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ABSTRACT 

Payment systems and models are said to be critical in a country’s economy and should 

a country’s payment systems be problematic then it is likely to affect the stability of the 

country’s economy. There are new trends in the banking industry which are developing 

continuously and for businesses to be aligned with these trends it is critically important 

for marketers, bankers, and business owners to invest and educate consumers on the 

effectiveness and benefits of using tap & go card payment method. This should also 

include flexibility in terms of which tap & go payment option to use, whether using a 

physical card or virtual card. The purpose of this study is to determine the extent to 

which the eight underlying constructs namely: optimism, innovativeness, convenience, 

discomfort, insecurity, resistance to change, lack of awareness and perceived risk, 

affects or impact on consumers’ perception, experiences, and readiness to adopt and 

use tap & go card payments.  The respondents for this study we random people who 

own a tap & go enabled bank card within South African borders. The data collection 

method used was in a form of an online survey/questionnaire. 

The result of the study somehow indicates that, out of the eight constructs only 

innovativeness and resistance to change showed a bit of a significant impact on 

consumers’ readiness to adopt and use tap & go card payments. This proves that all 

other constructs like optimism, convenience, discomfort, insecurity, lack of awareness 

and perceived risk are somehow insignificant predictors of consumers’ readiness to 

adopt tap & go card payments. Given the results of this study, marketers, banks, and 

business owners should consider making consumers aware of different types of tap & 

go payment systems. Although respondents did not show any level of insecurity or 

discomfort on adopting and using tap & go card payments, it is still critical for future 

researchers to pay attention to these two constructs and add information privacy and 

cyber security as other constructs to determine how comfortable consumers are 

transacting using cashless methods like tap & go payment method. Several countries 

are working hard to try and move to cashless society, therefore South African banks, 

businesses, government, and business owners should join hands in helping South 



 

vii 

 

Africa move to cashless. Currently there is a considerable amount of money that is 

sitting offline, since most consumers still prefer paying for their purchases using cash. 

Educating consumers and offering them safe and convenient payment options, will 

help increase the circulation of cash in the system and this will help stabilise out 

economy. 

Keywords: Cashless purchases/transactions, cashless society, perception, 

experiences, and readiness to adopt 
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1 INTRODUCTION AND BACKGROUND OF THE STUDY 

Over a past decade or so, banks and retailers contributed immensely to 

expanding consumers payment options when purchasing their daily goods and 

services (Brown, Hentschel, Mettler, and Stix, 2021). One added option was a 

“tap & go” card payment or Near Field Communication (NFC) payment which is 

defined as an upcoming technology that uses a Radio Frequency Identification 

(RFID) to conduct contactless payments at retail outlets, however it is still 

unclear whether all these inventions or innovations will help eliminate the use of 

cash which still occupies a big percentage across different countries 

(Mehrnezhad, Hao, and Shahandashti, 2014). Despite these new 

developments, minimal research has been conducted in South Africa 

specifically around consumers perception or experiences and readiness to 

adopt “tap & go” card payment, which was initially released in South Africa 

around July 2015 by HKT payment limited (HKT Payment Limited, 2015).   

According to a report done by Deloitte in 2019, over 80% of the South African 

population possess a bank account, however; despite this number most 

purchases are still being paid for by cash (Mastercard, 2022). According to 

Brown (2021) 59% of people prefer to transact using contactless methods of 

payment and this was after the inception of Covid-19 pandemic. These numbers 

have since dropped after the lockdown, which shows that the more banks and 

retailers drive awareness around “tap & go”, the more likely people will know 

about it and start adopting and using it (Moneyweb, 2021). Since not much 

research has been conducted in South Africa around the “Tap and Go” card 

payment, not much is known on what caused this drop in adoption and usage 

of it. 

Though, the actual “tap & go” card payments gained some popularity during the 

lockdown, a lot still need to be done to increase awareness and educate the 

consumers on the use and safety of these cashless transactions which may 

help increase adoption and usage (TechCentral, 2018). In an African continent, 

several countries have engaged into cashless methods of payments other than 

“tap & go” card payments, a country like Kenya which was amongst the initial 

founders of M-pesa which paved a way for more cashless services (Hughes and 
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Lonie, 2007; Twomey, 2013). The findings from conducting this study may go 

as far as helping these African countries successfully adopt “tap & go” card 

payments, buy suggesting what needs to be improved to increase adoption and 

usage of the “tap & go” card payments.  

This study is aimed at assessing the consumers’ perception, experiences, and 

readiness to adopt “tap & go” card payments. The research question associated 

with this study is, what are the factors that motivate or demotivate consumers 

from adopting and using “tap and go” card payment in South Africa? The study 

will focus on four different types of customers or users, those who have used 

“tap and go” card payments but stopped along the way, those that are intending 

to use “tap and go” card payments, those that are using tap & go card payments, 

and lastly; those that have never used it and are not willing to try.  

According to Humbani and Wiese (2017) determining answers to the research 

question will be critical for service providers, retailers, and banks, as they cannot 

fully recover their financial investments, unless consumers start adopting and 

using “tap & go” card payments, especially those that have invested in such 

innovations. This study is aimed at addressing three specific objectives, firstly 

to assess and understand what factors would motivate consumers to adopt and 

use “tap & go” card payments in South Africa. Secondly, to determine what 

factors would demotivate consumers from adopting and using “tap and go” card 

payments in South Africa. Lastly, to determine what factors would push 

consumers away from trying and not wishing to ever use “tap and go” card 

payments in South Africa.   

South Africa has got around 60 million people, and according to a report 

conducted by Deloitte back in 2019, 80% of them do own a bank account 

(Statistics SA, 2022).  

The study’s contribution is in theory and in practice. Firstly, the theory employed 

to investigate the enablers and inhibitors of consumers’ readiness to adopt 

mobile or any form of cashless payment is linked to a less-applied Technology 
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Readiness Index (TRI), which measures consumers readiness to embrace new 

technologies (Parasuraman, 2000). Secondly, determining all the factors that 

influence the adoption and usage of “tap & go” card payments, will help 

marketers gain a competitive edge over competitors in the market and help 

contribute towards a cashless society based on convenience and speed (Kim 

et al., 2010).  

This paper will be structured as follows: the next section will briefly describe or 

introduce the “tap & go” card payment system and its background, followed by a 

thorough literature review which will dive deeper into similar studies that were 

done or will be done soon, theoretical background, and hypotheses development. 

Later, the research methodology will be discussed followed by the timeframe 

table, subsequently the research results section will follow, then the discussion 

and conclusion part. Later the managerial implications and limitations for future 

research will close the study. 

2 TAP AND GO CARD PAYMENT 

The “tap & go” card payment which was initially founded in the United States of 

America in 2005 and is defined as a payment transaction that does not need a 

physical or direct contact between a consumers payment card and the point-of-

sale terminal or speed point as it is commonly known in South Africa (Smart Card 

Alliance, 2016). According to Smart Card Alliance (2016) the consumer can hold 

a payment card approximately 1.27 centimetres away from the point-of-sale 

terminal or speed point and the payment account information will immediately 

transmit wirelessly using a Radio Frequency (RF), which is said to be 

cryptographically secured by generating a unique code for each transaction. 

According to Businesstech (2012) Standard Bank became the first bank to roll 

out the “tap & go” feature on their debit and Visa cards in South Africa, then other 

banks like FNB, ABSA and Nedbank followed suit. The next part will focus on 
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literature review on the similar topic or other related topics from different authors, 

they hypotheses will be developed based on the literature that was discovered. 

3 LITERATURE REVIEW & HYPOTHESES DEVELOPMENT 

Although the world’s population has been granted access to several different 

cashless payment options, the use of cash is said to be still accounting for around 

85% of all the transactions globally (Mastercard, 2014). Recently, Covid-19 

pandemic is also said to have helped accelerate the move towards cashless 

transactions, however; within a short period of time cash payments were on top 

of the list and occupying a considerable share yet again (Brown, Hentschel, 

Mettler, and Stix, 2021). Mastercard (2014) stated that the use of cash can 

become a burden on national economies which represents up to 1.5% of the GDP 

and this may again be an indicator of several economic issues that such countries 

face. This is particularly a problem considering that the world is moving towards 

a cashless society to ensure that cash circulates faster in the system without 

worrying about a huge amount of cash sitting offline (Mastercard, 2014). Hence 

it is important to conduct this study to help the Banks, retailers, consumers and 

even some of our government institutions assess South Africans’ perception, and 

readiness to adopt “tap & go” card payments as well as the experiences of all 

different types of users. The next section will focus on several findings or studies 

conducted by different authors on the same topic. 

3.1 Theoretical background  

Several information technology related theories are relevant to support and 

motivate the significance of this study, which include but are not limited to 

technology-acceptance model (TAM) (Davis, 1989), innovation diffusion theory 

(IDT) (Rogers, 1995), theory of planned behaviour (TPB) (Ajzen, 1991) and 

technology readiness index (TRI) (Parasuraman, 2000).  In assessing which 

model will best suit this study, the technology readiness index (TRI) came out 

first, based on the following reasons: Firstly, technology readiness index (TRI) 
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relates to “people’s propensity to embrace and use new technological 

innovations for the purpose of accomplishing their daily goals whether at home, 

school, or work (Parasuraman & Colby, 2014). Technology readiness index is 

confirmed to be a state of mind, that incorporates a consumer’s mental enablers 

which are optimism and innovativeness, and consumers mental inhibitors which 

are discomfort, and insecurity which are amongst the independent variables in 

this study (Parasuraman, 2000; Parasuraman and Colby, 2014). Secondly, the 

TRI also consider individual differences when explaining consumers’ intention 

to adopt a new technology, as compared to other theories such as Technology 

Acceptance Models which are said to be system specific only which will not help 

in this study (Parasuraman, 2000).   

Lastly, the Technology Readiness Index separately differentiates between the 

set of inhibitors and the set of enablers which combined can determine 

consumer’s willingness to adopt, use, or embrace new technology and that can 

in turn determine whether a consumer will adopt, and use “tap & go” card 

payments or not (Elliot, Hall & Meng, 2013; Shambare, 2013). The Technology 

Readiness Index provides the researcher an opportunity to predict the 

consumer’s attitude towards adopting “tap & go” card payments with its enablers 

and inhibitors and this will in turn allow a researcher to determine factors that 

will make a consumer more comfortable adopting a “tap & go” card payment or 

transaction (Liljander, Gummerus & Van Riel, 2006). Technology readiness 

index consists of four constructs namely: optimism and innovativeness which 

serves as enablers, whereas discomfort and insecurity serves as inhibitors of 

Technology Readiness Index, all of which are relevant to conducting this study 

to assess the relationship with the dependent variable or construct (Humbani & 

Wiese, 2017). Though for the purpose of this study several extra independent 

variables were added to allow the study some flexibility. 
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3.2  Conceptual framework and Hypotheses development  

3.2.1 Consumers’ perception, experiences, and readiness to adopt.  

Generally, consumers perception can be defined as the process that involves 

selecting, organizing, and interpreting sensations, which is often used by 

companies as a marketing concept that includes a consumer’s impression and 

awareness about a company’s product or service (Madichie, 2012). It is further 

stated that consumers’ perception is a three-step process that involves 

“Exposure” to the innovation, in the context of this study, consumers will be 

exposed to the “tap & go” card payments, then move to “Attention” stage where 

the “tap & go” card payment innovation will start being noticed by many and 

gaining their attention, lastly, the “Interpretation” stage where companies will 

feed consumers information on the innovation to help them make a decision 

(Madichie, 2012).   

While readiness to adopt in the context of this study, can be defined as an extent 

or degree in which conditions and infrastructure is available for consumers to use 

the “tap & go” card payments in South Africa (Mastercard, 2014). While 

consumer’s adoption is defined as individual’s decision whether to add an 

innovation or not to his or her daily life, in the context of this study, it means 

whether a customer decides to use “tap & go” card payments or not in their daily 

transactions (Straub, 2009). According to Schmitt and Zarantonello (2013) there 

are several definitions of the term experience, however for the sake of this study 

it refers to ongoing perceptions, feelings, and direct observations by consumers. 

Another definition involves the past where consumers have acquired knowledge 

and accumulated expert know how on the performance of the product or service 

to be able to make future recommendations to others (Schmitt & Zarantonello, 

2013). It is noted that not much literature on consumers’ perception, experiences, 

and readiness to adopt “tap & go” card payments exist in the South African 

context, hence this study will be significant in bridging this gap. 
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3.2.2 Optimism  

Optimism can simply be defined as people’s perceived positive view on 

technological innovations like “tap & go” and their belief that it offers them 

increased control, flexibility, and efficiency in their everyday transactions 

(Parasuraman and Colby, 2014). Therefore, Humbani and Wiese (2017) further 

argued that optimistic people will potentially focus more on positive things than 

on negative ones and with this mind-set they are likely to confront any 

technological innovation with an open mind and willingness to give it a try. A 

considerable number of previous studies also argued that optimism yields more 

positive attitudes in general, which are believed to have enough influence in 

bringing out positive attitudes towards new technological innovations (Lin et al., 

2007; Walczuch et al., 2007).  

Therefore, in the context of the above information from different authors 

confirming that optimistic people are more likely to influence the adoption 

process positively, the following hypothesis has been formulated:  

H1: There is a positive relationship between consumers perceived level of 

optimism regarding “tap & go” card payments and their readiness to adopt? 

3.2.3 Innovativeness  

In the context of this study, innovativeness can be explained as an individual’s 

personal urge to try out any new information systems or new technological 

innovation (Chang et al., 2005). Other studies include the one done by Yi, 

Fiedler, and Park (2006) which states that the domain specific personal 

innovativeness is deemed to predict the adoption of IT related innovations well. 

Another study which focuses on mobile payments, is the study conducted by 

Humbani and Wiese (2017) which is quoted because it still talks about cashless 

payments, further argued that, since mobile payment is regarded as an 

innovative technology within the mobile market, it proves that consumers’ 

personal innovativeness could influence the overall intended use of mobile 
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payment services. Based on these authors findings and reports stated above, 

the following hypothesis is formulated:  

H2: There is a correlation between consumers’ personal innovativeness 

regarding “tap and go” card payments and their readiness to adopt? 

3.2.4 Convenience  

Mastercard (2014) mentioned convenience as one of the benefits to consumers 

for using “tap & go” card payments, and they defined convenience as a speed 

and peace of mind that consumers gain from using a product or service. While 

this term was first introduced by Copeland (1923) which is a long time ago, but 

their definition is still relevant, and it was defined as the degree in which little or 

no cognitive effort is required in deciding when it comes to time-buying or time-

saving efforts. Several studies were done using the concept of perceived 

convenience in conventional shopping by Farquhar and Rowley (2009) and 

some within the context of online shopping by Jiang, Yang, and Jun (2013) 

which may not be directly related to cashless payments, but few referrals can 

be made and drawn from these studies. It has been argued again that for a 

product or service to be deemed convenient, it must save time and reduce 

cognitive, emotional, and physical burdens for the end-users (Chang & 

Polonsky, 2012). Based on the above studies and reports, the following 

hypothesis was formulated:  

H3: There is a positive association between consumers’ perceived level of 

convenience regarding “tap and go” card payments and their readiness to 

adopt?  

3.2.5 Discomfort  

People with the discomfort personality trait always feel uneasy and overwhelm 

by new technological innovations, and generally has a perceived lack of control 

over technology (Parasuraman & Colby, 2014). It is also argued that people with 
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this personality trait always feel nervous and uncomfortable when it comes to 

trying new technologies because they have a feeling that it takes over their daily 

lives and therefore end up questioning the overall performance (Ali et al., 2020). 

Therefore, based on the above reports, the following hypothesis was 

formulated:  

H4: There is a relationship between consumers’ feeling of discomfort towards 

“tap and go” card payments and their readiness to adopt?  

3.2.6 Insecurity  

Insecurity is simply defined as people’s lack of trust over technology which is 

believed to be because of scepticism about its ability to work properly without 

any errors and even concerns that people have about its potential harmfulness 

(Parasuraman & Colby, 2014). Though there is no literature on insecurity based 

on “tap & go” card payments, Humbani & Wiese (2017) argued that insecurity 

was one of the major barriers that block the adoption of mobile payments which 

falls under cashless payments, as people consider security threats in mobile 

devices to be more affecting than those in personal computers (Humbani & 

Wiese, 2017). In South Africa where consumers are experiencing increasing 

cases of hacking and fraud, people are more fearful of losing their personal data 

to fraudsters; therefore, insecurity is more likely to influence the adoption of 

cashless payments like “tap & go” card payments negatively (Jia, 2018). 

Therefore, considering all the above information, the following hypothesis is 

formulated:  

H5: There is a correlation between consumers’ feeling of insecurity towards “tap 

and go” card payments and their readiness to adopt?  

3.2.7 Resistance to change 

Resistance to change is frequently associated as one of the flaws preventing 

people from adopting digital payments, and it is simply defined as unwillingness 
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to change or adapt to a new way of doing things or adapting to new methods of 

payment (Agarwal & Khatri, 2021). It is noted that there is not much literature 

on resistance to change when it comes to adopting “tap & go” card payments, 

however based on the above statement, the following hypothesis is formulated:  

H6: There is an association between consumers’ resistance to change and their 

readiness to adopt?  

3.2.8 Lack of awareness  

It is noted that there aren’t many studies done on consumers’ lack of awareness 

when it comes to adopting new technologies, however whenever there is a slow 

uptake with a new product line or service line, new technological innovation, 

companies, and researchers always use “lack of consumer awareness” as their 

first line of argument (Dickinson & Shaver, 1982). In recent studies done by 

Mastercard on cashless payment inventions, lack of consumer awareness is 

one of the factors influencing the adoption and usage of these new payment 

methods like “tap & go” card payments (Mastercard, 2022). From several 

studies done on lack of consumer awareness across different industries, it is 

evident that driving consumer knowledge or awareness is key in increasing 

adoption and usage even within technological space (Anong & Kunovskaya, 

2013). Based on the above reports, the following hypothesis has been 

formulated:  

H7: There is a correlation between consumers’ lack of awareness or knowledge 

regarding “tap and go” card payments and their readiness to adopt?  

3.2.9 Perceived Risk  

Perceived risk also appeared to be one of the biggest flaws when it comes to 

adopting new technologies, and it can simply be defined as the individual’s 

subjective expectation or perceived failure or a loss in using a risky or an 

unfamiliar technological innovation (Pham & Ho, 2015). In the context of 
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cashless payments, not much literature is available especially for South Africa, 

however; several studies relating to mobile payment service does exist and are 

worth mentioning since they also fall under cashless transactions. These 

studies include but not limited to risk being regarded as one of the inhibitors that 

prevent people from adopting any form of mobile payments (Mallat, 2007; Pham 

& Ho, 2015; Yang et al., 2012). Some of the studies relating to risk were done 

by Mallat (2007) who unearthed some of the concerns being privacy of 

information and protection from some of the participants in the study. Therefore, 

based on the above findings and reports perceived risk is considered as one of 

the inhibitors of the adoption process and the following hypothesis was 

formulated to investigate that:  

H8: There is a relationship between consumers’ perceived level of risk 

regarding “tap and go” card payments and their readiness to adopt?  

Figure 1 below is a conceptual framework which was motivated by the 

Technology readiness Index by Parasuraman (2000) as well as some of the 

gaps which this study may investigate and help to resolve. This is to test whether 

a correlation, association or relationship exists between a set of independent 

variables on the left and the dependent variable on the right. On the left it shows 

four types of tap & go users which include: those that are currently still using tap 

& card payment, those users who are intending to adopt and use tap & go card 

payment, users who once used tap & go card payments but stopped for one 

reason or the other and lastly; users who have never used tap & go card 

payments. In the middle it contains all independent variables which include 

Optimism, innovativeness, convenience, discomfort, insecurity, resistance to 

change, lack of awareness and resistance to change. On the far side is one 

dependent variable which is consumers’ perception, experiences, and 

readiness to adopt tap & go card payments. 
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Looking at different studies from different countries across the globe, it is evident 

that researchers are hard at work trying to help governments, banks and 

retailers come up with solutions on how to move their respective countries to 

cashless society. Though in South Africa not much has been done in terms of 

research on what influences adoption and usage on new cashless payments. 

The main purpose of this study is to assess if there is any association, 

relationship, or correlation between a set of independent variables and one 

dependent variable. The results of this study can help banks, retailers, 

government departments and consumers learn more about the benefits of using 

“tap & go” card payments which will in turn help South Africa reduce the use of 

cash for all transactions.   

The following section will critically discuss the methodology, taking into 

considerations sampling and data collection, instrument design, and 

measurements. This section will also briefly touch on ethical considerations and 

some of the potential privacy and anonymity issues that may arise when 

collecting data. 
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4 METHODOLOGY  

4.1 Sampling, data collection, Instrument design, and measurements  

To assess and investigate the correlation or relationship between a set of 

independent constructs or variables with the dependent construct/variable, a 

multiple regression analysis was used, which is defined as a statistical 

technique that is used to analyse the relationship between a dependent variable 

and few independent variables (Osborne & Waters, 2002).   

To collect data, an online self-administered questionnaire was used amongst a 

convenience sample of 150 respondents. This online questionnaire was 

distributed via an online survey tool called “Qualtrics”, targeting anyone who 

owns a bank account, a tap & go enabled bank card, and reside in South Africa. 

A link directing respondents to the Qualtrics questionnaire was distributed via 

different social media platforms like WhatsApp groups, Facebook, LinkedIn, 

Instagram, twitter, and via email messaging to attract a large following or 

participation from relevant respondents. To help eradicate ethical issues, the 

first page of the questionnaire gave respondents an option to opt in or opt out 

of the survey and explain that should the respondent feel uncomfortable to 

continue during the process of completing the questionnaire, they can opt out 

immediately. All ethical requirements and policies were fully adhered to, and 

this was made clear to the respondents. To align with the Protection of Personal 

Information Act “POPIA”, it was clearly stated on the first page of the 

questionnaire that respondent’s information or answers will be kept confidential, 

and that the information obtained will only be used for the purpose of analysing 

the data.  

The data collection instrument (questionnaire) was pre-tested by selecting 15 

respondents (10% of the overall target) to ensure that there was no biasness in 

the data collection process when the questionnaire was distributed to the entire 

population. All errors identified were rectified before sending out the final 
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questionnaire to the larger group. This was to ensure that unfamiliar concepts 

were clearly defined, the language was clear and easy to understand, and that 

all questions were easy to understand and answer.   

The self-administered online questionnaire consisted of three sections which 

were structured as follow: The first section introduced the respondents to the 

survey and explained the significance of conducting the study and included a 

screening question relating to a tap & go enabled bank card ownership. This 

was to ensure that correct respondents were targeted for the survey to avoid 

the biasness and reduce the number of unwanted responses. While the second 

section contained statements that measured consumers’ perception, 

experiences, and readiness to adopt “tap & go” card payments. Since there was 

no sampling frame for this study, nonprobability convenience sampling was 

used to collect data. A 7-point Likert type response format was used with scale 

points ranging from 1 (strongly disagree) to 7 (strongly agree) only for data 

collection purposes. Lastly, section C measured the demographic profile of the 

respondents which included age and gender which may be needed for 

recommendations for future research. Lastly, after the collection of data 

(primary/secondary) SPSS was used to analyse it. 

After cleaning the data, algorithmic parameter estimation and scaling was used 

to group all the numeric responses into manageable responses before feeding 

the data set into SPSS for analysis. According to Stacey (2005) there has been 

a debate relating to the reliability and validity of ordinal response scales which 

dates as back as 1920’s, hence a decision was taken to use algorithmic 

parameter estimation and re-scaling to avoid any possible data errors. There 

are several benefits which can be derived from using this method, like the fact 

that even small sample sizes and missing values does not have a chance to 

compromise the underlying assumptions and has demonstrated to be reliable 

and valid (Stacey, 2005). Then lastly all the individual items were categorically 

grouped into Nine variables which was then named according to the initial 

construct names and then later saved into SPSS. 
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4.2 Timeframe  

The following table represent the research project timelines or series of activities 

with the timelines until the 28th of February 2023 which is the final submission 

date.  

 

5 RESEARCH RESULTS 

5.1 Demographic profile of the respondents 

Table 1 below shows a summary of the total number of respondents who 

answered both the gender and age group questions, i.e., 128 respondents 

answered the question on gender whereas 130 respondents answered the 

question on age group.  

Table 1: Statistics 

N 
  

Gender  

Age 

group 

Valid 128 130 

 

Table 1.1 below represents the frequencies of the respondents which shows that 

most of the participants were females which occupied 51.56%, while male 

participants occupied 48.44%. Furthermore, most of the respondents were 
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between the ages of 30 – 39 which constituted 41,4%, while the least were below 

20 years which constituted only 1.0%.  

Table 1.1: Frequency table 

Gender 

  
 

Frequency Percentage 

Valid Female 66 51.56 

Male 62 48.44 

Age group 

    Frequency Percentage 

Valid <20 2 1.0 

  20 - 29 13 6.8 

  30 - 39 79 41.4 

  40 - 49 33 17.3 

  >50 3 1.6 

 

5.2 Reliability and validity of the constructs 

Table 2: Constructs reliability and validity 

Construct Items Factor 

loadings 

Cronbach’s 

Alpha 

Mean scores 

Optimism   .912 .378 

 Opt_1 .779   

 Opt_2 .846   

 Opt_3 .797   

 Opt_4 .761   

Innovativeness   .780 -.062 

 Inn_1 .586   

 Inn_2 .536   
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 Inn_3 .698   

Convenience   .880 .559 

 Conv_1 .705   

 Conv_2 .762   

 Conv_3 .791   

 Conv_4 .800   

Insecurity Ins_1 .449 .696 -.208 

 Ins_2 .735   

 Ins_3 .809   

 Ins_4 .431   

Discomfort Dis_1 .658 .740 -.190 

 Dis_2 .786   

 Dis_3 .654   

Perceived risk PR_1 .481 .687 -.018 

 PR_2 .581   

 PR_3 .742   

 PR_4 .491   

Resistance to change RC_1 .714 .823 -.377 

 RC_2 .721   

 RC_3 .708   

 RC_4 .768   

Lack of awareness LA_1 .718 .612 -.512 

 LA_2 .507   

 LA_3 .672   

 LA_4 .428   

Readiness to adopt RA_1 .765 .942 .483 

 RA_2 .812   

 RA_3 .751   

 RA_4 .704   

 

Information on table 2 below represents the results of a confirmatory factor 

analysis. The convergent validity of the study was evaluated based on the 

significance of the factor loadings of each item tested on the study (Humbani & 

Wiese, 2017). Though some of the items below displayed factor loadings that are 

below 0.5 which is the cut-off point, these items were not eliminated based on the 

construct’s overall Cronbach’s Alpha values which are all above 0.6 which is said 

to be an acceptable number. Internal consistency is usually measured by 
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assessing the Cronbach’s Alpha values in which values greater that 0.6 are 

acceptable and values greater than 0.7 are good (Pallant, 2010). A considerable 

number of researchers often agree that the Cronbach’s Alpha values 

underestimate the internal consistency, then composite reliability (CR) is often 

used (Nunnally, 1978). Furthermore, results in table 2 below also indicate that all 

constructs had good internal consistency reliability when looking at their 

Cronbach’s Alpha figures which are all above 0.6 which is confirmed to be a good 

figure (Hair, Anderson, Tatham & Black 1998).  

5.3 Tap & go card payment usage. 

Table 3: Tap & go user frequencies. 

  Frequency Percent Mean 

Valid Intend to use tap & go 28 14.7 .573 

Am using tap & go 68 35.6 .533 

Stopped using tap & go 22 11.5 -.222 

Never used tap & go 21 11.0 -1.903 

 

Since this is an exploratory study rather than a conclusive one, above information 

is also critical in demonstrating how the respondents were structured across four 

different types of users. Information presented on table 3 above shows that most 

respondents (35.6%) are using tap & go card payment method, followed by 

14.7% of users who are intending to use tap & go card payment method, then 

11.5% of the respondents have used the tap & go card payment model but 

stopped for various reasons. Lastly, 11% of the respondents indicated that they 

have never used tap & go card payment method and would not even recommend 

it to anyone else. The focus point on table 2 above is to determine if there is a 

difference between the users who are using tap & go card payment model and 

those who used it but stopped. This can be achieved by comparing the mean 

scores for these two different categories of users to see if there is a significant 

difference. Table 3 above confirms that there is a significant difference between 
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the respondents who are using tap & go card payments with a mean score of 

.533 and respondents who used tap & go card payments but stopped with a mean 

score of -.222.  

5.4 Multiple regression analysis 

A standard multiple regression analysis was used to test the relationship between 

eight independent variables, which comprises of convenience, innovativeness, 

optimism, discomfort, insecurity, resistance to change, lack of awareness, and 

perceived risk and a single dependent variable, which is readiness to adopt. Frey, 

2018 and Pallant, 2010 highlighted that before conducting a multiple regression 

analysis, it is always advised to first check that the assumptions for performing 

multiple regression were met and the following assumptions were taken into 

consideration: 

• According to Pallant, (2010), for multiple regression analysis to be performed, the 

equation to be used when calculating the sample size should be 50+8m (where 

m is the number of independent variables). For this study there are eight 

independent variables; therefore, the required sample size for the analysis is 114, 

which is calculated as 50+8x8. Therefore, this study attracted 139 valid 

responses, which is way above the off point, which is 82, there we can continue 

with multiple regression analysis. 

• It is also stated that multicollinearity can be ruled out if all paired independent 

variables do not show any coefficient correlation of more than 0.9 and for this 

study, all independent variables realised coefficient correlations less than 0.9 

indicating that the assumption of multicollinearity was not violated, therefore we 

can continue with multiple regression analysis. 

• There were no outliers in the data, which can be identified by examining the 

Mahalanobis distance and determining the critical chi-squared value for the four 

independent variables. Outliers can also be determined manually on SPSS by 

creating new variables and determining if their figures are not greater than 

negative/positive 3.29, if they are then you do have outliers in your dataset. If all 
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items are less than 3.29 then there are no outliers (Pallant, 2010). For this study 

no outliers were identified, therefore we can continue with multiple regression 

analysis.  

• The points in the Normal P-P Plot lie fairly on a straight diagonal line from bottom 

left to top right, and this implies that no major deviations from normality were 

identified (Pallant, 2010). 

Taking all the above information into consideration, none of the assumptions for 

performing multiple regressions were violated; thus, the multiple regressions 

analysis can be performed. The information on the tables below illustrates the 

amount of variance that the independent variables explain the dependent variable 

with.  

The ANOVA table illustrate whether the regression model is significant (p<0.005) 

(Pallant, 2010; Petzer, Mostert, Kruger & Kuhn, 2014). The coefficient tables 

indicate which of the independent variables included in the model would best 

predict the dependent variable and whether they are significant (Pallant, 2010). 

This is shown through the standardised beta coefficients and its associated 

significant values.  

Table 4: Standardised coefficients 

Model Beta t P-value 

Constant  2.31 0.023 

Optimism .176 1.814 .072 

Innovativeness .305 3.447 <.001 

Convenience .139 1.457 .148 

Discomfort .043 .611 .542 

Insecurity -.017 -.228 .820 

Resistance to change -.305 -.3.197 .002 

Lack of awareness .018 .256 .798 

Perceived risk -.045 -.493 .623 

 

Results in table 4 above indicates that innovativeness and resistance to change 

are the only two independent variables that came out as significant contributors 
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in predicting consumers’ readiness to adopt tap & go card payment model with 

P-Values <.005, however both their Beta values are low which is somehow 

concerning.  

Table 5: Multiple regression model summary 

Model R R square Adjusted R 
square 

Std. error of the 
estimate 

1 .753 .567 .540 .637 

 

Information on table 5 shows that an overall correlation coefficient (R Square 

value) of .567 of the regression model and this indicates that all eight independent 

variables for this study which comprises of: optimism, innovativeness, 

convenience, discomfort, insecurity, resistance to change, lack of awareness and 

perceived risk explained 56.7% of the consumers’ readiness to adopt tap & go 

card payment model. 

Table 6: ANOVA values 

Model Sum of 
squares 

Df Mean 
square 

F-value P-value 

1    
Regression 

69.110 8 8.639 21.282 <.001 

      Residual 52.770 130 .406   

      Total 121.881 138    

 

Information on table 6 above present the results of the ANOVA test which was 

conducted with the aim of testing the significant fit of the regression model 

(Pallant, 2010), that shows the significant p-value of less than 0.005 which 

indicates that at least one regression weight is not 0 and that further indicates 

that the regression model is indeed significant. The results indicate a p-value of 

less than 0.005, to indicate that the model is significant for the overall data. The 
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ANOVA table shows that the regression model is significant because the p-value 

is lower than 0.005 (Pallant, 2010).  

Based on the results of the Beta value, significance value and the P value as 

shown in table 6, the hypotheses for the study can finally be summarised as 

indicated in table 7 below. 

Table 7: Hypothesis testing 

Alternative hypotheses Beta P-value Result 

H1: There is a positive relationship between 

consumers perceived level of optimism 

regarding “tap & go” card payments and their 

readiness to adopt? 

.176 .072 H1: Not 
supported 

H2: There is a correlation between 

consumers’ personal innovativeness 

regarding “tap and go” card payments and 

their readiness to adopt? 

 

.305 <.001 H2: Supported 

H3: There is a positive association between 

consumers’ perceived level of convenience 

regarding “tap and go” card payments and 

their readiness to adopt? 

.139 .148 H3: Not 
supported 

H4: There is a relationship between 

consumers’ feeling of discomfort towards “tap 

and go” card payments and their readiness to 

adopt?  

 

.043 .542 H4: Not 
supported 

H5: There is a correlation between 

consumers’ feeling of insecurity towards “tap 

and go” card payments and their readiness to 

adopt? 

-.017 .820 H5: Not 
supported 
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H6: There is an association between 

consumers’ resistance to change and their 

readiness to adopt? 

-.305 .002 H6: Supported 

H7: There is a correlation between 

consumers’ lack of awareness or knowledge 

regarding “tap and go” card payments and 

their readiness to adopt? 

.018 .798 H7: Not 
supported 

H8: There is a relationship between 

consumers’ perceived level of risk regarding 

“tap and go” card payments and their 

readiness to adopt? 

-.045 .623 H8: Not 
supported 

 

6 DISCUSSION AND CONCLUSION 

6.1 Managerial implications 

Several issues are evident when it comes to consumers’ perception, experiences, 

and readiness to adopt tap & go card payments, however only few issues came 

out top of the list. Educating consumers on the effectiveness and benefits of using 

tap & go card payments seems to remain a major challenge, especially since 

consumers are faced with several different cashless payment services or options 

to choose from. Consumers resistance to change and awareness around the use 

of tap & go card payments also appears to be amongst the contributing factors in 

the slow uptake when it comes to the adoption and usage of tap & go card 

payments. The purpose of this study was to determine the extent in which the 

eight underlying constructs namely: optimism, innovativeness, convenience, 

discomfort, insecurity, resistance to change, lack of awareness and perceived 

risk, affects consumers’ readiness to adopt tap & go card payments.  
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Table 8: Summary of Hypotheses testing 

Construct Beta T P-value Hypotheses 
testing 

Constant  2.31 0.023  

Optimism .176 1.814 .072 H1: Not 
supported 

Innovativeness .305 3.447 <.001 H2: 
Supported 

Convenience .139 1.457 .148 H3: Not 
supported 

Discomfort .043 .611 .542 H4: Not 
supported 

Insecurity -.017 -.228 .820 H5: Not 
supported 

Resistance to change -.305 -.3.197 .002 H6: 
Supported 

Lack of awareness .018 .256 .798 H7: Not 
supported 

Perceived risk -.045 -.493 .623 H8: Not 
supported 

 

The results of the study as shown above indicates that, out of the eight constructs 

only innovativeness and resistance to change shows some level of significance 

when it comes to consumers’ readiness to adopt tap & go card payments. This 

somehow indicates that all businesses that are interested in using tap and go 

card payments, should firstly invest heavily in educating consumers on the 

importance and benefits of using tap & go card payments. Once they have 

educated consumers on the benefits, they should start investing in upgrading the 

infrastructure to avoid service failures, payment errors or merely to ensure speed 

when a customer makes a payment using their tap & go enabled card. According 

to Subawa, Dewi and Gama (2021) other important factors which businesses 

should pay more attention on include consumers perceived usefulness, how easy 

it is to use the cashless transaction, and the level of security around using the 

cashless method of transacting. 
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Though all other constructs proved to be insignificant predictors of consumers’ 

readiness to adopt tap & go card payments, it is in their best interest as business 

owners to still address all issues which may increase all these factors and make 

them significant. The issue of security on consumers’ information being accessed 

by fraudsters should also be taken into consideration by these businesses. 

Addressing the issue of security will help decrease consumers’ level of insecurity 

and discomfort on using tap & go card payments. All businesses concerned 

should consider partnering with different banks to try and increase adoption of 

tap & go card payments. This partnership between the banks and different 

businesses should also discuss and address all issues relating to cybercrime and 

security, by educating consumers on the dos and don’ts when it comes to 

cashless payments or transactions.   

6.2 Limitations and suggestions for future research 

There are several limitations in this study which can be pointed out; all of which 

can also provide a great platform to conduct future research. Some of the 

limitations in this study include but not limited to the following: the sample size of 

the study was minimal and the study itself attracted a minimal number of 

respondents which on its own is a limitation. The sample size is also not fully 

representative of all provinces in South Africa and alone can render the data 

biased. Future studies can focus on exploring other factors which may cause 

consumers to either start using tap & go card payments or stop using it, like what 

benefits are they seeing, how long did they use it for before stopping etc. This 

study was conducted in South Africa generally and this may appear to be too 

broad, therefore future studies can narrow the focus to only one province e.g., 

Gauteng.  

The study only focused on the actual or physical card being tapped on the speed 

point and ignored other new forms of paying using a tap & go system. Recently 

there has been an increase in the use of virtual cards on the phones via banking 

Apps and mostly by generation Y consumers, which are consumers born between 
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the year 1980 and 2000 (Devaney, 2015, Harrison, 2017, and Pike, 2014). 

Therefore, future studies could also look at all these new forms of tap & go 

payment systems including virtual banking cards with a tap & go enabled facility 

to broaden the sample as well as the type of users. Maduku (2012) indicated that, 

to reduce respondents’ unwillingness to provide answers relating to their banking 

or purchase transactions maybe for fear of fraudsters and scammers, maybe 

future studies can investigate the possibility of approaching banks and directly 

involving them to endorse and support such studies. In this way respondents 

won’t feel like they are forced to interact with strangers on their banking matters 

or any form of mobile or cashless transactions. 

Other authors went as far as comparing the differences in the perception of 

gender on other methods of cashless transactions, this as well can be explored 

as a suggestion for future studies to determine if differences in gender 

perceptions on the use of tap & go card payments does exist or not (Subawa, 

Dewi, and Gama, 2021). Since going cashless is seen as one of the priorities that 

even government is forced to deal with in trying to ensure that a country has 

stability in its economy, partnering with specific government departments may 

serve as a suggestion for future studies which authors can consider.  

The fact that the study did not focus on determining factors that could help 

maintain consistency amongst the group of consumers who are currently using 

tap & go card payments could also be a limitation. However, this is a limitation 

which poses an opportunity for future studies where authors can focus on single 

groups of users to see what can be done to ensure continuous usage on the 

current users that are still using tap & go card payments. Secondly, focus on a 

group of users who used tap & go card payments but stopped, to determine the 

causes. Thirdly, authors can focus on a group of consumers who have never 

used tap & go card payments and are not willing to start. Lastly, another research 

can focus on a group of users who are intending to start using tap & go card 

payments to determine what can be done to help them adopt quicker or to fast 

track their adoption process.  
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6.3 Conclusion 

Cashless payments or transactions are proving to be efficient in recent years and 

can provide consumers with several benefits depending on how and why they 

use them (Subawa, Dewi, and Gama, 2021). Consumers tend to differ when it 

comes to why they need a certain product or service and how they go about 

researching and making a final decision. Though this study doesn’t seem to have 

fully achieved its intended purpose, it paved a way for future researchers to gain 

an understanding of where to start and focus on. South African businesses, 

entrepreneurs, government etc., should come together and collaborate in 

ensuring that South Africa succeed in moving towards a cashless society.  
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8 SUPPLEMENTARY FILES 

8.1 Data collection instrument (Online Questionnaire) 

Dear Participant, 

My name is July Motlalepule Sekhoto, and I am completing my Master of 

Business Administration (MBA) at Wits Business School in Johannesburg, South 

Africa. In my journey, I am required to complete a research project or article, for 

which I have chosen the banking industry or sector. I am conducting research on 

“Consumer perceptions and readiness to adopt “Tap & Go” card payments in 

South Africa” under the supervision of Professor Anthony Stacey. I humbly 

request your assistance in enabling me to complete my task by taking part in this 

survey. Attached is a questionnaire which should take less than ten minutes to 

complete. You are not required to provide your name, so all your responses will 

be anonymous and guaranteed confidentiality. 

The first part of the survey consists of screening questions, please tick the 

appropriate options. The second part of the survey comprises of one question 

which will help us determine categories of different respondents. The third section 

of the survey comprises of multiple questions which ask you to rate an extent in 

which you agree or disagree with each statement by ticking the appropriate box. 

The last section comprises of demographic information. Your participation is 

entirely voluntary and involves no risk, penalty, or loss of benefits whether you 

participate or not. You may withdraw from the survey at any stage. Submission 

of the questionnaire will be taken as your consent to participate. I thank you in 

advance. 

Please feel free to contact me should you have any queries in this regard at 

912109@students.wits.ac.za or my supervisor Prof. Anthony Stacey at 

anthony.stacey@wits.ac.za. 

mailto:anthony.stacey@wits.ac.za
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Regards 

JM Sekhoto 

I agree to participate in this research project. The research has been explained 

to me and I understand what my participation will involve. 

 Yes 

 No 

Do you own a "Tap and Go" enabled bank card? 

 Yes 

 No 

With which option do you associate yourself with from below options? 

 I am intending to adopt and use Tap & Go card payments 

 I have used Tap & Go card payment but stopped 

 I have never used Tap & Go card payments 

 I am using Tap & Go card payments 

Please indicate the extent to which you agree or disagree with the following 

statements. 

 Strongly 

disagree 

Disagree Somewhat 

disagree 

Neither 

agree nor 

disagree 

Somewhat 

agree 

Agree Strongly agree 

Tap & Go card payment 

technology contributes to 

a better quality of life. 

              

Tap & Go card payment 

technology gives me 

more freedom of 

flexibility. 

              
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Tap & Go card payment 

technology gives people 

more control over their 

daily transactions. 

              

Tap & Go card payment 

technology makes me 

more productive in my 

personal life. 

              

Other people come to me 

for advice on Tap & Go 

card payment 

technologies. 

              

In general, I was 

amongst the first in my 

circle of friends to adopt 

Tap & Go card payment 

technology when it was 

introduced. 

              

I keep up with the latest 

Tap & Go card payment 

technological 

developments in my 

areas of interest. 

              

Using Tap & Go card 

payment saves time and 

money. 

              

Using Tap & Go card 

payment helped reduce 

human touch especially 

during Covid-19. 

              

Not having to always key 

in my pin saves me time. 

              
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Tap & Go card payment 

makes shopping easier 

and fun. 

              

People are too 

dependent on Tap & Go 

card payment 

technology when 

transacting. 

              

Too much Tap & Go card 

transactions distracts 

people to a point that is 

harmful. 

              

Tap & Go card payment 

technology lowers the 

quality of relationships by 

reducing personal 

interaction 

              

I do not feel confident 

doing business with a 

place that can only 

transact using Tap & Go 

card payment 

technology. 

              

Technical support lines 

are not helpful because 

they don’t explain things 

in terms I understand. 

              

Sometimes, I think that 

mobile technology 

systems are not 

designed for use by 

ordinary people. 

              

There is no such thing as 

a manual for a high-tech 

              
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product or service that’s 

written in plain language. 

Tap & Go card payments 

exposes one to a risk of 

losing personal 

information. 

              

Tap & Go card payments 

can be used by 

fraudsters using other 

people’s cards without 

using a pin. 

              

I am not comfortable 

paying without using a 

pin for a fear of losing my 

money. 

              

I believe in paying for all 

my items using cash for 

safety purposes. 

              

I still prefer using the old 

methods of paying and 

keying in my pin. 

              

The traditional methods 

of paying are the safest. 

              

Due to the high level of 

internet crimes, I prefer 

paying in cash. 

              

To avoid bank charges, I 

prefer using cash for all 

my instore payments. 

              

I don’t know much about 

Tap & Go card 

payments. 

              
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I do know about the Tap 

& Go card payments, but 

I don’t see any benefits. 

              

I have never used Tap & 

Go card payments due to 

lack of knowledge 

              

If I could get more 

information on Tap & Go 

card payments, then I will 

start using it. 

              

I intend to use Tap & Go 

card payment again 

soon. 

              

I believe my interest 

towards Tap & Go card 

payment will increase in 

the future. 

              

I intend to use Tap & Go 

card payment as much 

as possible. 

              

I recommend others to 

use Tap & Go card 

payments as often as 

possible. 

              

 

What is your Gender? 

 Male 

 Female 

 Other 

Please select your age group below: 
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 Below 19 years 

 20 – 29 years 

 30 – 39 years 

 40 – 49 years 

 Over 50 years 

We thank you for your time spent taking this survey. Your response has 

been recorded. 

 

 

 

 

 

 

 


