
AKSU Journal of Administration and Corporate Governance (AKSUJACOG) Volume 2 Number 2, August, 2022

Customer Intention Toward M-POS adoption in Gas Stations: Gender Perspective

Ambrose Ogbonna Oloveze
Department of Marketing,

Michael Okpara University of Agriculture, Umudike, Abia State
emrysoloveze@gmail.com

Kelvin Chukwuoyims
Department of Business Administration,

Alex Ekwueme Federal University, Ndufu-Alike, Ebonyi State
alphahedgeinc@gmail.com,

Ogbonnaya Ukeh Oteh
Department of Marketing,

Michael Okpara University of Agriculture, Umudike, Nigeria
ogboteh@gmail.com,

Kafayat Arinola Aliu
Department of Accountancy,

Alex Ekwueme Federal University, Ndufu-Alike Ikwo, Ebonyi State
Arinola.aliu@gmail.com,

Roseline Ali Oko 
Department of Banking & Finance,

Alex Ekwueme Federal University, Ndufu-Alike Ikwo, Ebonyi State
okoroseline9@gmail.com

and

Chinweike Ogbonna
Department of Marketing

Nnamdi Azikiwe University, Awka, Anambra State
chinweikeogbonna@gmail.com

Abstract
With developments in financial technology, financial inclusion has attracted the attention of 
social researchers, given its value in addressing poverty and economic growth. mPoS payment is 
seen as a vehicle towards financial inclusion. But it is constrained by convergence of social, 
economic and environmental factors, leading to poor usage of debit card for payments on mobile 
Point of Sale (mPoS). In this paper, we evaluated the intention of customers to adopt mPoS. Part of 
the major goal of the article was to evaluate the gender perspective to the issue of financial 
inclusion in response to increasing demand for gender equality. Using data collected through 
questionnaire and analysed using structural equation model, the researchers observed a pattern 
of intention to adopt mPoS that is skewed towards more women making payment via mPoS. This 
result validated the growing knowledge, awareness and policy shift that encourages more women 
participation. We concluded that government must continue to engage and encourage more 
financial inclusion of women in Nigeria's payment ecosystem. This can be done by partnering 
with e-payment companies founded by women, encouraging regulators to increase women 
presence in fintech businesses, and ensure strict compliance with financial inclusion policy 

,
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strategy which indirectly will contribute to attainment of cashless economy drive in Nigeria.

Keywords: E-payment, Gender, Mobile Point of Sale, Technology Acceptance Model, 
Consumer Behaviour

Introduction
Before now, payments were basically paper-based. However, technological innovations have 
created a change in this approach such that there are births of several financial payment 
innovations that support electronic payments (Premchand & Choudhury, 2015). Customers have 
the opportunity to pay for purchases with several payment options, but studies show that 
customers who own plastic cards still prefer cash payments (Arango-Arango & Suárez-Ariza, 
2019). Sultana and Hasan, (2016) attributed this to issues such as education and lack of awareness 
of many payment platforms. In other cases, it could be attributed to wide variety of e-payment 
options to customers which are higher in number in developed nations compared to African 
nations (Simatele & Mbedzi, 2021). Essentially, e-payment mechanism can be a nuisance to 
customers due to the transactional costs despite its advantages (Bisht, et al., 2015)  However, 
customers' option of using plastic cards for payment has resulted to a shift in how they approach 
everyday payments. In most cases, such changes from customers' choice of payments influence 
the entire payment system in ways that call for policy decisions (Trütsch, 2016).

The e-payment system includes plastic cards which generally cover debit cards and credit cards. 
Debit cards are machine-readable plastic cards that grant the user access only to the amount in the 
owner' account held with holder's bank. Using plastic cards to pay offers a form of convenience as 
customers seem to value convenience in buying process. Furthermore, customers' choice of 
payment instrument can be dependent on demographic variables (Humbani & Wiese, 2018), 
subjective norm (Oloveze, et al., 2022a) and security (Sultana & Hasan, 2016) which appears as 
the most vital factor to customers (Simatele & Mbedzi, 2021). Other factors that are common 
among developing nations are customers' reluctance to use plastic money mostly because of poor 
perceptions of plastic money and lack of education (Sultana & Hasan, 2016). These factors are 
highlighted by the wide disparity between the levels of adoption of debit cards for payment in 
developed nations against the developing nations. For instance, in 2017, World Bank Group 
(2018) assert that only 22% adults paid for goods and services with plastic cards like debit cards 
against 80% adults in developed nations. This is not dissimilar in plastic card ownership where 
ownership of plastic cards in developed nations dwarfed plastic card ownerships in developing 
nations. 

In Nigeria, there are evidences of poor adoption rate of mobile Point of Sale (mPoS) terminal by 
consumers (Oloveze et al., 2022) at the early stage of introduction of the innovation. The key 
factors affecting mPoS adoption at the early stage was poor infrastructure, network irregularities, 
and poor security of network communication (Akerejola et al., 2018).  In recent times, the 
adoption rate has improved following the proliferation of mPoS merchants. This follows the 
evidence on the increasing number of mPoS terminals in Nigeria. As at 2017, only 155,000 mPoS 
terminals were in the market while in 2022, it is estimated to be 1.1 million (Sasu, 2022a). The 
significant increase in number was due to the increased usage by merchants (CBN, 2019). 
However, the adoption rate is still insignificant compared with the Nigerian population that is 
estimated to be over 200 million. 

Despite the significant development in mPoS, the adoption by customers at gas or fuel stations 
has been poor just like Akerejola et al., (2018) asserted with business organisations. This is still 
traceable to the cash dominance in the society. When compared with other payments from 2017 to 
2021, cash was still dominantly preferred by customers (Sasu 2022b) while on e-payment 
comparisons, automated teller machines were dominant as mPoS was third in value after m-
channels (CBN, 2019). 

.
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In considering mPoS payment option, male and female customers will most likely use them in 
purchases. The findex report in 2017 indicates that about 40% Nigerians were financially 
excluded, had no account and were predominantly females and the poor (Demirgüç-Kunt, et al., 
2018). The gender inequality is pronounced in developing countries particularly in accessing 
finances for either business investments or personal care. In recent time, the gender inequality 
reduced due to Fintech effect in sub-Saharan Africa such that there are evidences of increased 
ownership of accounts by females, and e-payments by females (The World Bank, 2022). 
Customer gender is shown in extant literature to be important in payment choice (Humbani & 
Wiese, 2018). 

The gender of a customer is often seen to have significant role on spending though the volume of 
expenses differ among gender (Nandanan & Fernandez, 2017). It can be argued that for either 
male or female who purchase on impulse, expensive and quality purchases with compulsive 
buying behaviour will most likely have the tendencies to use e-payment instruments. Generally, 
men are noted for expensive and quality purchases (Wilska & Haanpa, 2005) while women are 
noted for cosmetics and gift purchases (Saimek, 2009). In other instances, it is argued that men 
seek functional values while women are attracted to relational values (Yang & Lee, 2010). The 
motivation to spend differs between both sexes. Men are often regarded as having positive 
attitude towards spending whereas women are moved by savings (Sareetrakul, et al., 2013). 
Women's general disposition to spending is often anchored on family provisioning, care-giving 
and children's food (Blumberg 1988). The import of this is that spending and perception of choice 
of payment can be associated with opportunities to use debit card for payments on mPoS. 
Furthermore, gender differences are not consistent in all innovations. In some studies, there are 
gender differences in adoption (Zhang et al., 2014), in others, there is neutrality in adoption 
(Faqih & Jaradat, 2015) and similarity in adoption rate and pattern (Li et al., 2008).

The motivation for the study stems from the focus of most studies on payment choices by gender 
in developed nations with dearth of literature in developing countries such as Nigeria. This could 
result from network infrastructure as ITU (2020) indicates 86.6% broadband coverage in 
developed nations against 28.2% in Africa. On the other hand, most literature on e-payment are 
largely concentrated on m-banking and m-money while the issues of gender inequality is more 
pronounced in developing nations than developed nations.  Thus the study seeks to evaluate 
customer intentions to debit card usage on mPoS in gas stations with emphasis on multi-group 
analysis. In this regard, the study seeks to contribute to literature on gender analysis to e-payment 
choice in Nigeria. Secondly, the study seeks to adopt a robust structural model in the analysis to 
provide diverse hidden structural relationships that are often missed by related studies in this area, 
because of the methodologies and techniques adopted. Some of the studies are Akerejola et al., 
(2018), Oloveze et al. (2021), and Okeke et al. (2017) from the dimension of gender analysis.  

Gender Perspective on E-Payment
Interests on gender have gained attention particularly with the problem of financial inclusion in 
emerging economies. How men and women interact with information technologies (IT) differ as 
men tend to be positive about its acceptance than women (Nahar, 2022).  In online buying 
perspectives, literature suggests more engagement among men given their proclivity in making 
planned IT purchases whereas women are inclined to unplanned purchases of convenience 
products like food (Liébana-Cabanillas et al., 2014). In other instances, the motivating factors to 
accept innovations differ. For instance, Subawa et al. (2021) asserted that ease of use is not 
significant in motivating men to adopt e-payment options while it is influential on women. 
Literature suggests contrasting results on gender involvement in technological innovations such 
as no gender difference in adopting e-payment in Malaysia (Zuroni & Teng, 2019), its 
significance in accepting mobile payment (Liébana-Cabanillas et al., 2014) as well as on mhealth 
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in Nigeria (Oloveze et al., 2022b). In the Nigerian context, the gender gap is a huge challenge in 
achieving financial inclusion (CBN & EFInA, 2019). The involvement of women in e-payment 
ecosystem is neglected though the recent development in women strides in fintech industry seems 
to be changing.

Theoretical Underpinning
Basically, different models have been used to address technological innovations. In the case of 
mPoS in Nigeria, the study of Okeke et al., (2017) and Omotayo and Dahunsi (2015) provided 
further illustrations on the innovation in Nigeria using technological acceptance model though in 
some cases such as Omotayo and Dahunsi (2015) it was majorly a support to the selected 
constructs rather than application. Thus, in underpinning a study on a theory, several theories such 
as unified theory of acceptance and use of innovation, theory of reasoned action, and 
technological acceptance model (TAM) have been used. In this study, TAM was adapted with 
modifications. The adaptation was because of the context of the study that demands evaluating the 
effects from male and female users of mPoS. Secondly, the model is robust in handling factors 
influencing innovations which have been proven through several empirical studies and confirmed 
validity (Jeong & Yoon, 2013). TAM was developed by Davis (1989). The model indicates 
behavioural intention to be determined by perceived usefulness (PU) and perceived ease of use 
(PEoU) with PEoU influencing usefulness. In this study, the adapted model is modified by 
including security and social influence. The importance of adopting the construct of security is 
because of its most prevailing influence on other technological innovations and men's resort to 
functional value while the construct of social influence from Fishbein & Ajzen's (1975) theory of 
reasoned action is because of women's relational value in objects of interest.

Perceived Security
Security is a key area that people consider important because of exposure to risk. It is the belief 
about privacy and safety in adopting innovation. It

For it is necessary to 
as to protect customer transactions and generate 

confidence (Liébana-Cabanillas et al., 2017). This majority of users of e-
payment system are relatively unfamiliar with its technical details and as such, they tend to 
evaluate its security level based on their experience with user-interfaces (Kim, et al., 2010). 

To attract and retain e-payment users, it is vital to enhance customers' perceptions of security. 
However, men and women tend to respond differently to issues in life because of cognitive 
differences, biological, behavioural and social traits (Hossain, 2019). Gender differences in 
organisational setting show that women are less enthusiastic to adopt innovation than men (Xia et 
al., 2018). In other studies, men tend to have positive attitude and more interaction with 
innovation than women (Hossain, 2019). Hence the hypothesis:
H Women perceive security higher than men on intention to adopt mPoS in gas stations 1: 

Social Influence
Social influence

not (Venkatesh & Bala, 2008). TAM did not 
account for social influence thereby projecting it as weakness such that authors are adapting it to 
their studies because of its importance in modern day society. It is a composition of belief and 
motivation from referents that influence the direction of their actions (Oloveze et al., 2022a). 
Such influences can also be human-nature induced or cultural influences on the individual 
(Gutierrez-Leefmans & Olaleye, 2021). It is significant in situations of high uncertainties as 
people tend to rely on referents' opinion (Gutierrez-Leefmans & Olaleye, 2021). Debit card users 
belong to an in-group who often influence them. Once they perceive that the acceptable way of 

 is more pronounced when there is no previous 
experience of related technology. Extant literatures show that security concerns on payment 
technologies are major concerns to users. new electronic payment systems, 
establish new security mechanisms so 

 is important when 

 is the degree of perception an individual has about views of important members 
of his/her in-group in adopting a technology or 
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making payments in the society is using debit cards, they will most likely conform to the societal 
way of doing things. Venkatesh and Bala (2008) assert that in gender cases to innovation, men 
have higher intentions but in social contexts, women have higher sensitivity that influences their 
intention to adopt innovation. Thus the hypothesis:
H : The effect of social influence is significantly higher among women than men on intention to 2

adopt mPoS in gas stations 

Perceived Ease of Use
Perceived ease of use is the extent to which users believe a technology to be simple and non-
complex (Davis, 1989). It is a key attribute of TAM that influences perceived usefulness and 
behavioural intention while also having the tendency to influence attitude. When an e-payment 
system is easy for customers to use, the chance of usage can increase. It is a key factor that 
influences customers' decision to adopt an innovation (Ramos-de-Luna et al., 2019). In relation to 
debit cards on mPoS, it deals with consumers' perception of having effortless payment. In some 
cashless transactions, women have positive significant intentions due to ease of use than men 
(Subawa et al., 2021)  Other studies show that men are generally inclined to adopt innovations 
faster than women (Khan et.al., 2020) because they consider it easy to use when compared with 
women (Chawla & Joshi, 2020). This is because women can be averse to usage of this sort of 
innovations with reasons of complexities and difficulties (Nahar, 2022). Hence the hypothesis:
H : The effect of perceived ease of use is significantly higher among men than women on intention 3

to adopt mPoS in gas stations 

H : The influence of perceived ease of use is significantly higher among men than women on 4

perceived usefulness of mPoS for payment in gas stations

Perceived Usefulness
Perceived usefulness is 

It is sometimes seen in the context of relative 
advantage as related to Rogers (2010) assertion of being the extent to which a technology is better 
than its predecessor. When it is high, customers' intention to adopt a technology increases (Ooi & 
Tan, 2016). 

(Schmidthuber et al., 2020) as

(Liébana-
Cabanillas et al., 2014).

perceived usefulness is significantly higher among men than women on 
intention to adopt mPoS in gas stations.

.

 

the degree to which a person believes that using a certain technology will 
enhance his/her performance (Davis, 1989). 

Consumers often consider the utility that emanates from the use of any given 
technology or system. Debit card usage on mPoS is about how much the user stands to benefit 
from using it compared to using cash. In some studies, it is a strong predictor (Pham & Ho, 2015). 
In others it is not significant (Li et al., 2014). However, men tend to perceive the usefulness of 
technologies more than women (Namabira & Mtawa, 2022). Their drive is more from 
instrumental reasons  they tend to place higher emphasis on the 
utility and usefulness of an innovation than women in their intention to adopt the innovation 
(Nahar, 2022). They are strongly influenced by usefulness in adopting an innovation than women 
(Venkatesh & Morris, 2000) given that it impacts more on their attitude than women 

Earlier studies claimed that men will more likely adopt an innovation than 
women when they perceive its usefulness and the chance of it contributing in meeting their goal 
(Shin, 2009). Thus the hypothesis:

H : The influence of 5
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Perceived security 

Social influence 

Perceived ease of use 

Customer Intention 

Perceived usefulness 

Figure 1: Conceptual model of the study 

H1 

H2 

H3 

H4 H5 

Methodology
Cross sectional survey was adopted for the study. The questionnaire was designed using 7 point 
Likert scale (1=strongly disagree, 7=strongly agree) on items that were adapted from related 
studies on e-payment (Further illustration is on table 1). The questionnaire was structured in two 
sections of demographic variable and constructs of the study. Face and content validity was done 
at the preliminary test stage by using three experts in the field who evaluated the questionnaire for 
proper wording and appropriateness. Convenience sampling with intercept technique was used 
given the non-existence of sampling frame on users of debit cards for e-payment, and gas stations 
that have mPoS as at the time of study. The unit of analysis consists of debit cardholders in major 
cities in South Eastern Nigeria particularly in Aba, Umuahia, Abakaliki, Enugu and Owerri.

Table 1: Item Adaptation  
Item adaptation Source  Number  

Perceived ease of use  Vekatesh & Bala, 2008  4  

Perceived usefulness  Liébana?Cabanillas et al., 2014  4  

Social influence Ramos-de-Luna et al., 2019  4  

Perceived security Ramos-de-Luna et al., 2019  4  

Customer intention  Liébana?Cabanillas et al., 2014  4  

 

Results
196 valid data were used after screening out incomplete copies. SPSS v23 and AMOS v23 were 
the statistical packages employed in the analysis. Confirmatory factor analysis was used to assess 
the reliability and validity of the instrument. First, the principal component analysis conducted 
using varimax approach showed that the value of Kaiser-Meyer-Olkin is 0.958. This confirms 
sampling adequacy as the minimum threshold is 0.50. The p-value of Bartlett's test of sphericity is 
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0.000 which explains the significant difference between the correlation matrix and identity matrix 
thus indicating good covariances and suitability for factor analysis because the p-value is less 
than 0.05 (Bartlett, 1951).

Reliability and validity was checked using Cronbach's alpha (CA), composite reliability (CR) and 
convergent validity through average variance extracted (AVE). As illustrated in table 2, the values 
of CA for each of the constructs were above the threshold of 0.7 (Verkijika, 2018) which is also 
applicable to each construct in respect to CR that has the minimum recommendation as 0.7 
(Fornell & Larcker, 1981). The values of AVE must be above 0.5 to confirm validity (Fornell & 
Larcker, 1981). The AVE values for each of the constructs were above 0.50 which confirms the 
validity of the instrument using convergent validity approach.

The demographic variable from the study was only gender because it is the focal point of the 
study. Thus, 53.6% were female while 46.4% were male.

Table 2: Confirmatory factor analysis 
Variables Factor loadings CA CR AVE  

Perceived security PS1 = .678 

PS2 = .718
 

PS3 = .726
 

PS4 = .792
 

.872 .820 .574 

Social influence

 
SI1 = .675

 
SI2 = .749

 
SI3 = .755

 SI4 = .730

 

 

.832

 
.818

 
.530

 

Perceived ease of use

 

PEoU1 = .701

 PEoU2 = .835

 PEoU3 = .763

 
PEoU4 = .846

 

.841

 

.867

 

.622

 

Perceived usefulness

 

PU1 = .690

 
PU2 = .754

 
PU3 = .766

 

PU4 = .797

 

.797

 

.839

 

.567

 

Customer intention

 

CI1 = .762

 

CI2 = .761

CI3 = .813

CI4 = .822

.811

 

.869

 

.624
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Structural Model Assessment
Goodness-of-fit indices were used to assess the model fit. This was done using the matrix 
produced by the model and the recommended thresholds for the common methods adopted. 
These include the CMIN/DF, Root mean squared error of approximation (RMSEA), 
Standardized root mean squared residual (SRMR), incremental fit index (IFI), Comparative fit 
index (CFI), and Tucker-Lewis index (TLI), while other measures such as Normed fit index 
(NFI), Parsimony-Adjusted measures index (PNFI), Reflexive fit index (RFI), and Pclose were 
also checked. As illustrated on table 3 the model satisfied majority of the recommended 
thresholds. NFI and RFI are marginally okay. Therefore, the model has good fit given the 
recommended thresholds (Hair, Black, Babin & Anderson, 2010).

Table 4: Model Fit 
  RMR NFI  RFI  PNFI  IFI  TLI  CFI  RMSEA  PClose

 

1.63 0.04 0.89  0.86  0.73  0.95  0.94  0.93  0.06  0.15

 <5 <0.05 >0.90  >0.90  >0.50  >0.90  <0.90  >0.95  <0.08  >0.05

 
Path Analysis and Discussion
Structural equation model was used to analyse the proposed structural paths against the p-values 
and unstandardised regression weights of men and women. The key focus of the study was to 
ascertain the intention of women and men to the use of debit card on mPoS in gas/fuel stations. 
First, the test of the model confirms it to be adequate following the check of the model fit values 
against the recommended thresholds. Second, not all the hypotheses were significant. Two paths 
were statistically significant for both groups while two other paths were not significant for both 
groups. Only one path was significant for one group but not significant for the other group. These 
are clearly illustrated on table 5 and figure 2.

Specifically, the path between perceived security and customer intention that was proposed as 
hypothesis 1 is not significant for both groups. The result is not significant for men 
(â=0.265,p=0.508) but significant for women on intention to adopt mPoS (â=0.980; p≤0.50) as 
confirmed in related studies about women expressing security concerns in the adoption of e-
payment system (Hossain, 2019) and by Punyani et al., (2015), in using e-payment during e-
shopping. The result is not the same in the case of female students toward adoption of cashless 
transaction systems (Subawa et al., 2021), as female students show no significant result while 
male students are positively influenced by security concerns in adopting cashless transactions. 

Privacy and security issues are vital aspects that customers are concerned with, in dealing with e-
payments as it can impact their attitude. The implication on women is that when there is 
improvement on security and how secure they perceive mPoS, the intention to adopt it positively 
improves. The movement for reduction in gender inequality to financial inclusion in African 
nations is further buttressed by the result. E-payment adoption is improving with the rising female 
financial inclusion (The World Bank, 2022) which can further be deepened with removal of 
insecurity perceptions by the female adopters of e-payment innovation such as mPoS. 
Furthermore, the result confirms the statistics about women shopping more than men and relying 
on convenience and time savings to adopt e-payment systems (Punyani et al., 2015). The 
underlying factor is the importance to feel secure in adopting the payment system especially as it 
deals with privacy, and risk of loss. Therefore, women will embrace mPoS innovation in gas 
stations as more security is provided.
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The path between social influence and customer intention to adopt mPoS in gas stations is not 
significant for men (â=0.074,p=0.819) and women (â=0.381,p=0.446). This is also confirmed in 
some other studies such as Sattari, et.al., (2017) when assessing the factors that influence students 
in accepting web-based training, and Saprikas & Avlogiaris (2021) where social influence is not 
related to the direct mobile purchases through social media Apps. However, the result differs in 
some others like Gutierrez-Leefmans and Olaleye (2021) wherein the effect of social influence 
was established but more among males than females in awareness of technology. Present study 
did not show any significant result for both groups thus buttressing the arguments on uniqueness 
of e-payment system (all e-payments are not exactly the same – Ramos-de-Luna et al., 2019) and 
African context challenges (where 40% adult population are estimated to suffer from financial 
inclusion in Nigeria).

The relationship between perceived ease of use and customer intention is not significant for men 
(â= -1.184,p=0.237) and women (â= -0.016,p=0.988). The original TAM indicates an influence 
of ease of use on behavioural intention. Empirical studies show inconsistencies with this path of 
the theory. The result is confirmed in related studies such as Ooi and Tan (2016) in exploration of 
credit card using mobile users, and earlier studies such as Tarhini et al. (2014) which asserts no 
individual differences among male and female on e-learning users' behaviour. 

The relationship between perceived usefulness and perceived ease of use is significant for men 
and women. Generally, it conforms to TAM and other empirical studies (Oloveze et al., 2022a; 
Ramos-de-Luna et al., 2019). Specifically, the result is significant and shows both groups to have 
strong influence on perceived usefulness when ease of use are considered. However, men have 
stronger influence (â=1.311,p<0.000) than women (â=0.965,p<0.000). This is because as ease of 
usage increases, men tend to perceive the usefulness more than the women (Ha et al., 2007). The 
result is confirmed by earlier studies on e-payment innovation (Liébana-Cabanillas et al., 2014).

The path between perceived usefulness and customer intention is significant as confirmed in 
theory (TAM). The proposed hypothesis is that perceived usefulness is significantly higher 
among men than women on intention to adopt mPoS in gas stations. It was found that the 
perception of usefulness is stronger among women (â=0.703,p<0.000) than men 
(â=0.352,p<0.1). Therefore, we could not confirm the related findings in this area in which men 
were found to have higher perception of usefulness than women in adopting e-payment 
innovations (Liébana-Cabanillas et al., 2014; ). This is explained by the 
recent closure on gender inequality to financial inclusion in Nigeria and more access to e-
payments by the poor. Also the fintech effect is enhancing the capacity of women to be involved in 
e-payments. Furthermore, Nigerian women are breaking new grounds on e-payments in recent 
times (Alekhuoge, 2022) unlike few years ago where Nigerian men had 72% involvement in e-
payments compared with women's 28% (Eleanya, 2021).

2 2
On the other hand, the R  values for the models from women (R : PU=0.828; CI=0.855) and men 

2
(R : PU=0.784; CI=0.701) are closer to 1. It proves that the variables provided good explanation 
of the variance in women's model to the level of 82.8% and 85.5% for perceived usefulness and 
customer intention respectively. Similarly, 78.4% and 70.1% variance in the men's model for 
perceived usefulness and customer intention respectively is accounted by the included variables. 
However, the women's model has stronger explanation to the variance than the men's model.

Namabira & Mtawa, 2022
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Table 5: Test of Hypotheses (Unstandardised Path Estimates)  
Proposed relationships Women Men 

Estimate P-value Estimate P-value 

CI? PS 0.980** 0.050 0.265(n/s) 0.508 

CI? SI 0.381(n/s) 0.446 0.074(n/s) 0.819 

CI? PEoU -1.184(n/s) 0.237 -0.016(n/s) 0.988 

PU? PEoU 0.965*** 0.000 1.311*** 0.000 

CI? PU 0.703*** 0.000 0.352* 0.086 

R2 (PU) 0.828 0.784 

R2 (CI) 0.855 0.701 

Note: ***p value <0.000; **p value < 0.05; *p value <0.10, n/s = not significant; CI = customer intention; PS = perceived 
security; SI = Social influence; PEoU = Perceived ease of use; PU = Perceived usefulness 
  

 

 

Perceived security 

Social influence 

Perceived ease of use
 

Customer Intention

Perceived usefulness
 

Figure 2:
 

Conceptual model
 

0.980** 
0.265

(n/s) 

0.381
(n/s) 

0.074
(n/s) 

-1.184
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-0.016
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0.965***
 1.311***
 

0.703***
 0.352*

 

R
2

 

(0.828)
 R

2
 

(0.784)
 

R
2 

(0.855)
 

R
2 

(0.701)
 

Men
 

Women
 

***p value <0.000; **p value < 0.05; 

*p value <0.10, n/s = not significant
 

Conclusion and Recommendation
The main focus of the study was to analyse the customer intentions toward debit card usage on 
mPoS in gas stations within the gender context using a conceptual model and its determinant 
factors.

First, the variable that has the greatest influence on intention to adopt mPoS among all the paths 
leading to customer intention is perceived security. This further deepens the role of privacy 
concerns and security perceptions in adopting electronic payments such as mPoS. For the women, 
it is the fundamental factor that determines their intention to adopt it in gas stations while it is not 
significant among men.
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Second, the influence of perceived ease of use on perceived usefulness of adopting mPoS is 
stronger among men than women. This path has been proven in extant literature and our result 
strengthens earlier empirical supports on this relationship.

Third, the effect of perceived usefulness on customer intention to adopt mPoS in gas stations is 
stronger among women than men. Thus, women are beginning to perceive the usefulness of e-
payment tools such as mPoS while also showing perceived understanding of the utility and value 
from adopting this measure. Though this does not confirm some findings in this area, it buttresses 
the emerging shift in financial inclusion and shows the improvements on gender inequality and 
women integration into the e-payment structure of Nigeria. 

Following the findings, we recommend policy reengineering approach that encourages firms to 
comply strictly with regulations that promote financial inclusions. Also this means dismantling 
barriers that challenges gender mainstreaming.

The limitation of the study is basically on the use of cross sectional design because the established 
predictor and outcome links were simultaneously evaluated. A longitudinal survey is suggested to 
help provide deeper understanding of the established links. Furthermore, though the sample is 
adequate for the study, however, in generalising the results of the study, the researchers call for 
caution because the sample might not represent all the users of e-payment since there is no 
existence of sampling frame. Furthermore, while these findings are profound, particularly the 
major difference from earlier studies on women's inclination to usefulness in adopting mPoS, it is 
vital to note that it could be temporal because of the rising economic challenges in the country that 
could deter or erode the progress championed by fintech in Nigeria.
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