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ABSTRACT 

 

The fast pace of wireless networks and mobile technologies development has created vast 

opportunities for financial service providers to render their services via the mobile platform. 

However, the acceptance of financial mobile services, particularly the mobile payment is still 

marginally adopted. While most of the research efforts focus on the positive determinants that 

influence such innovation, however, little attention has been given to understand why 

Malaysian consumers resist mobile payment services. Acknowledging that mobile payment 

still meet consumer resistance, this paper aims to examine the barriers that may inhibit the 

adoption of mobile payment. The study provides a thorough understanding for the service 

providers to overcome the resistance of mobile payment service. 
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INTRODUCTION 

 

M-payment refers to making payment for goods, services, and bills via mobile phone using 

wireless technology (Dahlberg et al., 2008). Acknowledging the high penetration rate of 

mobile devices, Yang et al. (2012) foresee mobile payments as important platform for 

performing financial transactions and also known as the most significant drivers for 

successful future of m-commerce. As a matter of fact, Juniper research (2010) reported that 

the worldwide payment values via mobile devices would reach $630 billion in 2014. Thus, it 

is not surprising that many companies have substantially invested in rendering m-payment 

services with the aims of higher profits.   

 

A review of the extant literature of m-payment shows that many studies mainly focused on 

the driving factors of adoption (Yang et al., 2012; Kim et al., 2010; Mallat, 2007). Meanwhile, 

Sheth (1981) commented that the innovation research suffered from pro-change bias 

presuming that every innovation is good and should be used by every consumer. In fact, 

several researches asserted that many innovations are still likely to meet consumers’ 
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resistance (Garcia & Atkin, 2002; Molesworth & Suortti, 2002).  In the m-payment context, 

several researchers found that the adoption is still marginally adopted (Chandra et al., 2010; 

Dahlberg et al., 2008; Mallat and Tuunainen, 2008). Despite the low adoption of m-payment, 

the scholar further commented that the reality looks quite different and the circumstance 

often de-motivate m-payment service providers in rendering the m-payment service (Schierz 

et al., 2010). The scenario has led to the question as to why consumers resist m-payment. 

   

Hence, this conceptual paper adopts the Theory of Innovation Resistance (Ram & Sheth, 

1989) to understand why consumers resist mobile payment services. The conceptual paper 

begins with the introduction, followed by the review of literatures, proposed research model 

and hypothesis development. Lastly, the paper ends with the conclusion and implications of 

the study.  

 

LITERATURE REVIEW 
 

Theory of Innovation Resistance 

 

The main cause of innovation failure is the consumer resistance (Ram & Sheth 1989). 

Acknowledging that consumers’ resistance to innovations has received relatively little from 

research attention (Szmigin & Foxall, 1998), the theory of innovation resistance plays an 

important role to explain why users resist innovations. Based on the theory, Ram & Sheth 

(1989) suggested two barriers to innovation adoption, namely functional and psychological 

barriers. The functional barriers consisting of usage barriers, value barriers, and risk barriers, 

whilst, the psychological barriers consisting of tradition barriers and image barriers.  

 

Theory of Innovation Resistance  

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

Figure 1: Conceptual Research Framework  
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HYPOTHESIS DEVELOPMENT 

 

Usage barrier occurs when an innovation is not in lines with user’s current workflows, 

practices and habits which generally lead to consumer innovation resistance (Ram and Sheth, 

1989; Sheth and Ram, 1987). In the context of m-payment, compatibility signifies one’s 

ability to integrate the service with their existing behavioral patterns (Lee et al., 2003). In 

view of slow data transmission and user interface, Laukkanen and Lauronen (2005) 

commented that making payment through mobile phone is too complex and time consuming. 

Value barrier, according to Ram and Sheth (1987) refers to performance-to-price value. 

Compared to alternative solutions, this simply implies that if m-payment services does not 

offer a strong performance-to-price compared to conventional payment method such as cash 

and credit card, consumers may not feel motivated to adopt the service. Mallat (2007) also 

illustrated that the users resist of mobile payment because of its ‘premium pricing’ The 

additional charges may be incurred from mobile payment compared to payment by cash. 

Acknowledging uncertainty inherent in innovations, innovations often lead to certain level of 

perceived risk (Ram and Sheth, 1989). In view of the wireless setting, the fear of security 

breaches, identity theft and passive confidentiality are often discouraging users from using 

the service (Zhou, 2011). “The more risk adverse a subject is, the lower its acceptance and 

longer the diffusion will take” (Dunphy &Herbig, 1995, pp.203). Tradition barrier simply 

implies that the change an innovation may affect one’s routines. In another words, the high 

tradition barrier will exist when the innovation is contrary to one’s societal, social norms, and 

family values (Ram & Sheth, 1987; Ram & Sheth, 1989). Fain & Roberts (1997) further 

illustrated that the tradition barrier will occur when performing financial activities through 

electronic modes are contrary to the way uses used to pay bills. This is particularly true when 

users opt to have interaction in their payment transaction. Each innovation attains a certain 

identity from its origins (i.e., product category, country of origin, and the brand). The image 

barrier comes into place when one’s has stereotyped thinking of internet and m-payment 

services. Thus, we postulated the following propositions:  

P1:  Usage barrier has significant impact towards use of m-payment. 

P2: Value barrier has significant impact towards use of m-payment. 

P3: Risk barrier has significant impact towards use of m-payment. 

P4: Tradition barrier has significant impact towards use of m-payment. 

P5: Image barrier has significant impact towards use of m-payment. 

 

CONCLUSION AND IMPLICATIONS 

 

In sum, the conceptual paper focused on the barriers that inhibit m-payment in Malaysia. 

Whilst most of the IS studies have concentrated on the reasons for promoting adoption, 

innovation resistance has been neglected in IS research. Hence, the conceptual paper bridge 

the gap by adopting the 5 constructs of Theory of Innovation Resistance by Ram and Sheth 

(1989), specifically usage barrier, value barrier, risk barrier, tradition barrier and image 

barrier to understand what inhibits the adoption of m-payment in Malaysia. As high 

investment involved in developing m-payment infrastructures, therefore, it is crucial to assure 

that the targeted users are essentially use the service. Hence, the paper also provides 

companies a bigger picture of the rationale in resistance of m-payment services. This enables 

companies to formulate wining strategies to yield higher level of m-payment acceptance.  
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