which states that; 

merchant interaction with the 

mobile payment platforms (IT 

artefacts) is facilitated by 

expertise within the merchant 

firm. The merchant firm's 

strategic objective or goal 

generates affordances when the 

merchant undertakes an action 

to exploit the artefact’s 

potential.  

 

We learn from proposition 3a & b that 

affordance generation is facilitated by the 

merchant's interaction with the mobile 

payment platforms, the expertise and the 

merchant's strategic objective or goals to 

leverage the affordance. Therefore, it is 

important not to attribute certain 

achievements as having been produced 

independently by technology on its own, 

because it is the actors' actions and 

intelligence that shapes technologies in 

the ways that the actor wants It.  From 

the study it was evident   that the 

merchants without much expertise 

derived minimal affordance or no 

affordance from the mobile payment 

platform’s interaction.  
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Though there were constrains 

merchant did well, to work 

around the constraints to 

actualise the mobile payment 

platform affordance. This is due 

to the perceived value mobile 

payment to the merchant. This 

make proposition 3b to be 

partially supported.  

 

RQ 3: What forms of outcomes 

(benefits) do mobile payments 

platforms actualisation afford 

merchants in Ghana? 

  

P4: Actualisation of mobile payment 

affordance by goal-oriented actors may 

influence the generation of value 

outcomes that may leads to interrelated 

organisational benefits.   

The findings, for research 

question three support 

proposition 4 which states that: 

actualising, technology 

affordance of a specific 

technological device generates 

value outcomes that leads to 

multidimensional organisational 

benefits. 

There is a discovery of three new 

conceptualisation of benefits from 

mobile payment platforms' affordance 

actualisation as transformational, 

managerial and organisational benefits. 

These finding and conceptualisation are 

new to mobile payment literature, not 

much light is shared in this area. Existing 

literature on mobile payment benefits has 

focused on such areas as convenience, 

ubiquity, immediacy, operational 

turnaround time, productivity gains and 

competitive advantage. Therefore, this is 

a new knowledge and a contribution to 

mobile payment benefit 

conceptualisation. 

 
RQ4: What enabling, stimulating, and 

releasing conditions affect the benefits 

afforded by mobile payment platforms 

to merchants in Ghana? 

 

P5a: Contextual factors in the merchant 

environment may act as enabling or 

constraining releasing conditions to 

influence a decision to actualise mobile 

payments affordance.  

 

P5b: Perceived COVID-19 risk is an 

environmental factor that could serve as 

enabling or stimulating condition to 

influence merchant mobile payment 

platform affordance actualisation. 

 

 

Proposition 5 is confirmed as it 

was evident in the findings that 

Merchant firms’ contextual 

factors can act as enabling, 

releasing and stimulating 

conditions to influence mobile 

payments platform's affordance 

actualisation. Nevertheless same 

factors were not see seen as 

constraining, because merchants 

do not consider the constraints 

inherent in their environment 

but instead do everything 

possible to actualise an 

affordance. 

It is also evident and a lesson that despite 

the environmental factors that could 

serve as enabling, stimulating conditions 

for affordance actualisation, it is the 

merchant's quest for the benefit, or the 

potential benefits and the capability of 

the technology to provide the needed 

benefits is that which serve as a releasing 

condition for merchant affordance 

actualisation.  

 

Source: Author’s construct 
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CHAPTER TEN 

SUMMARY CONCLUSIONS, CONTRIBUTIONS AND FUTURE 

RESEARCH DIRECTIONS 

10.1 Chapter Overview  

The preceding chapter discussed and analysed the empirical evidence attained from the 

merchant firms that have adopted mobile payments for their business transactions in Ghana. 

This chapter seeks to conclude the discussions and analysis with a summary of the research 

and presents the study's major findings. The chapter also revisits the conceptual framework 

to include the new findings and outlines the contributions and implications of the study to 

research, practice and policy. Lastly, the chapter enumerates the study's limitations and 

provides directions for future research. 

 

10.2 Research Summary and Major Findings 

The research sought to understand the strategic and non-strategic factors that influence 

merchant decision-making to adopt mobile payment platforms aside from utility/risk trade-

offs and to explain how mobile payment platforms afford or constrain benefits to merchants 

as they interact with mobile payment platforms. This led to the conceptualisation of a 

theoretical and practice-oriented framework that explains how mobile payments afford or 

constrain benefits to merchants. Based on the purpose of the research, four main research 

objectives were developed. The first objective sought to explore the strategic and non-

strategic factors that influence merchant decision paths in adopting mobile payment 

platforms aside utility/risk trade-offs. To achieve this objective, the study employed 

Rational Choice Theory to understand how merchants choose mobile payments aside from 

cost-benefit analysis or utility/risk trade-offs. As a result, the selected case firms' decision-
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making path was explored to understand the strategic and non-strategic factors that influence 

their decision to adopt mobile payments in merchant firms. 

 

The study's second objective was to understand the affordances and constraints mobile 

payment platforms afford merchants in their transactions as they interact with the mobile 

payment platforms. To achieve this objective, this study adopted Technology Affordance 

and Constraints Theory  (see Bygstad et al.,  2015). This led to a conceptualisation of a 

theoretical and practice-oriented framework that explains how mobile payment platforms 

afford or constrain benefits as the merchant interacts with the platforms. The third objective 

was to explore the benefits that mobile payment platforms’ interaction affords merchants. 

To help achieve this objective, the study adopted a conceptualisation of e-commerce 

benefits from Boateng (2016) and a further probe of other potential benefits discovered in a 

mobile payment platforms context. Based on the e-commerce benefit framework outlined 

by Boateng (2016), the three cases were analysed to achieve research objective three. The 

final objective was to explore the enabling, stimulating and releasing conditions that afford 

or constrain mobile payments platforms' affordance perception and actualisation. The study 

achieved this objective by reviewing the mobile payment context that enables, stimulates 

and facilitates merchant interaction with the mobile payment platforms.  

 

For the empirical investigation of the conceptual framework, three merchant firms in Ghana 

which have adopted mobile payments in their business transactions and are actualising 

mobile payment affordance were selected as case studies. The research's major findings in 

relation to the objectives as evidence of the empirical studies are summarised in Table 10.1, 

demonstrating the research questions and a summary of each finding and its corresponding 

objective.  
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Table 10. 0-1 Summary Findings for Research Objectives 

Research Objectives           Findings  Gaps Addressed  Core Contributions  Typologies 

Developed 
1. To describe the 

mobile payment 

platforms' adoption 

decision pathways 

of merchants in 

Ghana and the 

strategic and non-

strategic 

influencing factors 

besides the 

risk/utility trade-

off. 

1. Merchant decision to adopt mobile 

payment platforms is influenced by 

rational choice based on cost-

benefit analysis. Risk does not 

significantly deter the merchant 

firm from adopting mobile 

payments platforms due to the 

perceived technology utility.  

 

2. The merchant's decision to adopt 

mobile payment platforms is 

influenced by strategic 

considerations such as developing 

a new business model and 

partnership survival.  

 

3. Merchant decision to adopt mobile 

payment is influenced by 

experimental decision where the 

merchant incrementally develops 

capabilities in adopting and using 

mobile payment platforms. 

 

4. These findings for objective one 

suggests that the merchants' path to 

adopting mobile payment 

platforms is influenced by multiple 

decisions, which could be based on 

rational choice (cost-benefit 

analysis), strategic choice or 

experimental choice. Therefore, 

the study concludes on objective 

one that merchant decision to 

This objective addressed our 

lack of understanding of 

merchant strategic and non-

strategic paths to adopting 

mobile payment platforms 

aside from utility/risk trade-

offs and the need to understand 

comprehensively the strategic 

and non-strategic factors that 

could influence merchant path 

to adopt mobile payment 

platforms (Liébana-Cabanillas, 

Ramos de Luna & Montoro-

Ríos, 2017). 

1. Hitherto non-existent in mobile 

payment literature, the research 

uncovers a new decision-making 

path to merchant’s adoption of 

mobile payment platforms called 

experimental decision. It covers the 

gradual and incremental knowledge 

about the technology while exploring 

the technology’s potential. Through 

gradual learning, the merchant 

develops the needed mobile payment 

knowledge, which is then transferred 

to the larger business to legitimise 

the technology in the merchant 

business. 

 

2. In addition, these findings also 

contribute to the unique 

conceptualisation that multiple 

decisions influence the merchants' 

path to adopting mobile payment 

platforms. Establishing an 

understanding that merchant decision 

path to adopting mobile payment is 

multidimensional instead of the 

unidimensional factors identified by 

previous studies (Kauffman et al., 

2015; Slade & Dwivedi, 2016). 

A typology of 

merchant path to 

mobile payment 

platforms’ adoption 

from a developing 

country context. 

University of Ghana http://ugspace.ug.edu.gh 



242 

adopt mobile payment is 

multidimensional instead of the 

unidimensional factors identified 

by previous studies. 

2. To explain the 

affordances and 

constraints of 

mobile payment 

platforms to 

merchants’ 

transactions in 

Ghana. 

1. Merchant interaction with mobile 

payments platforms enables one 

primary affordance: strategic 

information capturing, which presents 

action possibilities for other secondary 

affordances. Actualising the strategic 

information affordance leads to more 

superior affordances such as: 

• Performance 

monitoring  

• New business 

development   

• Fraud detection 

affordance  

 

2. Despite these affordances, however, 

technological deficiency and value 

chain shortcomings such as mobile 

payment platforms interoperability, e-

levy policy implementation, and 

network connectivity, among others, 

constrained mobile payment platform's 

affordance actualisation and benefit.  

This objective addresses our 

limited knowledge of how 

merchant’s interaction 

identifies and actualises the 

action possibilities or 

affordances that accompany 

mobile payment platforms and 

their attendant constraints, 

which have the potential to 

influence the outcomes that a 

merchant can achieve upon the 

adoption of mobile payment 

platforms, and even the 

unintended consequences (De 

Reuver et al., 2018). 

 

 

1. The empirically validated 

conceptual framework 

developed from the technology 

affordance and constraints 

theory (Figure 10.1) 

demonstrated. This findings 

contribution lies in the study's 

ability to explain how merchant 

interaction with mobile payment 

platforms affords or constraint 

benefits. As a core contribution, 

this finding addresses the 

skewness of theorisation in 

mobile payment research 

(Gannamaneni et al., 2015; 

Dahlberg et al., 2015).  

 

2. The findings also contribute to 

how actor continues to interact 

with the Primary affordance of 

strategic information, further 

afford the merchant with action 

possibilities of possible data 

analytics on critical customer 

data, which lead to superior 

secondary affordances such as 

performance-monitoring, 

business development and fraud 

detection affordances. This 

finding contributes to 

preserving affordance as a 

relational concept and limit 

altering affordance as a 

Typologies of mobile 

payment platforms 

affordances and 

constraints from a 

developing country 

context. 
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characteristic of the technology 

(Pozzi et al., 2014).  

3. To determine the 

forms of benefits 

that mobile 

payment platforms 

afford merchants in 

Ghana. 

1. Mobile payment platform's 

affordance creates strategic 

benefits such as business 

development, new opportunities, 

expanded merchant markets and 

business model innovation. 

2. Mobile payment platform's 

affordance creates operational 

benefits such as decreasing the 

merchant operational cost and 

improving operational efficiency. 

3. Mobile payment platform's 

affordance leads to 

transformational benefits, such as 

innovative possibilities, smarter 

purchasing choices, processing 

efficiency and merchant control 

over resources. 

 

4. Mobile payment platform's 

affordance creates managerial 

benefits such as harnessing 

organisational resources and 

making effective decisions.  

5. Mobile payment platform's 

affordance enables organisational 

benefit, leading to organisational 

change (change in the payment 

process, real-time payment data 

and opportunity to learn new 

things). 

This third objective addresses 

the limited knowledge of the 

strategic and non-strategic 

outcomes of actualising mobile 

payment affordances after 

adoption, specifically focusing 

on what outcomes occur and 

what goals are achieved due to 

the actualisation process (Pozzi 

et al., 2014). 

 

 

1. The findings for this research 

objective are a sub-component 

of the empirically-validated 

conceptual framework 

developed from the technology 

affordance and constraints 

theory which explain how 

mobile payment 

platforms afford benefit to the 

merchant in Ghana.  

 

2. This study uncovers 

transformational managerial and 

organisational benefits as three 

new forms of benefit that mobile 

payment platforms afford 

merchants in Ghana.   Hitherto, 

existing research had 

conceptualised operational and 

strategic benefits (Boateng, 

2016; Boateng et al., 2014).  

 

 

A typology of 

mobile payment 

affordance 

actualisation 

outcomes (benefits) 

from a developing 

country context. 

4. To determine the 

enabling, 

stimulating and 

releasing 

Enabling conditions 

 
Adoption readiness and stakeholder 

direction were the two key conditions that 

This objective is in response to 

our limited understanding of 

the context-specific factors that 

could enable, stimulate and 

Specifically, findings here contribute to: 

1. Explaining the conditions that 

enable or stimulate the 

perception and actualisation of 

Typologies of 

environmental 

factors that could 

enable, stimulate and 
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conditions that 

influence the 

benefits afforded by 

mobile payment 

platforms to 

merchants in 

Ghana. 

influenced merchants to interact with 

mobile payment platforms. 

 

1. Adoption readiness factors that acted as 

enabling conditions relate to: 

a. Favourable adoption 

environment such as the 

tremendous penetration of 

mobile phones and 

mobile money service's 

phenomenal progress in 

Ghana, the critical mass 

and COVID 19 pandemic 

acted as enabling 

conditions.  

 

b. The prevailing payment 

culture relates to mobile 

payment as the new normal; 

multi-currency features and 

third party support also acted 

as enabling conditions.   

 

2. The stakeholder direction factors that 

acted as enabling conditions to consist 

of: 

a. Regulatory factors such 

as government legislation, 

operational accreditation, 

and mobile payment 

interoperability. 

  

b. Competitive factors that 

influence merchant 

interaction with mobile 

payment platforms 

include usage from other 

constrain specific technology 

in a specific context and the 

affordance generated from 

actors’ interaction with 

technology and 

the need to theorise mobile 

payment 

platforms affordances, 

including constraints and even 

the un unintended 

consequences (Majchrzak et 

al., 2016, p. 267). 

 

  

mobile payment platform's 

affordances and the related 

benefits accruing.  

 

2. The contribution also 

fundamentally relates to the 

study’s post-study framework 

explaining how mobile payment 

platforms afford or constrain 

benefits to merchants, which are 

also towards addressing the 

skewed theorisation in mobile 

payment research (see Reuver, 

Sørensen, & Basole, 2018; 

Gannamaneni et al., 2015; 

Dahlberg et al., 2015).   

release affordance 

perception and 

actualisation. 
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firms and changing 

consumer preferences.  

 

Stimulating Conditions 
3. Stimulating conditions that facilitate 

merchant affordance perception and 

actualisation are the payment platform's 

potential and public health crisis. 

  

a. Platform's potential, such as an 

opportunity for market expansion, 

support for a business model, 

opportunity to generate revenue 

and opportunity to enhance 

corporate image, made it easier 

for mobile payment platforms 

affordance perception and 

actualisation. 

b. Public health crisis of COVID 19 

and its risk mitigation positively 

influenced merchant affordance 

perception and actualisation. 

 

 

Releasing Conditions 

 
4. The overall benefit that the merchant 

seeks to achieve with mobile payment 

serves as a releasing condition that 

constrains or enables mobile payment 

affordance actualisation. 

Source: Author’s construct  
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                                               Mobile Payment Affordance and Benefit Framework 

 

 

 

 

 

 

 

 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

 

Figure 10.1 Post-study Framework of how Mobile Payments Afford or Constrain Benefits to Merchants

 

 

 

Choice of 

Payment 

System 

• Rational 

• Strategic 

• Experimental  

 

 

 
Mobile 

payment 

system 

Merchant 

• Full adoption 

• Partial adoption 

 

Benefits 

• Strategic 

o Business development 

o New opportunities  

o New business model 

• Operational 

o Service optimization 

o Operational efficiency 

o Efficient service delivery  

• Transformational Benefit 

o Business transformation 

o Process transformation 

• Managerial Benefit 

o Harnessing resources  

o Effective management decision 

• Organisational Benefit 

o Safe operations 

o Organisational learning 

 

 Payment Systems 

Affordances 

• Primary   
• Strategic information 

 

• Secondary  
• Performance 

monitoring 

• Business development 

• Fraud detection  

 

Payment Systems 

Constraints 
• Value chain deficiencies 

• Technological challenges 

• Regulatory challenges  

 

 

 Payment Systems 

Stimulating Conditions 
• Perceived market expansion 

• Business model support 

• Revenue generation 

• Corporate image enhancing  

• COVID 19 Risk 

Releasing Conditions 
• Merchant quest for benefit 

 

 

Enabling Conditions 

• Adoption Readiness 
o Adoption environment 

o Prevailing payment culture 

  

• Stakeholder Direction 
o Regulatory factors  

o Competitive pressure  
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10.3 Research Contributions and Implications  

10.3.1 Contributions to Research 

At the beginning of the study, the literature review showed a lack of research on mobile 

payments from the merchant perspective, even though mobile payment is growing in 

dominance in the contemporary business landscape. While existing studies on mobile payments 

have considered consumer adoption, this research is one of the few studies to address this gap 

by going beyond consumer adoption to focus on merchant adoption. The study contributes to 

strengthening the conceptualisation of mobile payment adoption to address the skewed 

theorisation in mobile payment research by applying rational choice theory and affordance 

theory. The study developed a theoretical and practice-oriented framework from the merchant 

perspective. This is a departure from the norm of existing studies extending behavioural models 

such as TAM and Diffusions of Innovation theory (DOI) to understand mobile payment 

adoption from consumers' and merchant perspectives. Adopting the affordance theory provides 

valuable lens for understanding action possibilities of a technology as an interplay between 

actors and their environment. This study extended the technology affordance theory by defining 

exact outcomes that occur and the ultimate goals that are achieved because of mobile payment 

platform affordance actualisation process. This is a major contribution  to the development and 

further discus in the affordance literature since affordance theory is a novel theory for the field 

of mobile payments. 

 

One core contribution of the study is uncovering a new decision-making path for merchants in 

adopting mobile payment called experimental decision-making. To date, previous studies in 

mobile payment research have conceptualised the decision-making path of merchants’ 

adoption of mobile payments as either a rational or strategic choice (Gao & Watcher, 2017). 

Rational choice (e.g., risk assessment and benefit analysis reference, Fig. 9.1) is a process 
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where key managers scrutinise and understand the risk implications against the benefit the 

company will gain in deciding to adopt mobile payment. Beyond the rational choice, merchants 

consider strategic gains (e.g., business development, new business model, sales clustering, 

provider reputation) to which mobile payment technology enables possible capability 

development rather than the risk associated (Singh et al., 2020). The experimental choice 

covers the gradual and incremental knowledge about technology while exploring the 

technology's potential. Through gradual learning, the merchant develops the needed mobile 

payment knowledge, which is then transferred to the larger business to legitimise the 

technology in the merchant business. This core contribution demonstrates that the merchant 

decision path in adopting mobile payment is a complex process. The evaluation mechanisms 

for merchants to choose mobile payment could be multidimensional instead of the 

unidimensional factors identified by previous studies (Kauffman et al., 2015).  

 

Secondly, the study contributes to establishing and explaining the affordances of a specific 

technology (mobile payment platforms) in a specific context (retailing). This core contribution 

responds to Osch and Mendelson's (2011) call for future research to understand how actors' 

relationships with technology influence their activities and actions. Responding to this call 

enabled this study to explain the goals and outcomes achieved as actors actualise a specific 

technological artefact (Pozzi et al., 2014), as demonstrated in the post-study framework (Figure 

10.1). This contribution helps preserves the affordance relational concept and limits altering 

affordance as a characteristic of the technology (Pozzi et al., 2014). More importantly, this 

finding is based on an empirically-validated conceptual framework developed from the 

technology affordance and constraints theory to understand how mobile payment platforms 

afford merchant’s benefit. In a more specific explanation, the study’s findings are related to 

factors that enable, stimulate, or constrain merchants' perceptions in actualising mobile 
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payment platforms' affordances to leverage the ensuring benefit. The above conclusion forms 

the basis for the post-study framework, which explains how mobile payment platform's 

affordance leads to benefits as a core contribution of this study towards addressing the lack of 

theorisation in mobile payment research.  

 

Finally, the study contributes to the unique conceptualisation of mobile payments benefits as 

strategic, operational, transformational, managerial and organisational, which hitherto did not 

exist in mobile payment literature. This conceptual innovation is important because it gives 

additional possible perspectives on how mobile payment benefits can be applied for 

organisational value beyond the generic view of contemporary mobile payment research. 

Existing literature on mobile payments does not have a perspective on how mobile payment 

can be leveraged for organisational benefit. This core contribution demonstrates an 

understanding of mobile payments linkages of an inter-organisational transaction, access to 

new markets, customer and supplier linkages and disintermediation for improved 

competitiveness.  

 

10.3.2 Contribution to Practice   

The findings contribute to practice by providing a clear understanding and appreciation to 

mobile payment service providers on the complex and multi-level issues that merchants have 

to consider when choosing mobile payment platforms aside from the risk. Mobile payment 

service providers need to understand and focus on the specific benefits mobile payments 

adoption provides merchant firms because risk mitigation and increasing trust do not replace 

the technology's usefulness. Again, the findings suggest that merchants, through experimental 

experience, gain knowledge about mobile payment as they try mobile payment technology, 

which increases the likelihood of the merchant adopting the same. Therefore, it is important 
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for mobile payment service providers to proactively demonstrate how useful and effective their 

technology is and offer trials to merchants, especially the point of sales devices. This will 

improve merchant knowledge of the new payment methods and how they can effectively make 

transactions using the technology to derive optimum benefit. 

 

Moreover, on practice, the study provides unique perspectives on how merchants could 

leverage mobile payment affordances beyond making and receiving payments. The study 

highlights how mobile payment affordance can be leveraged and harnessed to improve the 

merchant firm's competitiveness and effectiveness. Through an industry engagement and round 

table discussion, several retail merchants were taken through a series of training to prompt and 

educate them on the affordances they can leverage using mobile payments. The training was 

necessary because the data point to the fact that most merchants have not perceived mobile 

payment affordances beyond receiving and making payments. More importantly, the developed 

educational article series on affordance identified in the study was published in the Business 

and Financial Times newspaper, a top Ghanaian daily newspaper. The researcher expects some 

merchants to read the articles to appreciate the affordances that can be leveraged when using 

mobile payment.  

 

A follow up on some of the merchants trained indicates that more merchants are beginning to 

leverage some of the affordances of mobile payment. Merchants are leveraging some of these 

affordances, significantly improving merchant technological capabilities. This contribution to 

practice is significant to business development, as echoed by Heeks (2002), who argues for 

studies to shift focus from adoption to impact-related studies that can improve the sustainability 

of these systems and businesses. Therefore, this contribution to practice implies that more 

education and training are required to increase merchants' knowledge of the affordance’s 
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merchants can leverage with respect to mobile payment adoption and use.  Also, the service 

providers can extend the exercise using the manual training series developed on affordances to 

further train merchants across the country using Interactive Voice Response (IVR) to boost the 

optimum use of mobile payments for the needed impact on merchant businesses. Kindly refer 

to Appendix C for a complete report on the industry engagement. 

Finally, managers of merchant firms can explore the conceptual model to understand the 

benefits merchants can leverage from mobile payment by understanding the triggers of mobile 

payment adoption and how mobile payments can impact and influence an entirely new business 

model. This contribution is significant because the introduction of mobile payment in the 

merchant firm can affect how the merchant may run, operate and compete.  

 

10.3.3 Contribution to Policy 

Implementing the Electronic Transaction Levy (E- levy) in its current form as transaction taxes 

imposed may hurt mobile payment progressive contribution and the expectation that mobile 

payment will drive growth in businesses in Ghana (Bongomin et al., 2019; Abuka, 2018). The 

tax is principally imposed on the amount transacted by the service user or consumer. The tax 

is payable at each level of intermediation in a transaction chain leading to multiple tax 

payments. The findings of this study indicate that merchants and consumers see the E-levy 

policy as a constraint which serves as a hindrance to mobile payment platforms interaction. 

Nevertheless, the implementation of the e-levy is expected to widen the tax net and improve 

government revenue. Still, the constraint perception by merchants and consumers is likely to 

inhibit its usage and potentially reduce the overall economic activity done using mobile 

payments. Consumers and merchants can learn to avoid the e-levy by using cash payments, 

leading to instability and negatively impacting the active agents, total registered mobile 

payment accounts, and total agent cash in cash-out volume. The above has vast policy 

University of Ghana http://ugspace.ug.edu.gh 



252 

implications on mobile payment transactions and the Ghanaian economy. For example, B&FT, 

a Ghanaian daily newspaper, reported in May 2022 that Telcos lost 300,000 mobile money 

subscribers in April 2022. To avoid the tendency of the unsustainability of the e-levy and the 

gains of mobile payments. Policymakers need to ensure appropriate interventions to limit a 

decline in mobile payment transactions and prevent the tendency of eroding revenues over 

time. The government needs to have an alternative policy source that would not create policy 

inconsistencies, to prevent merchants and consumers from not using the tax-eligible electronic 

services to make the e-levy and mobile payments sustainable in the long run (Bongomin et al., 

2019; Whitehead, 2018).  

Again, from the findings of this study, policymakers, especially the government, can create 

enabling conditions to improve the merchant's long-term willingness to adopt mobile 

payments. Further, the government can develop policies geared towards expanding the 

prerequisite environmental factors that create the necessary conditions for merchants to 

embrace and leverage mobile payments. Again, policymakers can use the findings to 

understand the factors that serve as constraints to merchant adoption of mobile payments and 

formulate policies geared towards eliminating obstacles and the constraints for the government 

to achieve a cash-lite economy.  

 

10.4 Directions for Future Research 

Even though the contribution to knowledge is so strong, the study is without limitation.  The 

first major limitation is that the study's findings are generalizable at the analytical level. 

However, the same cannot be said about statistical generalisation due to the research design 

(Lee & Baskerville, 2003). Therefore, future research can achieve statistical generalisation by 

collecting data from multiple cases and validating the findings statistically. Also, future 

research may empirically test and validate the theoretical model. This study is based on the 
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formalised retail organisation privately owned by a well-established corporate organisation to 

the owner-manager establishment. Thus, findings may not be readily applicable to the informal 

retail sector with no formal routines, which tends to face minimal resistance to adopting new 

technologies compared to large corporate retail organisations (Chen et al., 2014; Zhou et al., 

2017). Therefore, future research can investigate how informal retail businesses effectively 

leverage mobile payments for comparative analysis based on the findings of this study. Again, 

this study and its findings come from a developing country with an underdeveloped payment 

infrastructure (Gupta & Knight, 2017; Morrison, 2016). It will be more beneficial to conduct a 

comparative study in a developed country.  

 

The experimental decision-making process is a major contribution to this research. Many 

studies could be conducted to unpack the experimental phase further since the experimentation 

phase is a continuous process rather than a designated step. It will be important for future 

studies to examine this experimental phase and explore how it best improves learning and 

subsequent implementation outcomes.  
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APPENDICES 

Appendix A: Interview Guide  

I. Background Information for Managers  

1. What is your background? 

2. Kindly give me an overview of your company?  

3. What is your experience with information technologies and systems? 

4. Do you have previous experience in using mobile payment platforms? 

 

II. Choice of Mobile Payment Platforms 

1. Which attributes were most important to the company when your company decided to 

adopt and use mobile payment platforms? 

2. To what extent will adopting or not adopting mobile payment platforms bring benefit 

or cause harm to your business?  

3. Will it be a big problem for your company if you do not adopt mobile payments? 

4. Please explain to me how your organisation evaluated the need or otherwise of adopting 

mobile payment and the consequence of the behaviour in the long run? 

5. Did you take the information security of your company into consideration regarding the 

convince of using mobile payment platforms? 

6. Did your company consider your organisation's security risk in using mobile payment 

platforms? 

7. To what extent does your company understand the necessity of not adopting mobile 

payment against the risk of using mobile payment? 

8. Explain to me the effect it will have on your company if you do not adopt and use 

mobile payments for your business? 

9. Will mobile payment adoption create a benefits for your company? 
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10. What are some of the challenges that the company will experience if you do not adopt 

mobile payment? 

11. What will be the possible negative consequence of not adopting mobile payments? 

12. Will it be ok if your company does not adopt mobile payment? 

 

III. Enabling / Stimulating / Releasing Conditions 

1. What motivated your company to interact and adopt mobile payment platforms? 

2. What conditions/factors (e.g. political, economic, social, technological) affected 

adoption and interaction with mobile payment platforms. Kindly give an instance of 

these conditions/factors? 

3. Did you identify any specific need to fill with mobile payment platforms? If yes, kindly 

describe? 

4. Were you worried about accepting and using physical cash and contact financial 

transactions? 

5. Were you afraid of getting infected by coronavirus when using physical cash? 

6. Did your customers offer to use mobile payments because they were not comfortable 

making payments using physical cash and contacted based payments? 

 

IV. Technology Affordances and Constraints 

1. Describe how your company use mobile payment platforms?   

2. How did you roll out mobile payments in your organisation?  

3. Describe the initial acceptance of your mobile payment platforms (by staff, consumers, 

and your other stakeholders.)? 

4. Did you face any challenges in the adoption of mobile platforms? Describe them, if any 
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5. How is your company and your stakeholder using mobile payment platforms? Kindly 

share with me some specific instances? 

6. How do the mobile platforms enable or constrain your activities using the payment 

platforms? What do you want to achieve using t mobile payment platforms? 

7. How have you responded to the changing needs of your customers and your 

stakeholders who want to use the mobile payment platforms? 

8. What does your company typically seek from using mobile payment platforms? 

9. Do you know if your competitors use mobile payment platforms?  

10. Did the fact that your competitors use mobile payment platforms influence your 

adoption of the platforms? 

11. Have you generated any competitors? If yes, what do you see them doing? 

 

V. Benefit Outcomes 

1. Since you started using mobile payment platforms, have you made any impact yet? 

2. If yes, what is the nature of the impact you are making? Kindly give me specific 

instances of such impact? 

3. How does your business earn benefits from using mobile payment platforms? 

4. What benefit do you intend to create for the business by using mobile payment 

platforms in your company? 

5. Are there other benefits your company enjoys from mobile payment platforms? 

 

VI. Employees who Interact with Mobile Payment Platforms 

1. Tell me a little about yourself? 

2. What is your background? 

3. What is your job description?  
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4. What challenges have you observed in using mobile payment platforms for business 

transaction  

5. How do you address these challenges with the mobile payment platforms?  

6. What benefit do you intend to create for the business by using mobile payment platforms 

in your company? 

7. How do you create such benefits using mobile payment platforms? 

8. What does your company typically seek from using mobile payment platforms? 

9. What do you think about the features of mobile payment platforms in achieving those 

goals? 

10. What factors do you consider when using mobile payment platforms? 

11. Do mobile payment platforms generate any benefit or value for your company?  

12. If yes, what forms of benefit does mobile payment generate for your company? 

13. Are there any objectives that the mobile payment platforms do not allow you to achieve 

for the company? 

14. What features would you like to be included in the mobile payment platforms? 

15. What benefit is these mobile payment platforms creating for your business? 

16. How often do you use mobile payment platforms?  

17. Which features of the mobile payment platforms do you use often? 

18. How beneficial are the mobile payment platforms?  

19. How do those features create benefits for your company? 

20. Are there other forms of benefit you are enjoying from these mobile payment platforms? 

 

 

Appendix B: Report on Post-Study Evaluation and Industry Engagement  

Introduction 
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The study on leveraging mobile payment affordance for organisational benefit established a 

practice-oriented framework that could afford or constrain mobile payment benefit and provide 

a strategic understanding for successful merchant adoption of mobile payment. To ensure the 

post-study framework achieves this aim, the researcher conducted a post-study framework 

review with key stakeholders to test the practical implication of the framework and seek the 

opinions of key stakeholders. The researcher evaluated the post-study framework by externally 

engaging with key stakeholders affected by the study and building on stakeholders' insight to 

enhance the post-study framework for a practical impact of the study. Among the stakeholders 

engaged were retail merchants, mobile payment service providers, a manager from the 

regulation institutions and a consultant with expertise in the fintech industry. These 

stakeholders were engaged because the focus of the study has a direct influence on their 

business activities.  

Methodology 

The objective of the industry engagement was to share the research findings with wider non-

academics. Including retail merchants and other key stakeholders to help raise awareness of 

the affordances of mobile payment and the need for merchants to use mobile payments 

optimally for benefits. First, the researcher mapped the audience for the industry engagement. 

However, the focus was on merchants; service providers and policymakers were also invited. 

The researcher selected these stakeholders because they have a deep contextual understanding 

and were the most affected by the research and will find it most valuable. Secondly, the 

engagement considered what was relevant and teased out the critical message pertinent to the 

stakeholders. The delivery was direct, using seminars in the form of training.  The relevant 

sections and findings were grouped in the input, process and output models. Again using the 

stop-start continues framework at the end of each section, participants were asked specific basic 

questions such as;  
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after hearing this, what do you wish to stop doing? or start doing? or continue 

to do after this engagement. Questions like what do you do around mobile 

payments that I have not captured in the study to elicit responses and 

contributions.  

The review sections took one hour; however, the training sections were conducted for two 

hours. Several valuable contributions and suggestions were gathered for further consideration. 

After the engagement, the key and relevant contributions from the study perspective were 

incorporated into the post-study framework. Finally, the training section received media 

coverage and was published in the Business and Financial Times weekly newspaper. A number 

of engagements and the key stakeholders are summarised in the table below.  

 

The outcome of stakeholder engagement and review 

The stakeholder engagement and evaluation were very useful in getting industry-oriented 

measurements and practical assessments to the post-study framework. It enabled a strong value 

proposition for the research outcome. It also served as a co-creation platform for good ideas 

and a feedback loop from the participants. The post-study review by the key stakeholders 

brought real-world experience to the study that further enhanced the research outcome. For 

instance, current industry issues and context-specific drivers that the researcher did not capture 

during the study were brought to light at the stakeholder engagement. New insights such as the 

growth of social media as a tool for marketing, adoption of digital technologies, third-party 

payment services and dedicated mobile apps were some contextual factors driving and enabling 

merchants' adoption of mobile payments.  

Again, the digitisation of business-to-person (B2P) and government-to-person (G2P) 

payments, including payments through mobile money, were also captured as driving and 

enabling merchants' adoption of mobile payments.  It was also identified at the stakeholder 

University of Ghana http://ugspace.ug.edu.gh 



300 

engagement that mobile payment is enabling automation affordance, as third party payment 

services facilitate the real-time generation of receipts without a need to write a manual receipt. 

In addition, the merchants at the stakeholder engagement mentioned that there are too many 

parties or players competing for merchant attention. The various payment methods supported 

by mobile transactions further compound mobile payment adoption, which serves as a 

constraint to merchant adoption of the mobile payment platforms. These new insights were 

added to the post-study framework to reflect the thought of the stakeholders. 

Also, the industry engagement impacted how the merchants use mobile payment by providing 

the knowledge and skills for retail merchants to use the finding of this study in their business 

transactions. The practical lessons afforded the key stakeholders, especially the merchants, the 

benefit of exploring and assessing mobile payment usage to leverage the functional affordances 

that could drive optimum benefit for an impactful mobile payment adoption. Ultimately, 

through the industry engagement, the research gained some credibility which led to further 

meetings and a snowballing effect of opportunity leading to large scale engagements that were 

beneficial to different merchant groupings. On the back of that impact, the researcher received 

another bespoke consultancy from Prime Invest microfinance, a microfinance company in 

Accra, Ghana, to train small businesses on mobile payments and how they can leverage mobile 

payment affordances for their business benefit. The consultancy appointment enriched the 

personal brand of the researcher. 

In conclusion, the stakeholder engagement and consultation with different stakeholders was 

very useful. It brought new insight and revelation that was not captured during my data 

collection because a lot has happened between the time the data was collected and now. The 

new finding has further enriched the outcome. Nevertheless, the stakeholders confirmed our 

findings that choosing the right mobile payment solution for a business is a multi-criteria 

decision-making process. Therefore, companies require a practical framework to compare the 
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mobile payment solutions available to meet their objectives. However, most of the stakeholders 

had not yet perceived affordances beyond the receiving and making payment. Therefore, the 

engagement served as a platform for further leveraging mobile payment affordance. The table 

below summarises the engagement and its outcome. 
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Appendix C: Sample Engagements and Exchanges with Respondents to Get Access 

 

Hello Eric, this is Eunice from UGBS 

 

I will stand by for feedback, please. Thanks 

 

Good evening, Eric. Trust your day is going well? Please any feedback yet? 

 

Will get back. You said two merchants, for now, right? 

 

Yes, please 

 

Please possibly a well-established one. Thanks 

 

Speak to Portia 

 

I will send another contact shortly 

 

They are all in circle 

 

Ok 

 

Hello Eric, I trust you are well. Very grateful for the merchant lead. I did my first interview 

with Portia, and she gave me much insight, and her response was relevant. Yet to do the second 

one. To keep you in the picture. Thanks so much for your help. 

 

Most welcome 🙏 

 

Hi Eric, how are you 

 

Please, is it Ok to send me my next lead? Please, Decent Phones have not responded yet? 

 

Thanks will stand by 

 

 

Hello, Good afternoon once again. This is Eunice, the lady who called you a couple of minutes 

ago. Thanks for your kind attention and willingness to help. As discussed, sending you 👋 

 

Eunice Yeboah. UGBS PhD 

 

Abi? 

 

Good morning, Sir trust you are well 

 

Please, I am just checking if you have any feedback for me yet? 

 

Please, I saw your mail yesterday and very much appreciated it. However, you did not attach a 

contact to the lead. Please, I would be grateful if you could give me their contact information. 

Thank you 
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Thanks so much 

 

Good morning once again, and thanks so much for your support and kind attention. 

Please am looking for merchants, i.e. businesses that have successfully adopted mobile 

payments. Be it start-ups or established. 

To share my findings on the Affordance of mobile payments and how businesses can leverage 

mobile payments for their benefits, aside from making and receiving payments. 

Thanks 

 

I'm thinking about Wear Ghana 

 

For Profish, contact Alex. 

 

 

 

Hello Portia trust you are good  

This Eunice, please any update on my interview with your team, please? But would be grateful 

if you could get me a few screenshots of your back office with some payments and the ordering 

etc 

 

Alright 

 

Please, I would be grateful if you could kindly help me with the information, I requested 

some months back to be able to complete my case study, please 

 

By Graceoo, we are good 

 

 

Sent from my iPhone 

Hello, Mr Kpodo; my name is Eunice Yeboah Afeti, PhD student year three student with the 

UGBS, and my boss is Dr Kobby Mensah, who gave me your number. I please want to have 

an opportunity to schedule a small meeting with you regarding how you will be able to help 

me collect data from your institution regarding mobile payments for my PhD work. The title 

of my PhD thesis is Leveraging Mobile Payment Capabilities for Innovative Business 

Solutions. The case of merchant firms in Ghana. Kindly let me know if it is Ok to call you. 

Thank you so much for your kind attention. 

 

Hello, Fatawu trust you are Good. This is Eunice, a former BS employee who needs a big 

favour from you. I will need just about 30 minutes of your time for an interview for my final 

thesis, as part of my thesis on how businesses leverage mobile payments for business value. I 

have to interview a manufacturing company on how they are leveraging mobile payments. Blue 

skies make a very case as part of the cases I am considering, and I want an audience with you 

to gather a few data to complete my work, please. 30 max 1hr At your convenience 

 

Hello Eunice! Am currently on leave. I will link you up with Godwyn, our current commercial 

manager if you don't mind. He will be of help. 

 

Eunice, please send Godwyn a message. I have told him you will get in touch. 

 

Thanks so much very much appreciated 
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Hello Fatawu trust you and your family are keeping safe. Thanks for your help with Godwyn. 

Please, as part of the interview and purely for research. I need your approval for further 

information that will serve as evidence of collecting the data. It must be accurate, but the 

company name does not have to show estimates to serve as evidence of collecting data.  

 

Among the information are: 

1. The current structures of Management, no names required. 

2. The business flow, from the farm to the consumer 

3. Financial 5years it has to be accurate 

4. Photo of a product 

5. Production line or process not showing implicating features. 

6. Evidence of payments through momo. No name is required. 

 

Thank you so much for your help. 

 

Hello, Fatawu trust you are good. Please any feedback for me on my request for the information 

to finish my research project, please? 

 

Sorry, I responded to your text. Please send me a mail at fatahu.abdul@blueskies.com. Just 

state exactly your request, please. 

 

No problems Eunice 

 

Please, I have just sent the mail thanks. 

 

Good morning GM. Please a gentle reminder of my information ooo, please. My deadline is 

gone, please. Hope to hear from you soon. 

 

Okay, Eunice. Will discuss it today 

 

Hello madam. I have sent you the structure & business flow by email. Please check 

 

 

Sent from my iPhone 
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Appendix D: Ethical Clearance 
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SUMMARY OF POST STUDY EVALUATION AND INDUSTRY ENGAGEMENT 

DATE VENUE STAKEHOLDER PURPOSE OF MEETING TOOLS USED REMARKS 

22nd 

July  
zoom 

The management team of 

sky drinks  

Post-study evaluation and training on 

optimal use of mobile payments.  

Slide Presentation Discussions 

Questions and Answers 

Had a fruitful discussion. 

Contribution recaptured in post-

study framework Merchant 

adopted research suggestion for 

implementation.  

24th 

July 
Consultant office  Consultant  Post -study evaluation  One-on-one engagement Insightful contribution 

24th 

July 
Consultant office  Consultant  Post -study evaluation  One-on-one engagement Insightful contribution 

27th 

July 
On the field 

Service provider field 

officer responsible for 

merchant's training   

Training and engagement on optimal use of 

mobile payments  

Discussions  

One–on–one engagement 

Very useful observation 

confirming framework as useful  

30th 

July 

 

 

The management 

team of Perlinam 

marketing solutions 

 

  

Zoom 

 

 

 

Post-study Evaluation and training on 

optimal use of mobile payments 

 

 

 

Discussions 

Questions and Answers 

 

 

 

We had a fruitful discussion, and 

the meeting was participatory. 

Very fruitful feedback. 
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Appendix E: Out-put of Thesis 

  

Type of 

Publication 

Full Bibliographic Information 

 

 

Scholarly Book 

Chapter 

 

1. Afeti, E. Y., & Amanfo, J. O. (2020). Enablers and Inhibitors of 

Merchant Adoption of Mobile Payments: A Developing Country 

Perspective. In Handbook of Research on Managing Information 

Systems in Developing Economies (pp. 227-250). IGI Global. 

 

 

 

 

 

 

 

2. Yeboah, E., Boateng, R., Owusu, A., Afful-Dadzie, E., & Ofori-

Amanfo, J. (2020, April). Assessing the Role of Trust in Merchant 

Adoption of Mobile Payments in Ghana. In Conference on e-

Business, e-Services and e-Society (pp. 204-215). Springer, Cham. 
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Conference 

Papers 

3.  Boateng, R., Afeti, E. Y., & Afful-Dadzie, E. (2019). Adoption of 

mobile payments in Ghana: A merchant perspective. In: Twenty-

fifth Americas Conference on Information Systems, Cancun 

Bryman. 
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Appendix F: Summary of findings  

Research 

Question 

Finding in Case A 

Multinational 

Manufacturing Firm 

Finding in Case B 

Multinational 

Network Retail 

Marketing  

Finding in Case C 

Small Scale Owner 

Management 

Confirmatory 

Memoing with 

Literature & 

Conceptual 

Framework 

Contradictory 

Memoing with 

Literature & 

Conceptual 

Framework 

Conclusion or Suggestive 

Finding 

Research Q1 

What are the 

influencing 

factors for the 

merchant 

decision-

making 

process in 

adopting 

mobile 

payment 

platforms 

based on the 

risk-utility 

trade-offs? 

 

Management 

considered the risk and 

security challenges 

with mobile payment. 

Security consideration 

was very critical to the 

organisation's 

leadership. However, 

because of the 

usefulness of the 

technology and the 

benefit, management 

was ready to let go of 

the company 

information and 

adopted the technology 

whiles mitigating the 

risk. 

 

Other Factors:  

 The company’s new 

business model called 

for technology to be 

adopted as a business 

strategy. In other to 

facilitate the new 

strategic direction.  

 Management was 

aware of the risk 

that mobile 

payment can pose 

to the company, but 

management 

depended on the 

service provider's 

reputation to 

mitigate the risk. 

Management was 

of the view that the 

benefit outweighs 

the risk. The core 

interest of 

leadership was the 

benefit. They were 

using the 

technology to 

support their new 

business model and 

meet the company's 

strategic goals for 

that year.  

  

On the other hand, 

the management of 

network partners 

chose to adopt 

 The owner-manager 

had previous knowledge 

and was familiar with 

mobile payments 

technology and the 

related risk. 

Nevertheless, the 

owner-manager was of 

the view that the risk-

mitigating factors put in 

place by the service 

provider were enough 

security. The owner-

manager adopted 

mobile payment 

because of the business 

model of selling using 

digital platforms and 

social media.  

The owner-managers 

experience with mobile 

payments, through 

personal use and 

training by the service 

provider, influenced his 

decision to adopt it. The 

orientation and 

knowledge gave the 

manager an 

Previous studies (Zhou, 

2011; Oliveira et al., 

2016) have shared 

similar findings that 

security of mobile 

payment technology has 

the strongest impact on 

user willingness to 

adopt.  Security was 

very critical in the 

merchant decision-

making process in all 

the case firms. 

Nevertheless, the 

merchant willingness to 

adopt mobile payment 

was influenced more by 

the utility or the benefit 

the technology offers. 

This is also consistent 

with the literature (see 

Bulgurcu, Cavusoglu 

&Benbasat, 2010) that 

individual’s attitude 

towards technology 

adoption is influenced 

by benefit the 

technology offers as 

against the risk as an 

Previous studies (Zhou, 

2011; Oliveira et al., 

2016) have shared 

similar findings that 

security of mobile 

payment technology has 

the strongest impact on 

user willingness.  

However, this is not 

wholly the case as other 

factors such as partner 

dependency and, 

experimental decision 

are seen as factors that 

could influence the 

merchant decision to 

adopt mobile payments.   

Finding 1 

  The merchant decision-making 

process in choosing mobile 

payment is influenced by 

rational choice where cost and 

benefit analysis are conducted 

based on utility as well as the 

risk the technology offers. Based 

on the utility/risk trade-offs.  

The findings show that risk does 

not significantly deter the 

merchant firm form adopting 

mobile payments because of the 

utility they derived from mobile 

payments.  

 

Finding 2 

The merchant awareness of 

security and privacy issues do 

not inhibit their willingness to 

adopt and use mobile payment 

when there is perceived 

technological utility. 

 

Finding 3 The merchant 

decision process to adopt mobile 

payment could be influenced by 

the firm’s business strategy 

based on the business model.  
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Management had to 

decide to support the 

technology. 

 

Unofficial 

experimental adoption 

of the technology 

yielded positive and 

negative impacts. 

However, management 

saw the need for 

mobile payments as it 

had become the new 

normal.  Again, the 

unofficial experimental 

success and challenges 

informed 

management's decision 

to adopt mobile 

payments to satisfy 

their customers.  

mobile payments 

because of partner 

dependency. The 

network of the 

different companies 

that depended on 

the mother 

company made a 

decision based on 

partner demand. 

understanding of the 

strategic relevance of 

mobile payment 

technology to the 

business.  

 

overall assessment of 

the consequence of 

adoption or non-

adoption. 

 Based on the literature 

and using the 

conceptual framework 

merchant choice of 

mobile payment could 

be influenced by a 

rational choice or 

strategic choice, which 

is confirmed by the 

study case A&B 

Nevertheless, there are 

other findings from the 

empirical research 

showing partner 

dependency and 

experimental decision 

which is not captured in 

the literature and the 

conceptual framework. 

 

 

Finding 4: The merchant 

decision-making process to 

adopt mobile payment could be 

influence by a dependent 

merchant satisfying a 

partnership requirement. 

 

Finding 5: Indicates that the 

merchant decision-making 

process in adopting mobile 

payment could be influenced by 

experimental use where 

merchant perceives the 

technology to be useful, and the 

changing market condition, 

moves the merchant towards 

developing capabilities in 

adopting mobile payment. 
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Research 

Question 

Finding in Case A 

Multinational 

Manufacturing 

Firm 

Finding in Case B 

Multinational 

Network Retail 

Marketing  

Finding in Case C 

Small Scale Owner 

Management 

Confirmatory 

Memoing with 

Literature & 

Conceptual 

Framework 

Contradictory Memoing with 

Literature & Conceptual 

Framework 

Conclusion or Suggestive 

Finding 

Research Q2 

 

What affordance 

and constraints 

do mobile 

payment 

platforms 

provide 

merchant in 

their 

transactions? 

1.  Capturing of sales 

trends, and sales 

performance.   

2. Real time daily 

reconciliation of 

sales against orders.  

 

3. Ubiquitous   

accesses to sales 

information.  

4. Customer data 

capturing for 

customer 

engagement.  

 

5. Fraud detection 

within the 

organisation.  

 

6. Start-up business 

development through 

business niches and 

strategic partnership.   

 

 

1.Capturing of sales 

trends, agent 

performance, 

automatic 

calculations of 

agent commission 

 

2.Real time 

payment 

confirmation within 

the complex 

network 

 

 

 

3. Reduce 

corruption and 

stealing  

 

4. Strategic 

partnership with 

bank and delivery 

companies. 

 

Partner support, 

growth and 

efficient support for 

new business 

model 

No such affordance was 

leverage  

 

 

 

 

 

1. Capturing   of 

strategic customer data   

for customer 

engagement.  

2.Ubiquitous and real 

time accesses to 

company mobile 

payment sales. 

3.Curbing corruption 

and petti pilfering 

 

 

 

4. Business model and 

start-up development. 

 

 

 

 

5.Disintermediation 

through   multi-currency 

wallet. 

This finding is 

consistent with existing 

studies (Seidel et al., 

2013; Conole & Dyke, 

2004), that ICTs offer 

access to vast amount 

of information to user 

from different locations 

offering accessibility as 

an affordance for usage 

of technology 

Accessibility for 

various information has 

been identified as key 

affordance. 

 

 

 

Previous studies 

(Zolnowski, Weiß & 

Böhmann, 20 14) 

identify similar finding 

in a study on mobile 

payment service in the 

retail industry that ICT 

is a key driver for the 

emergence of business 

model 

 

 The data suggest that 

merchant interaction with 

mobile payment platforms 

enable sales and 

performance monitoring 

affordance  

Finding 2A 

 

Finding 2B: Evidence in 

the data shows that 

merchant interaction with 

mobile payments enable 

strategic digital data 

capturing and archival 

affordance. 

 

 Finding 2C:  The data 

suggest that merchant 

interaction with mobile 

payment enable fraud 

detection and control 

affordance in the merchant 

firm. 

 

Finding 2D: The data 

suggest that merchant 

interaction with mobile 

payment platforms enable 

strategic and new business 
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. 

 models   building 

affordance. 

   

Findings 2E suggest that 

merchant interaction with 

mobile payments enable 

disintermediation 

affordance.  

 

 

Findings 2F: Mobile 

payment platforms 

interaction present some 

inherent constraints such as 

technological constraints 

and value chain 

shortcomings that could 

prevent the merchant from 

interacting with the mobile 

payment platforms to 

actualise the affordance.  

Nevertheless, in the case of 

the merchant interviewed it 

did not prevent them from 

interacting with the mobile 

payment platforms. But 

rather the merchants 

mitigated the constraints.  

 
 

some of the 

constraints identified 

from the data are:  

1. Persistent calls to 

the factory by sales 

representative on the 

field to ask about 

payment 

confirmation. 

2. Short battery life 

causing personal 

phones to go off on 

the field   

3.  Information 

overload as clerks 

interact with payment 

data  

 4. Limited network 

availability  

 

 

1. Capped daily 

transaction for the 

agent distributors.  

2. Small screen size 

of mobile device. 

3. Unreliable 

network and 

fraudster attack.  

 

4. Employee 

sabotage of the 

system.  

 

1. Operatives persistent 

call to the manager to 

confirm receipt of 

payments. 

 

2. Transaction capping 

limiting merchant 

transfer and daily 

transaction. 

3.Battery short life, 

4. Unreliable network, 5. 

Fraud susceptibility. 

 

  Nevertheless  this findings is to 

some extent consistent with 

existing  literature  that mobile 

payment constraints  (small 

screen size, tiny multifunction 

keypads, short battery life-span) 

may hamper the usability of the 

service, but in this case the 

merchants interacted with, 

complaint about the operational 

difficulties inherent in the mobile 

payment platforms interaction, 

but it did not  negatively affect  

the merchant   usage  of the 

technology as suggested 

(Laukkanen & Kiviniemi, 2010, 

p. 375) that  Operational 

constraints will negatively 

influence the intention to continue 

the usage of mobile payment 

services. This contradiction can 

be explained by the fact that 

because mobile payment has 

become part of the merchant’s 

business strategy and a key tool to 

satisfy their customers and 

develop their business. They 

navigate around the constraints to 

derive utility from the technology.  
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Research 

Question 3  

 

What are the 

enabling, 

stimulating and 

releasing 

conditions?  

Finding in Case A 

Multinational 

Manufacturing 

Firm 

Finding in Case B 

Multinational 

Network Retail 

Marketing  

Finding in Case C 

Small Scale Owner 

Management fashion 

retail 

Confirmatory 

Memoing with 

Literature & 

Conceptual 

Framework 

Contradictory 

Memoing with 

Literature & 

Conceptual 

Framework 

Conclusion or 

Suggestive Finding 

ENABLING  

CONDITIONS: 

Technological 

Factors  

a. System 

pervasiveness   

  

 

 

 

 

 

 

b.  Technology 

characteristics 

 

 

 

 

c. Critical mass  

 

 

 

 

     The availability of 

the technology, 

technology 

usefulness and 

critical mass can 

enable affordance or 

constrain 

affordance to 

merchant 

interaction with 

mobile payment 

platforms. 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

The merchant 

opinion that mobile 

payment technology 

has become a norm 

and was delivering 

value for the 

business. Most 

consumers prefer to 

use mobile payments 

 

 

 

Compatible with 

operations. 

Perceived security 

and trust. 

Technology 

competence  

 

The merchant 

confirms that the high 

level of critical mass 

is a market creating 

opportunity for their 

 

The merchant 

believed it was the 

most common 

digital payment that 

appeals to all 

classes of 

consumers. Which 

is creating new 

consumer segments  

 

 

 

 

 

Compatible with 

business model. 

High perceived 

security and trust  

High regard for the 

technology to meet 

merchant 

expectation 

 

 

The merchant was of the 

view that mobile 

payment has become a 

useful complement for 

their payment 

transaction as 

consumers are changing 

the habit of cash to 

mobile payments it 

creates an expanded 

market for the business. 

 

 

 

Suitable for business 

operations. 

High perceived security 

and trust  

High regard for 

technology to meet 

merchant expectation 

(multi-  

currency  

 

  

 

Earlier studies Mallat 

and Tuunainen’s (2008) 

as well as Teo et al.’s 

(2005), reported that 

lack of critical mass was 

a high- ranked barrier to 

merchant adoption of 

mobile payment 

platforms. Nevertheless, 

the increasing use of 

mobile payment in 

Ghana and a wider user 

base of consumers is 

putting pressure on 

merchants to adopt the 

payment innovation. 

Mobile payment as a 

multisided market need 

a balancing focus on 

both the consumer and 

the merchant (Liebana- 

Cabanillas et al., 2016; 
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Regulatory 

Factors  

a. Government 

legislation  
 

 

 

 

 

 

 

 

b. Operational 

accreditation 

 

 

 

 

 

 

c. Merchant firm 

 registration 

 

 

 

 

 

 

 

 

 

 

 

firm to adopt mobile 

payments 

 

 

 

 

The merchant was 

convinced that 

legislation by 

government makes 

mobile payment 

appear safe for 

merchant operation 

because the merchant 

is regulated by two 

state institutions  

 

Service Providers are 

accredited before 

they operate mobile 

payments in Ghana. 

Which influence the 

safety perception of 

the merchant to 

engage with the 

technology. 

 

Merchant feel safe 

that their company is 

required to register 

for a special 

merchant sim to 

operate  

 

 

 

 

High level of 

critical mass as m-

payment meet the 

needs of the 

network customers 

which serves as a 

market creating 

opportunity for 

their business 

 

 

 

 

 

Merchant was of the 

view that because 

mobile payment 

service providers 

are regulated by the 

government it 

makes the system 

appear safe  

 

 

 

 

 

 

The accreditation of 

Service providers 

through registration 

make merchant to 

believe mobile 

payment is safe to 

engage with  

 

 

High level of critical 

mass as m-payment 

meet the needs of the 

merchant customers. 

Again the consumers are 

knowledgeable and are 

willing to use the 

technology. 

 

 

 

 

 

Merchant depended on 

the reputation of the 

service provider 

confirming that the 

service provider may be 

doing something right 

that is why they 

continue to operate 

making doing business 

with the safe. 

 

 

 

 

 

The merchant firm 

trusted in the 

accreditation of the 

service provider. The 

merchant consideration 

to engage mobile 

payment was the safety 

perception based on the 

Ondrus et al. 2015; 

Slade et al., 2015). 

 

 

 

 

This finding is 

consistent with existing 

literature which has 

continually identified 

regulations, industry 

norms and standards as 

well as peer 

organisational mimetic 

influencers as an 

external force that 

influence organisational 

decision.   Nevertheless, 

decision regarding IT is 

no exception   as 

researchers have 

consistently found IT 

decision to be 

influenced by the 

organisational 

environment (Liang et 

al., 2007; Du, 2018; 

Zhou et al., 2010). 

  Also it is evident in 

earlier studies that 

government regulations 

play fundamental 

environmental role that 

assures mobile payment 

security, serving as an 

enabling conditions for 

merchant to interact 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 openness in the 

regulative 

environment, served 

as an enabling 

environment where 

merchant feel 

protected against 

the inherent risk in 

the mobile payment 

environment. Which 

can enable or 

constrain 

affordance 
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Prevailing 

Payment Culture 

 

a. New normal 

  

 

b. critical mass 

 

 

c. multi-currency 

 

  

 

 

 

 

Competitive 

Pressure  

  

a. Institutional 

pressure 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

The merchant 

customers are willing 

to use the technology. 

 

High level of 

perceived market 

opportunity   

 

Not relevant  

 

 

 

 

 

 

 

 Very relevant, from 

customers and other 

stakeholder. Not 

from competitors  

 The industry type 

company does not 

have direct 

competitors 

 

 

 

 

 

 

 

 

 

 

The merchant 

registration 

requirements offer 

the merchant a 

special merchant 

sim which makes 

the merchant to 

operate safely 

 

 

 

 

 

 

 

 

merchant customers 

willing to use 

technology 

 

 

 

 

High level of 

perceived market 

opportunity   

 

Not relevant  

 

 

 

 

 

 

service providers license 

to operate. 

 

 

The merchant 

registration requirement 

makes it safe with the 

special merchant sim  

 

 

 

 

 

 

 

 

 

 

 

 

merchant customers 

already use the 

technology and 

understand its use  

 

 

High level of perceived 

market opportunity   

 

 

Multi- currency wallet 

support business model 

the need to meet the 

merchant international 

transaction needs. 

 

 

with mobile payment 

platforms (see Asiedu et 

at., 2019). 

 

This confirms recent 

findings by Liébana-

Cabanillas et al. (2017), 

that the world’s 

population is transiting 

to cashless society and 

over 66% of the world 

population have 

accesses to at least one 

mobile phone terminal, 

which is creating a new 

payment culture 

towards the use of 

mobile phones as a tools 

for purchasing and 

making payments 

 

This finding is 

consistent with 

literature that merchants 

are more likely to start 

providing mobile 

payments service when 

there are strong 

institutional pressures 

(Du, 2018) 

 

Again Institutional 

pressures have been 

identified by a number 

of studies as an 

influencer of 

organisations adopting 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

However, there seem to 

be a contradiction from 

 

 

 

 

 

 

 

 

 

 The changing 

behaviour of 

customers in 

spending cash 

through the use of 

mobile payment 

create the 

anticipation of 

mobile payments as 

the next big thing in 

payment 

transactions; 

enticing merchants 

to interact with 

mobile payments 

platforms.   

.   

Pressure from 

competition and 

stakeholders in the 

merchant 

environment exert 

external pressure 

that act as an 

enabler for 

merchant to interact 

with mobile 

payment to meet 
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STIMULATING 

CONDITIONS: 

 

Market 

Expansion 

a. Customer 

request 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

b. Market 

opportunity 

 

 

c. Customer 

readiness  

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

Consistent pressure 

from customers 

influenced merchant 

interaction. Merchant 

refusal to interact 

reduced sales, and the 

opposite was true.it 

gave an opportunity 

for merchant to reach 

other customer 

segment. The 

merchant perceived 

an opportunity to 

deliver customer 

value.  

 

 

High level of 

perceived market 

opportunity 

Partners asked to 

adopt for total 

business growth, 

Low level of 

institutional 

pressure. Network 

marketing their 

focus is to grow the 

network.  

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

High level of 

institutional pressure.  

Most competitors in the 

merchant industry are 

interacting with mobile 

payment to support the 

business. 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

technological 

innovations (Teo, Wei, 

& Benbasat, 2003; Li & 

Wang, 2018). 

 

 

 

 

 

 

 

 

 

 

 

This finding is 

consistent with findings 

of researchers like  

Dahlberg, Guo, & 

Ondrus (2015) and   

Evans & Pirchio (2014), 
who have argued that a 
successful deployment 
of mobile payments by 
merchants depends on 
customer demands, 
enabling business 
environment and the 
specific forms of value 
merchants strive to 
create with mobile 
payments.  
 

 

 

 

 

case ‘A’ where 

institutional pressure 

was not identified, 

instead pressure from 

customers and other 

stakeholder served as 

enabling condition for 

merchants to act to 

interact with mobile 

payment. This could be 

explained that the 

merchant firm 

interviewed operated 

niche business and   did 

not have direct 

competitors.  

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

industry 

expectation. 

 

From the discussion 

so far, the enabling 

conditions, 

constitute the 

prerequisite 

environmental 

factors that must be 

available in the 

merchant’s techno 

organisational 

environment to 

enable or constrain 

affordance to 

interact with the 

payment platforms. 

 

 

 

 

 

The merchant 

orientation of 

customer 

proliferation in 

adopting mobile 

payment platforms 

creates a suitable 

ground for 

merchant 

interaction and use 

of mobile payments 

platforms to expand 

their market 
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Business Model   

 

a. online sales 

 

 

 

 

 

 

 

 

 

 

 

 

b. Digital 

marketing 

 

 

 

 

 

 

 

 

 

c. Target market 

 

 

 

 

 

 

The comfort levels 

for the consumer to 

actually use mobile 

payments provides 

the merchants with 

several opportunities 

to exploit the new 

payment system to 

expand their market.  

 

 

 

 

 

 

 

 

 

Initially did not 

interact with mobile 

payment because 

sales were solely 

brick and mortar, 

manual sales and 

distribution. Hence 

depended on 

traditional method of 

payment. 

 

 

 

 

 

The perceived 

opportunity of 

 

The inherent 

opportunities 

associated with 

mobile payments   

to support merchant 

business and 

expand their 

market.  As 

merchant moved 

from brick and 

mortar to a digital 

business model 

mobile payment 

was the most 

appropriate digital 

payment to support 

business model.  

 

High level of 

perceived market 

opportunity   

 

  

The increase 

consumer usage of   

mobile payment 

platform’s in 

paying for 

transactions  

stimulated 

merchant to exploit 

mobile payments to 

reach other 

customer segments 

and at the same time 

 

Constant request from 

customers who are 

willing to pay using 

mobile payment and the 

ripple effect of using 

social media to expand 

the brand reach was 

evident in the data. The 

merchant notion of 

delivering customer 

value was essential 

stimulant.  

 

 

 

 

 

 

 

 

 

High level of perceived 

market opportunity   

 

 

Customer request was 

seen as an opportunity to 

exploit the new payment 

system to expand their 

market and to pave the 

way to reach different 

customer segments at 

the same time satisfy 

their customers 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

This finding confirms 

earlier studies that the 

digital environment is 

pushing merchants to 

redefine their business 

models (see, Souiden, 

Ladhari & Chiadmi, 

2019; Pantano & 

Priporas, 2016). 

 

Again, the finding is 

consistent with similar 

studies that the business 

model of the merchant 

serves as a facilitating 

condition that makes it 

easier for merchants to 

interact with mobile 

payment platforms 

(Petrova & Wang, 2013; 

Souiden, Ladhari & 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 The merchant 

orientation of the 

business and their 

objective in 

delivering customer 

value makes it 

easier for merchant 

to act and interact 

with the mobile 

payment platforms 

for market 

expansion 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

The kind of business 

model operated by 

merchant can serve 

as stimulating 

condition for the 

merchant to act to 

interact with mobile 

payment platforms 
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Revenue 

Generation 

a. Impulse buying 

 

 

 

 

 

 

 

 

expanded 

customer contact 

point 

 

 

 

 

 

 

 

 

 

 

 

 

tremendous evolution 

in the business model 

to allow for different 

functionalities and 

multiple services in 

the merchant firm 

stimulated the 

merchant to interact 

with the platforms 

 

Merchant strategy of 

delivering value for 

the target customers 

who are mostly 

middle class. The 

customer need or the 

middle class 

consumers who 

appreciate 

convenience and do 

ubiquitous purchases 

facilitated and made 

it easy for the 

merchant to act and 

interacted with the 

payment platforms. 

 

 

 

 

 

Perceived possibility 

of selling more 

through consumer 

impulse buy made it 

easier for the 

merchants to act and 

satisfy their 

customers 

 

 

 

 

 

Business strategy to 

move from brick 

and mortar need 

online payment to 

support the 

implementation of a 

new business model 

this served as a 

stimulating 

condition for 

merchant to interact 

with mobile 

payment. 

 

 

The merchant usage 

of digital marketing 

tools highly 

motivated merchant 

to interact with 

mobile payment as 

part of merchant 

strategy to support 

digital sales  

 

  

 

 

To improve the 

market reach and 

 

 

 

 

 

 

 

Merchant Operated 

aspect of business 

online, the online 

business model called 

for online or digital 

payment and in Ghana 

the simplest and easy 

online payment is 

mobile payments. This 

influenced the merchant 

interaction with mobile 

payment platforms in 

other to the support the 

business model. 

 

The merchant usage of 

digital marketing tools 

highly motivated 

merchant to interact 

with mobile payment as 

part of merchant 

strategy to support their 

online business model 

 

 

 Target of online 

consumers influenced 

merchant interaction 

with mobile payment 

platforms 

Chiadmi, 2019; Pantano 

& Priporas, 2016) 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

This finding is similar to 

several findings in the 

literature on the 

potential revenue 

generating appeal of 

mobile payment to 

merchant (See Mallat & 

Tuunainen, 2008; 

Pantano & Priporas, 

2016; Munyegera 

&Matsumoto, 2016). 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

or constrain the 

merchant to act.  

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

.  
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c. Reduction in 

operational cost 

 

 

 

 

 

 

 

 

 

 

Image Enhancing 

Factors 

 

a. Legitimacy 

 

 

 

 

 

 

 

 

 

b. Positive image 

 

 

 

 

 

 

 

 

 

interact with mobile 

payment. 

 

 

 

The perceived 

growing mobile 

payment culture 

among consumers 

and their gradual 

attachment to their 

mobile phones. Made 

it easy for merchant 

to act to interaction 

with mobile payment 

to leverage impulse 

sales benefit from 

several different 

customers who have 

adopted mobile 

payments 

 

 

The perceived cost 

reduction in the 

merchant operations 

facilitated the 

merchant willingness 

to interact with 

mobile payment 

 

 

 

 

 

 

 

support new 

business model 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

Perceived 

possibility of 

selling more 

through consumer 

impulse buy made it 

easier for the 

merchants to act 

and interact with 

mobile payment. 

 

 

The perceived 

growing mobile 

payment culture 

among consumers 

and their gradual 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

Perceived possibility of 

selling more through 

consumer impulse buy 

made it easier for the 

merchants to act and 

interact with mobile 

payment. 

 

 

 

 

 

The perceived growing 

mobile payment culture 

among consumers and 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

This finding echo earlier 

finding by Vashistha, 

Anderson, and Mare 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 Perceived revenue 

generation for the 

merchant through 

the convenience 

perception of the 

customer 

willingness to pay, 

served as a 

stimulating 

conditions for the 

merchants. 

 

The reality of 

mobile payment to 

generate extra 

revenue for the 

merchant firm the 

easier it is for the 

merchant to interact 

with mobile 

payment platforms. 

 

 The minimal 

financial cost and 

affordability in 

setting up mobile 

payments 

infrastructure to 

perform financial 

transactions equal 

to other digital 

payment channels, 
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c. Meeting 

customer 

expectation 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

RELEASING 

CONDITIONS: 

 

The Merchant 

Quest for Benefit 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

The perception of 

being branded 

legitimate in the eyes 

of the consumer for 

understanding and 

going with the trends 

made it easy for 

merchant to interact 

with the technology. 

 

 

 

Perceived high 

positive image of 

merchant firm 

understanding the 

trends of new 

technology 

influenced merchant 

to act and interact 

with mobile payment 

platforms 

 

 

 

 

The merchant mind-

set of enhancing 

firm’s reputation by 

attachment to their 

mobile phones. 

Made it easy for 

merchant to act to 

interaction with 

mobile payment to 

leverage impulse 

sales benefit from 

several different 

customers who 

have adopted 

mobile payments 

 

 

The perceived cost 

reduction in the 

merchant 

operations 

facilitated the 

merchant 

willingness to 

interact with mobile 

payment 

 

 

 

 

 

 

 

 

 

 

 

The perception of 

being branded 

legitimate in the 

their gradual attachment 

to their mobile phones. 

Made it easy for 

merchant to act to 

interaction with mobile 

payment to leverage 

impulse sales benefit 

from several different 

customers who have 

adopted mobile 

payments 

 

 

 

 

 

The perceived cost 

reduction in the 

merchant operations 

facilitated the merchant 

willingness to interact 

with mobile payment 

 

 

 

 

 

 

 

 

 

 

 

The perception of being 

branded legitimate in 

the eyes of the consumer 

for understanding and 

(2019) that merchants 

perceived that 

interacting with mobile 

payments make them 

“look modern and tech-

savvy” and will also 

help them capture and 

retain business of those 

customers who prefer to 

use mobile payments. 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

served as a 

stimulating 

condition for the 

merchant to interact 

with mobile 

payment platforms.  

 

 

 

 

 

The customer’s 

perception of the 

merchant firm as 

being reputable and 

have the capacity to 

deliver mobile 

payment services 

serve as positive 

stimulating 

condition 

promoting the 

merchant 

interaction with the 

technology. 

 

 

 

 

 

 

 

 

 

 

 

 

University of Ghana http://ugspace.ug.edu.gh 



321 

meeting consumer 

needs through the use 

of new technologies, 

served as a 

stimulating 

conditions for 

merchant to act and 

interact with mobile 

payments.  

 

 

 

 

 

 

 

 

 

 

 

The main releasing 

condition that was 

identified in the 

study, was the 

merchant quest for 

benefit. Which 

relates to what the 

merchant seeks to 

benefit from 

interacting with the 

mobile payment 

platforms 

 

eyes of the 

consumer for 

understanding and 

going with the 

trends made it easy 

for merchant to 

interact with the 

technology. 

 

 

 

Perceived high 

positive image of 

merchant firm 

understanding the 

trends of new 

technology 

influenced 

merchant to act and 

interact with mobile 

payment platforms 

 

 

The merchant 

mind-set of 

enhancing firm’s 

reputation by 

meeting consumer 

needs through the 

use of new 

technologies, 

served as a 

stimulating 

conditions for 

merchant to act and 

interact with mobile 

payments.  

going with the trends 

made it easy for 

merchant to interact 

with the technology. 

 

 

 

 

 

 

Perceived high positive 

image of merchant firm 

understanding the trends 

of new technology 

influenced merchant to 

act and interact with 

mobile payment 

platforms 

 

 

 

 

The merchant mind-set 

of enhancing firm’s 

reputation by meeting 

consumer needs through 

the use of new 

technologies, served as a 

stimulating conditions 

for merchant to act and 

interact with mobile 

payments.  

 

 

 

 

 

 

 

 

This benefit seeking 

pursuit of the merchant 

is confirmed in earlier 

studies, that merchants 

will interact with mobile 

payment platforms 

when the merchants see 

relevant value creation 

opportunities (see Guo 

&Bouwman, 2016). 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

,  

 

The overall benefit 

that the merchant 

seeks to achieve 

with mobile 

payment serves as a 

releasing condition 

that constrained or 

enable the 
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The main releasing 

condition that was 

identified in the 

study, was the 

merchant quest for 

benefit. Which 

relates to what the 

merchant seeks to 

benefit from 

interacting with the 

mobile payment 

platforms 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

The main releasing 

condition that was 

identified in the study, 

was the merchant quest 

for benefit. Which 

relates to what the 

merchant seeks to 

benefit from interacting 

with the mobile 

payment platforms 

 

 

 

 

  

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

Earlier studies have 

stated that  internal 

resources  (strategy, 

resources and 

capabilities) evaluation 

can prevent the merchant 

from accessing the 

opportunities and digital 

options that are available 

(Rolland et al., 2018), or 
the network 
externalities, can be a 
constraining factor to 
the merchant in 

interaction with the 

technology. 

 

 

University of Ghana http://ugspace.ug.edu.gh 



323 

 

 

 

 

 

 

 

 

 

 

 

perceiving and 
actualising the mobile 
payment affordance 
(Parmentier & Gandia, 
2017; Keen & Williams, 
2013). However, these 
two conditions were not 
explicitly found in the 
study as constituting a 
releasing condition. 
Rather the main 
releasing condition that 
was identified in the 
study, was the merchant 
quest for benefit. 
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Research Question 4  

What forms of benefit do mobile 

payments platforms afford 

merchants?  

Finding in Case A 

Multinational 

Manufacturing Firm 

Finding in Case B 

Multinational 

Network Retail 

Marketing  

Finding in Case C 

Small Scale Owner 

Management fashion 

retail 

Confirmatory Memoing 

with Literature & 

Conceptual Framework 

Contradictory 

Memoing with 

Literature & 

Conceptual 

Framework 

Conclusion or 

Suggestive Finding 

STRATEGIC BENEFITS 

Business development  

a Sales expansion 

 

 

 

 

 

 

 

 

 

 

 

 

b. Business niche 

 

 

 

 

 

c Business expansion 

 

 

 

     Leveraging 

mobile payment 

platforms 

affordance 

provides 

strategic benefit 

such as business 

development, 

new 

opportunities, 

expanded 

merchant market 

and appropriate 

business 

innovation 

models for 

customer 

satisfaction and 

revenue 

expansion. 

 

 

 

 

 

Leveraging 

mobile payment 

affordance 

facilitated sales 

expansion 

through 

extended 

coverage which 

improved 

loyalty among 

distributors and 

customers this 

strategically 

extended 

merchant reach 

and improved 

firm’s revenue. 

 

 

Leveraging 

mobile payment 

afforded 

Innovative 

service delivery 

Leveraging 

Mobile 

payment 

affordance 

facilitated sales 

expansion to 

other regions 

improving 

trading 

partners’ 

commitment. 

This created 

strategic 

advantage of 

sales expansion 

and improved 

revenue    

 

 

 

Leveraging 

mobile 

payments 

enabled 

Leveraging 

mobile payment 

affordance 

brought the 

merchant benefit 

of sales expansion 

through expanded 

customer touch 

points leading to 

improvement in 

firm’s revenue 

 

 

 

 

 

 

 

Leveraging 

mobile payments 

led to high level 

of service 

delivery and 

development of 

 This benefit 

identified in the 

study is similar to 

those reported by 

Nevo & Wade 

(2010), 

Davenport et al. 

(2004), Shang 

and Seddon 

(2002), Staehr et 

al. (2012), and 

Harris and 

Davenport 

(2006). 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

University of Ghana http://ugspace.ug.edu.gh 



325 

 

 

 

 

 

d. New business model 

 

 

 

 

 

 

 

 

 

New Opportunities  

 

a. Organisational learning 

 

 

 

 

 

 

b. Stakeholder interaction   

 

 

c. Bigger platforms 

 

 

 

and niche 

business and 

start-up   

 

Expanded 

business 

through niche 

services. Large 

customer 

coverage 

without having 

an office in the 

location. 

Mobile payment 

enhanced digital 

sales.  

 

Merchant 

introduced new 

business model. 

Using digital 

sales 

personalised 

and deliveries 

whiles 

customers pay 

using mobile 

payment.  

 

 

 

innovative 

service delivery 

which 

facilitated 

niche business 

for merchant 

firm   

 

Mobile 

payment 

expanded the 

merchant 

business 

through a new 

start up.  

 

 

 

 

 

 

Merchant 

introduced 

more cashless 

sales and 

reduced face to 

face contact. 

New ordering 

and mobile 

payments. 

 

niche business.  

Start-up 

 

Mobile payment 

expanded 

merchant 

business. Because 

merchant could 

sell using digital 

channels and 

deliveries  

 

 

 

 

 

Closed down 

unprofitable 

regional office 

and moved to 

digital sales using 

Facebook and 

Instagram to drive 

traffic and sales 

whiles merchant 

leverage mobile 

payments.   

 

 

There was 

learning through 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

This finding 

confirms earlier 

studies that the 

digital 

environment is 

pushing 

merchants to 

redefine their 

business models 
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OPERATIONAL 

BENEFIT 

a Service optimisation 

 

 

 

b. Operational efficiency  

 

 

 

 

 

 

 

 

 

 

c Efficient service delivery 

 

 

 

 

 

 

 

 

 

Merchant 

through 

platforms 

interaction 

developed and 

leverage 

superior 

affordance  

 

 

 

 

High level of 

stakeholder 

interaction 

 

 

The mobile 

payment 

provided an 

opportunity for 

bigger 

platforms of 

customers and 

distributors  

 

 

 

 

 

 

 

 

New learning 

opportunities 

helped 

improved 

merchant 

operation  

 

 

 

 

 

 

High level of 

stakeholder 

interaction 

 

 

The mobile 

payment 

provided an 

opportunity for 

bigger 

platforms of 

customers and 

distributors  

 

 

 

merchant 

interaction with 

the platforms but 

merchant could 

not leverage 

superior 

affordance 

because merchant 

did not have the 

needed resource 

to leverage the 

affordances  

Minimal 

stakeholder 

interaction. 

 

 

 

The mobile 

payment provided 

an opportunity for 

bigger platforms 

of customers and 

distributors  

 

 

 

 

 

 

 

(see, Souiden, 

Ladhari & 

Chiadmi, 2019; 

Pantano & 

Priporas, 2016). 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

  

. 

 

 

 

 

 

 Leveraging 

mobile payments 

platforms 

affordance offer 

operational 

benefit such as 

decreasing the 

merchant 

operational cost 

and improving 

operational 

efficiency. 
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Integrational Benefit 

 

a. Process integration 

 

 

 

 

 

 

 

 b. Device integration 

 

 

 

 

Bank and  

Wallet integration 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

Fast 

transactions  

Safe 

transactions  

Convenience 

transactions  

 

Operational cost 

reduction 

less staff 

productive use 

of staff 

business 

process 

redesign  

 

 

 

Expanded value 

network, value 

added customer 

services, 

Personalisation  

increased 

internal 

efficiency 

 

 

 

 

 

 

 

 

Fast 

transactions  

Safe 

transactions  

Convenience 

transactions  

 

 

Operational 

cost reduction, 

less staff, 

productive use 

of staff, 

business 

process 

redesign  

 

 

 

 

 

Expanded 

value network, 

value added 

 

 

 

Fast transactions  

Safe transactions  

Convenience 

transactions  

 

 

Operational cost 

reduction, 

productive use of 

staff, 

 

 

 

 

 

 

 

 

  

Value added 

customer 

services, 

Personalisation  

multi-currency 

wallet  

 

increased internal 

efficiency 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

These findings 

confirm existing 

studies that has 

provided 

empirical 

evidence that 

technology 

enabled 

integration 

provides 

organisational 

benefit and that 
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TRANSFORMATIONAL 

BENEFIT 

 

Business Transformation  

 

a New business model 

 

 

 

 

 

b. Mini Bank 

 

  

 

 

 

 

 

Enable 

merchant to 

integrate service 

provider’s sim 

to a mobile 

phone for 

making and 

receiving 

payments. 

Track mobile 

payment insight 

 

 

 

Integrate with 

other devices to 

track sales for 

tracked data for 

simple 

analytics. 

 

Seamlessly 

integrate their 

mobile 

payments 

customer 

services  

increased 

internal 

efficiency 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

Enable 

merchant to 

integrate 

service 

provider’s sim 

to receive 

payments. 

Track mobile 

payment 

insight 

 

 

 

 

 

 

 

 

 

 

 

 

 

Enable merchant 

to integrate 

service provider’s 

sim to a mobile 

phone to receive 

payments and 

make payments 

including 

international 

payments.  

 

merchant did not 

leverage this 

affordance hence 

no device 

integration 

 

 

integration in 

organisation offer 

significant 

positive returns 

(Daven port et al., 

2004; Brown, 

2006). 

 

 

Similarly, such 

integrational 

benefits have 

been identified by 

Li et al. (2020) 

and Abou-Shouk, 

Lim and Megicks 

(2016) as 

motivational 

factors that 

influence SMEs 

to adopt 

technology in 

their 

organisations    

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

Merchant 

leveraging 

mobile payments 

offers 

integrational 

benefit such as 

process, device, 

Bank and wallet 

integration. 
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c.  Value storage 

 

 

 

 

 

 

 

 

Process Transformation 

 

a. Secured transactions 

 

 

 

 

b. Resource efficiency 

 

 

 

 

 

c. capability development 

 

 

 

 

 

accounts with 

their bank 

accounts 

enabling 

merchants to 

electronically 

transfer funds 

from the mobile 

wallet to bank 

account 

 

 

 

 

 

 

 

 

 

 

 

 

Introduction of 

online sales, and 

delivery, private 

individual 

starting their 

business at the 

back of the new 

business model 

 

 

 

Integrate with 

other devices to 

track sales for 

tracked data for 

simple 

analytics. 

 

 

 

The mother 

merchant could 

only seamlessly 

integrate and 

electronically 

transfer money 

from wallet to 

bank account. 

However, their 

business 

partners who 

are owner 

managers could 

in addition to 

transferring to 

bank could also 

transfer from 

bank to their 

wallet   

 

Seamlessly 

integrate their 

mobile payments 

accounts with 

their bank 

accounts enabling 

merchants to 

electronically 

transfer funds 

from the mobile 

wallet to bank 

account and from 

the bank account 

unto the mobile 

wallet at no cost 

The wallet 

integration saved 

the merchants 

time and cost of 

transporting sales 

to the bank and 

the attendant risk. 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

Existing studies 

(De Kerviler, 

Demoulin & 

Zidda, 2016; 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

Finding 23:  

Leveraging 

mobile payments 

platforms leads 

to 
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MANAGERIAL 

BENEFIT  

 

a Harnessing resources  

 

 

 

 

 

 

 

 

 

 

 

 

 

 

b. Effective management 

decision  

 

 

 

 

 

 

 

 

ORGANISATIONAL 

BENEFIT 

The merchant 

could transfer 

daily sales on 

mobile account 

to bank account 

 

 

Merchant use 

mobile 

payments to 

control their 

bank accounts, 

store value right 

and convert 

cash in and out 

of the stored 

value on their 

mobile device,  

 

 

 

 

 

 

 

 

Safe 

transactions 

through 

personal 

Identification 

 

 

 

 

 

 

 

Facilitated the 

use of an 

enterprise 

system for 

business 

management  

 

 

  

Merchant’s 

agents could 

work as mini 

bank by 

depositing cash 

and 

withdrawing 

cash for 

customers. 

 

Merchant use 

mobile 

payments to 

control their 

bank accounts, 

 

 

Introduction of 

digital sales, and 

online sales. 

Business model 

spinoff for start 

ups  

 

 

 

 

 

Merchants could 

work as mini 

bank by 

depositing cash 

and withdrawing 

cash for 

customers 

 

Merchant use 

mobile payments 

to control their 

bank accounts, 

store value right 

and convert cash 

in and out of the 

stored value on 

their mobile 

device,  

Capgemini, 2016; 

Liébana-

Cabanillas et al., 

2014), confirms 

the findings that 

mobile payment 

technology 

provides 

transformative 

impact on the way 

merchant do their 

businesses. These 

studies confirmed 

that mobile 

payment 

technologies 

enable a range of 

efficiency gains 

and novelties that 

has a sustaining 

and enabling 

implications for 

business 

transformation. 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

transformational 

benefit such as 

business 

transformation 

and process 

transformation. 
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Safe operation  

 

 

 

 

 

Organisational learning  

 

 

 

 
 

number. 

Immediate 

confirmation of 

payment.  

 

Through mobile 

payment 

merchant 

removed most 

physical 

payment 

processes that 

use to be 

avenues for 

staff to be 

corrupt. 

 

 

New capacity in 

payment were 

built  

 

 

 

 

 

 

 

 

 

store value 

right and 

convert cash in 

and out of the 

stored value on 

their mobile 

device,  

 

 

  

 

 

 

 

 

Safe 

transactions 

through 

personal 

Identification 

number. 

Immediate 

confirmation of 

payment.  

 

All physical 

payment 

processed were 

removed which 

enable 

 

 

 

 

 

 

 

 

 

 

 

 

Safe transactions 

through personal 

Identification 

number. 

Immediate 

confirmation of 

payment.  

 

 

Through mobile 

payment 

merchant 

removed most 

physical payment 

processes that use 

to be avenues for 

staff to be corrupt. 
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staff 

development  

 

 

 

physical 

infrastructure 

mobile phone as 

an infrastructure 

enable its use 

for other 

services  

 

Partnership 

bank 

partnership with 

delivery 

companies 

creating new 

sources of 

revenue. 

Partnership with 

service provider 

and independent 

distributors  

 

 

 

 

 

 

resources 

efficiency 

 

 

 

New capacity 

in payment 

were built 

 

 

 

 

. 

 

 

 

staff 

development 

 

 

 

 

 

 

Physical 

infrastructure 

mobile phone 

as an 

infrastructure 

enable its use 

which enabled 

resources 

efficiency 

 

new capacity in 

payment were 

built  

 

 

 

 

 

 

 

 

 

 

staff development 

through service 

provider training  

 

 

 

 

 

Physical 

infrastructure 

mobile phone as 

an infrastructure 

enable its use for 

other services  

This finding is in 

line with earlier 

studies on mobile 

payment (e.g., 

Kim et al., 2010; 

Shin & Lee, 

2014; Yan & Pan, 

2015; 

Schmidthuber et 

al., 2020). For 

example, 

Schmidthuber et 

al. (2020) found 

that leveraging 

mobile payment 

technology in 

organisation 

creates a world of 

possibilities for 

managers to 

better allocate 

resources for 

economic and 

social gains.  

 

 

 

 

 

 

 

Finding 24: 

Merchant 

leveraging 

mobile payment 

platforms 

affordance 

enable merchant 

firms to achieve 

managerial 

benefit such as 

harnessing 

organisational 
resources and 

making effective 

decisions.  
 

 

 

 

 

 

 

 

 

 

 

 

 

Finding25:  

Leveraging 

mobile payment 
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Timely 

decision-

making, 

holding leaders 

to task and 

informed 

decision 

 

 

 

 

 

 

 

 

Established 

mobile payment 

strategy 

Established 

Payment policy 

Established data 

policy 

for other 

services  

 

 

Partnership 

with bank, 

partnership, 

with delivery 

companies 

creating new 

source of 

income 

Partnership 

with service 

provider and 

independent 

distributors  

 

 

 

Timely 

decision-

making, 

holding leaders 

to task and  

informed 

decision 

 

 

 

 

 

Partnership bank 

partnership, 

delivery 

partnership. 

Partnership with 

service provider 

and independent 

distributors  

 

 

 

Timely decision-

making, 

holding leaders to 

task and  

informed decision 

 

 

 

 

 

 

 

 

 

 

 

Established 

mobile payment 

strategy 

 

 

 

 

 

This finding is in 

accordance with 

earlier studies 

carried out by 

Seddon, Calvert 

&Yang (2010), 

that organisation 

using technology 

to improve 

business drives 

organisational 

benefits from the 

technology over a 

long term 

 

affordance 

enable 

organisational 

benefit leading 

to 

organisational 

change. (change 

in payment 

process, real 

time payment 

data, 

opportunity to 

learn new 

things). 
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Ethical 

awareness  

Staff training 

Organisational 

learning 

 

 

Established 

mobile 

payment 

strategy 

Established 

Payment policy 

Established 

data policy 

 

 

Ethical 

awareness  

Staff training 

Organisational 

learning 

Established 

Payment policy 

Established data 

policy 

 

 

 

 

Ethical awareness  

Staff training 

Organisational 

learning 
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