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Abstract: Micro-entrepreneurs in the developing world are increasingly deploying the use of mobile payments to enhance 

the quality of their services and increase growth. The pace of transformation in the micro business sector has speeded up with 

more micro entrepreneurs realizing the potential of using mobile payments in their service delivery. This study aimed to 

examine the predictors of acceptance of ‘Lipa na Mpesa’ mobile payments by micro entrepreneurs in Laikipia East Sub 

County. The study sought to find out whether ease of use, perceived usefulness and attitude towards usage influence 

acceptance of ‘Lipa na Mpesa’ mobile payments by micro entrepreneurs in Laikipia East Sub County. The scope of the study 

was limited to micro entrepreneurs within Laikipia East Sub County. The study was carried out in Nanyuki town. Descriptive 

survey design was used for the study. The population of the study comprised of micro entrepreneurs signed up for Lipa Na 

Mpesa by Kopo Kopo Inc. within Nanyuki town. A sample of 124 micro entrepreneurs was selected for the study. The research 

methodology used was both quantitative and qualitative methods. Questionnaires comprised of structured and unstructured 

questions. Descriptive statistical analysis such as frequency counts and percentages were used. The correlation between the 

independent and dependent variables was determined by the use of regression analysis. Validity was ensured by checking 

whether the items in the questionnaire were reflected in the research questions and objectives of the study. Reliability of data 

collection instruments was ascertained through piloting the instruments. Data presentation was in bar graphs, pie charts and 

tables. The researcher also analyzed records and available documents in the learning institutions. The study established a high 

degree of variation R
2
=0.850 (85.0%), that ease of use, perceived usefulness, attitude towards usage had on Intention to accept 

Lipa na Mpesa mobile payments. The researcher recommends that the service provider should maintain the technology 

deployed because it was found to be easy to use and also useful to micro entrepreneurs however, a further study is 

recommended to establish why most entrepreneurs had a low attitude towards using Lipa na M-pesa though they had signed up 

for the service initially. 

Keywords: Lipa na M-pesa (Cell-Phone Type of Payment Using M-Pesa), Acceptance of Mobile Phone Payment,  

Micro Entrepreneurs, Mobile Commerce, Mobile Money 

 

1. Background of the Study 

The evolution of mobile devices and wireless technologies 

has brought about an exceptional effect in the world today, 

with the ability to communicate anywhere, at any place and 

at any time. Diniz (2011), stated that mobile technology can 

be viewed as a payment channel and has developed the 

possibility for two significant issues to be addressed at the 

same time; firstly is the demand side, which creates an 

opportunity for financial inclusion amongst the unbanked 

population and secondly the supply side which creates 

opportunities for financial institutions so they can deliver a 

wide range of services at minimum, mostly to people living 

in remote areas. 

In a study by Aker and Mbiti (2010), they discussed that 
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the proliferation of mobile devices has also brought about the 

introduction of a number of value added services, new 

technologies involving mobile transactions, while creating 

important commerce opportunities ranging from mobile 

banking to mobile payments (m-payments), and this was also 

supported by Must and Ludewig (2010). However, the 

different payment solutions that can be administered through 

the use of a mobile device are promising alternatives for 

countries that are still cash driven, and they are referred to as 

mobile payment services. The Gartner group (2009) defined 

mobile payment services as, paying for a product or service 

through the use of a mobile device and technology, including 

Near Field Communication (NFC), Short Messaging Services 

(SMS) and Wireless Application Protocol (WAP). 

Nevertheless, Dahlberg (2008) argued that mobile payments 

have brought about an exceptional increase in service 

opportunities for individuals, businesses, and a country’s 

economy at large, especially in developing countries, which 

are currently implementing mobile payment services to aid 

financial inclusion. 

Mobile commerce (M-Commerce) has become a relevant 

field when discussing mobile devices which allow users 

perform transactions any place and at any time (Knospe & 

Grosche, 2004). The International Telecommunications 

Union, ITU (2011) estimated that by the end of 2011, there 

were over six billion mobile subscriptions which was 

equivalent to eighty-seven (87%) percent of the world’s 

population, and was a huge increase in contrast to the 5.4 

billion recorded in 2010 and the 4.7 billion recorded in 2009.  

Mobile payments have never been more valued in any 

economy than it is today. According to the IFC (2011) report, 

mobile money involves the transfer of cash using mobile 

phones and is also an innovative method for both individuals 

and small businesses to transfer money. Hughes and Susie 

(2007) posits that a mobile money subscriber will be able to 

commence a financial transaction e.g. the transfer of money, 

send remittances, make payment for goods and services 

purchased, without the use of a physical depository which 

was supported by Mas and Morawczynski (2009). Mobile 

money service run on a telecommunications infrastructure 

centred on the Short Messaging Service (SMS) and the funds 

is conserved by the bank, while the subscribers’ E-money 

balance either increases or decreases corresponding to usage 

(Ayo, 2011). 

Mobile money operates without restrictions caused by time 

or distance, which has posed as a major issue in most 

developing countries, due to the distance and time it takes 

residents in rural areas to get to the bank (Must & Ludewig, 

2010). In addition, it has aided financial inclusion in 

developing countries by creating a scenario for the unbanked 

people to pay bills and transfer funds without using cash. 

2. Statement of the Problem 

Since the launch of M-pesa in March 2007 by Safaricom 

mobile operator, M-Pesa mobile payment has become 

popular with both the banked and the unbanked population 

serving as a deposit account for some(Mbogo, 2010).M-pesa 

was initially designed to perform P2P payments but 

Entrepreneurs have further used it to accept C2B payments. 

The service enables subscribers to use their mobile phones to 

carry out transactions such as pay for goods and services, pay 

bills, send to and receive money from friends and family, 

withdraw cash for their use, top up their own airtime account 

or top up someone else's account and manage their own 

account. The use of mobile payment technology requires 

basic knowledge to operate. As a result, majority of the micro 

business operators in Kenya have embraced its use in their 

daily business operations and are registered users of M-Pesa. 

Consequently, they carry out various transactions using their 

mobile phones within and around their business surroundings 

such as paying suppliers for goods and services, paying bills, 

sending money to friends and relatives, withdrawing cash 

and topping up airtime accounts. 

In July 2013 Safaricom Launched a product dubbed Lipa 

Na Mpesa to specifically address C2B payments and was 

meant to be a big boost for micro-entrepreneurs. However 

according to Kopo Kopo Inc. an American company 

contracted by Safaricom to sign up and manage entrepreneurs 

on Lipa na M-pesa payment system, they report that out of 

12,500 entrepreneurs they have signed up, only about 3,000 

are actively using the service (Wills, 2014). Zollmann (2014) 

concludes that until payments solutions solve real problems 

for the users themselves, we are unlikely to see wide scale 

usage of these payments mechanisms, and the benefits of 

mobile payments may not actually accrue to all players in the 

economy the way mobile payments evangelists hope. This 

posed a gap in understanding what would be used to predict 

effective usage of Lipa na M-pesa. 

Several mobile payment trend studies have revealed the 

potential of mobile network technologies for payment 

purposes (Taga & Karlson, 2004). Most of these studies were 

conducted in developed countries and thus may not reflect 

the predictors on acceptance of Lipa na M-pesa mobile 

payments by micro entrepreneurs in a developing country 

like Kenya. There existed a need therefore, for a substantive 

research to examine the predictors on acceptance of Lipa na 

Mpesa mobile payments by micro entrepreneurs in Kenya. 

So far there has been no clear insight into predictors on 

acceptance of Lipa na M-pesa mobile payments by micro 

entrepreneurs. This implies that technology providers, 

government agencies and development partners may not 

address the required interventions. It is for this reason that 

this research sought to examine the predictors on acceptance 

of Lipa na M-pesa mobile payment by micro entrepreneurs in 

Laikipia East Sub County. This was in quest to understand 

what can be used to predict acceptance of Lipa na M-pesa 

mobile payment by micro entrepreneurs in Laikipia East sub 

County. 

3. Theoretical Review 

Technology acceptance research is a continuous evolving 

field, as innovative technology evolves everyday (Al-Qeisi, 
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2009), which has motivated information system researchers 

to develop a number of theoretical framework that attempts 

to predict the acceptance of a new technology. The 

technology acceptance model (TAM) which was proposed by 

David (1989), is one of such frameworks that has been used 

for predicting intentions to adopt new innovations. Ideally, a 

model that is useful not only for prediction but also 

explanatory is required by researchers, to enable them 

identify why a system is classified unacceptable, in order to 

develop corrective measures for that particular system to be 

acceptable. This research employed the use of TAM with 

additional constructs relating to mobile payments, to 

determine predictors on usage of M-pesa mobile payment by 

entrepreneurs in Nanyuki town. 

4. Technology Acceptance Model 

Technology Acceptance Model (TAM) is a theoretical 

model that explains how users come to accept and use a 

technology (Davis, 1989).TAM is widely adopted theory for 

examining the using of computers by the users. The theory 

was based on the Theory of Reasoned Action (TRA) by 

Ajzen and Fishbein (1980). TAM, first introduced by Davis 

(1989), it postulates that perceived usefulness and perceived 

ease of use as major determinants for using computers. 

Perceived usefulness is defined as the degree to which a 

person believes that using a particular system would enhance 

his/her job performance ,while perceived ease of use refers to 

the degree to which a person believes that using a particular 

system would be free of effort (Davis, 1989). These two 

beliefs determine the majority of variance in adoption of a 

new technology.  

Consequently, the theory was further evaluated by 

subsequent studies. For instance, Davis (1989) conducted a 

comparison study between TAM model and theory of 

reasoned action (TRA). Davis (1989) found perceived 

usefulness to be strong predictor of behavioral intention to 

use the system, whereas perceived ease of use had also effect 

on intention. Attitude towards using the systems was found to 

be partially mediating the prediction of these two variables 

on the outcome (intention). In addition, their study suggested 

that intention predicts computer usage. The TAM model is 

considered the most popular theory examining the 

determinants of information systems among the researchers 

(Luarn & Lin, 2005). Although previous studies widely 

adopted this theory, many constructs were added to the 

original model. As noted by Davis (1989), TAM model may 

not fully predict all the variances in the user adoption. This 

means that there are other variables that may influence the 

user acceptance. As such, several constructs were 

incorporated to the original model including perceived 

credibility, perceived self-efficacy, and perceived financial 

cost (Laurn & Lin, 2005); technology-specific valuation, and 

number of users, among others (Wang, Lo, & Fang, 2008).  

Much literature relating to the information systems usage 

has dropped the attitude contrast from the original TAM 

model. For example, Venkatesh and Davis (1996) used the 

TAM model without attitude. They argued that this construct 

did not mediate the effect of beliefs about the system on the 

actual usage. This also was observed in other similar studies 

(Ramayah & Ignatuis, 2005; Luarn & Lin, 2005; Wang et.al, 

2008). The current study omits actual usage due to 

exploratory nature of the study and the study’s intention to 

explore only the entrepreneurs’ intention to adopt the service.  

5. Ease of Use 

Rogers (1983) stated that perceived ease of use is the 

degree to which an innovation is perceived not to be difficult 

to understand, learn or operate and to which users perceive a 

new product or service as better than its substitutes. 
According to Kim (2008) perceived ease of use has a direct 

effect on perceived usefulness and has a positive relationship 

on user’s adoption; in addition perceived ease of use has a 

direct impact on perceived usefulness and impacts user 

adoption directly and indirectly.  

Davis (1989) stated that, Perceived Usefulness (PU) can be 

described as “the measure by which a person believes that 

using a particular system would enhance his or her job 
performance”, while Perceived Ease of Use (PEOU) is 

defined as, “the degree to which a person believes that using 

a particular system would be free of effort” (Davis, 1989). 

Davis et al. (1989) further stated that PU and PEOU can 

influence one’s attitude towards using a particular system, 

which also influences the intention to use the system and in 

turn decides actual system usage. Several studies have also 

stated the necessity of perceived usefulness and perceived 

ease of use for mobile payment acceptance (Dahlberg et al., 

2003; Dahlberg et al., 2002; Pousttchi, 2003), and the 

fundamental reason is that IT users react rationally when they 

decide to use IT. In addition Jeyaraj et al. (2006), in 

reviewing technology adoption studies, discovered that 

among 29 studies carried out from 1992-2003, perceived 

usefulness is seen to be significant in 26 of the studies. In 

addition, perceived usefulness is a general construct, 

functional in previous mobile commerce and mobile payment 

literatures. Wei et al. (2009) in their study of mobile 

commerce in Malaysia found perceived usefulness to be 

positively associated with consumer’s intention to use mobile 

commerce in Malaysia. 

Nevertheless, like PU, PEOU was adapted from TAM, 

even though consumers consider the system useful, they 

could still think it is difficult to use (Davis, 1989). In 

addition, apart from perceived usefulness, perceived ease of 

use can likewise be said to be a key significant factor in the 

acceptance of a number of information technologies, e.g. the 

intranet (Chang, 2004), electronic banking (Wang et al., 

2003) and wireless internet (Shih & Fang, 2004).Similarly, 

Amin (2007) in his study established the significance of 

perceived ease of use as a decisive factor, which influences a 

consumer’s intention to use mobile credit card transactions. 

However, despite of the fact that a number of studies have 

found perceived ease of use a significant factor, some others 

do not, for example Pikkarainen et al., (2004) and Wei et al., 
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(2009) established that perceived ease of use does not have a 

significant effect on consumers’ intention to use. 

The perceived ease of use and usefulness of a mobile 

payment procedure therefore has an effect on its usage, and 

Davis (1989) opines that perceived ease of use of a system 

has a direct influence on perceived usefulness which was 

reflected in the proposed model. 

6. Perceived Usefulness 

Perceived usefulness is said to be the degree to which an 

individual thinks that using a particular system will enhance 

his/her work efficiency (Davis, 1989). This implies that the 

potential advantages of using mobile money services such as 

convenience, transactions efficiency, affordability, easy 

accessibility, security, and safety over the existing financial 

systems influence an individual’s behavioural intention to 

adopt the service (Tobbin, 2011). Further, empirical evidence 

indicates that the mobility of mobile money services, the 

presence of facilitating conditions such as government and 

technical support, and the system quality as indicated by 

network coverage, reliability and stability are also 

determinants of perceived usefulness that have a direct effect 

on behavioural intention of use and eventual adoption of the 

service (Schierz et al., 2010). 

7. Attitude towards Usage 

Attitude towards usage (ATU) refers to the degree to 

which an individual evaluates and associates the target 

system with his or her job (Davis, 1993). Attitude towards 

usage has been identified as a factor that guides future 

behaviour or the cause of intention that ultimately leads to a 

particular behaviour. In TAM, attitude towards usage is 

referred to as the evaluative effect of positive or negative 

feeling of individuals in performing a particular behaviour 

(Ajzen & Fishbein, 2000). Attitude towards usage (ATU) 

leads to personal Innovativeness which is defined as the 

willingness of an individual to try out any new information 

systems. Consumer innovativeness is positively related to 

their adoption decision of various technologies. Innovative 

individuals have been also found to be dynamic, 

communicative, curious, venturesome, and stimulation–

seeking. Other diffusion studies also confirmed that 

innovativeness is related to consumer adoption behaviour. 

According to Rogers’ theory of the diffusion of 

innovations, Agarwal and Prasad (1998) described personal 

innovativeness as symbolizing the risk taking propensity that 

exists in certain individuals and not in others. They are able 

to cope with high levels of uncertainty and develop more 

positive intensions toward acceptance (Rogers, 2003). In the 

intention to adopt, most people do not have any or much 

knowledge on various mobile services or form clear 

perception beliefs. It is expected that personal innovativeness 

generating a strong impact on perceived usefulness and 

perceived ease of use, which in turn influence user intention 

to adopt technology. 

8. Conceptual Framework 

 
Source: Author (2015) 

Figure 1. Predictors on acceptance of Lipa na Mpesa mobile payments by micro entrepreneurs in Laikipia East Sub county. 



 Science Journal of Business and Management 2015; 3(6): 219-227 223 

 

 

9. Research Methodology 

The study envisaged examining the predictors on 

acceptance of Lipa na Mpesa mobile payment by micro 

entrepreneurs in Laikipia East Sub County. To do this, the 

researcher employed a descriptive research design. This 

type of research design entails making observation or 

collecting data of the research subject and describing the 

behaviour of the subject without influencing it in any way. 

It relied heavily on questionnaires to collect the primary 

data while secondary data was collected from journals, 

newspapers and other reliable sources containing 

information on the subject of the study (Elahi & Dehdashti, 

2011).Considering the main purpose of the study was to 

determine the predictors on acceptance of Lipa na Mpesa 

mobile payment by micro entrepreneurs in Laikipia East 

Sub County, it was most appropriate that the target 

population to be composed of micro entrepreneurs who had 

signed up for Lipa na M-pesa mobile payment technology. 

The study therefore targeted 310 micro entrepreneurs in 

Laikipia East Sub-county who had been signed up for Lipa 

na M-pesa by Kopo Kopo Inc. 

Systematic random sampling was used to select micro 

entrepreneurs signed by Kopo Kopo Inc. for Lipa na M-pesa 

mobile payment who participated in the study. They formed 

the main respondents. A sample size of 40% was used. 

According to Gay (1976), for a descriptive research, a sample 

size of 40% of the accessible population is considered 

representative. 

Table 1. Sampling Frame. 

 
Total 

population 
Sample size Percentage (%) 

Active Micro 

entrepreneurs 
93 37 40 

Inactive Micro 

entrepreneurs 
217 87 40 

Total 310 124 40 

Source: Kopo Kopo Inc., 2015 

10. Data Analysis 

The sample comprised of 124 respondents. The returned 

questionnaires were 110 representing 88.7% response rate. 

This response rate was adequate and representative and 

conforms to Mugenda and Mugenda (1999) stipulation that a 

response rate of 50% is adequate for analysis and reporting; a 

rate of 60% is good and a response rate of 70% and over is 

excellent. The response rate was due to the fact that the 

sample population was well educated and knew the 

importance of research studies. In addition the questionnaire 

were presented to the respondents and collected at the agreed 

time and date. This gave them adequate time to adequately 

and fully complete them. 

11. Demographic Characteristics 

Table 2. Demographic Characteristics. 

Gender 

 f % 

Male 49 44.5 

Female 61 55.5 

Age bracket (Yrs) 

 f % 

Below 20  2 1.8 

20-30 37 33.6 

Above 30 71 64.6 

Owner/ Not owner 

 f % 

Yes 87 79.1 

No 23 20.9 

Highest level of education 

 f % 

Primary 5 4.5 

Secondary 76 69.1 

Tertiary/College 21 19.1 

University 8 7.3 

Business type 

 f % 

Whole sale 5 4.1 

Retail 65 52.8 

Manufacturing 7 5.7 

Service 43 35 

Other (specify) 3 2.4 

Majority, 61 (55.5%) of the respondents were female while 

49 (44.5%) were males. This shows the businesses had a 

good representation meeting the constitutional gender 

distribution threshold of 30% (constitution of Kenya, 2010). 

71 (64.6.3%) of the respondents were 30 years and above, 

followed by 37 (33.6%) aged between 20-30 years while only 

2 (1.8%) of the respondents were below 20 years. This shows 

that the majority of the micro entrepreneurs were in their 

productive years. This implies that they were able to work 

and manage their businesses efficiently. On business 

ownership, 87(79.1%) of the respondents owned the 

businesses while only 23(20.9%) did not. This show that 

majority of the businesses operated as sole proprietorship 

enterprises. 

Level of education indicated that 76 (69.1%) of the 

respondents had secondary education followed by 

tertiary/college education 21(19.1%) next 8 (7.3%) had 

university degrees while only 5(4.5%) had primary 

education. On sector of operation,65(59.1%) were in retail 

sector, 29 (26.4%) service sector, 8(7.3%) in manufacturing, 

5 (4.5%) in whole sale sector while 3(2.7%) had closed their 

businesses though they had signed up for Lipa na M-pesa till 

numbers. 
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12. Regression Analysis 

Table 3. Model Summary. 

Model R R Square 
Adjusted R 

Square 

Std. Error of the 

Estimate 

1 .922a .850 .846 .40715 

a. Predictors: (Constant), Attitude towards usage, Perceived usefulness, 

Ease of use 

The study established a high degree of variation R
2
=0.850 

(85.0%), that Ease of use, perceived usefulness, attitude 

towards usage had on Intention to accept Lipa na M-pesa 

mobile payments. This indicated that intention to use mobile 

payments could be predicted by the constructs of Ease of use, 

perceived usefulness and attitude towards usage. The 

findings confirm that in order to predict how well a given 

mobile payment technology would be adopted by targeted 

users, users’ perception on ease of use, usefulness and 

attitude towards the technology would be good predictors. 

The study agreed with Bhatti (2007) study which established 

that perceived usefulness, perceived ease of use, subjective 

norms, behavioural control and personal innovativeness 

contribute significantly (F = 15.21; p < .001) and predict 

68% of variations in user’s intention. 

Table 4. ANOVAa. 

Model 
Sum of 

Squares 
df 

Mean 

Square 
F Sig. 

1 

Regressi

on 
99.846 3 33.282 

200.7

72 
.000b 

Residual 17.572 106 .166   
Total 117.418 109    

a. Dependent Variable: Intention to accept Lipa na Mpesa payments 

b. Predictors: (Constant), Attitude towards usage, Perceived usefulness, 

Ease of use 

Table 4 on analysis of variance has a significant 

F=200.772 indicating that using the model is better than 

guessing the mean. The significant value 0.000 is less than α 

= 0.05 which means there is no significant difference 

between the means of the constructs. This implies that a 

slight change in one variable highly affects the acceptance of 

Lipa na M-pesa mobile payments. These analyses further 

confirm that the model is a good fit for the study. 

Table 5. Coefficientsa. 

Model 
Unstandardized Coefficients Standardized Coefficients 

t Sig. 
B Std. Error Beta 

1 

(Constant) -.909 .290  -3.128 .002 

Ease of use .403 .078 .445 5.184 .000 

Perceived usefulness .588 .094 .425 6.247 .000 

Attitude towards usage .170 .130 .104 1.306 .194 

a. Dependent Variable: Intention to accept Lipa na Mpesa payments 

 
The absolute standardized coefficient for Ease of use 

Beta=0.445 and perceived usefulness Beta=0.425 indicates a 

significantly influence on entrepreneurs’ intention to accept 

Lipa na Mpesa mobile payments. This implies that the 

respondents perceive Lipa na Mpesa easy to use, they also 

perceive Lipa na Mpesa to be useful in running their 

business. This was in agreement with Mbogo (2010) findings 

which indicated that Perceived ease of accessibility (Ease of 

use) had an impact on the intention to use the mobile 

payment services. The findings however disagree with the 

findings of Nykvist and Stalfors (2011) which established a 

low significant level relationship between Subjective Norm 

and perceived ease of use on behaviour intention to use 

mobile payment services. 

Attitude towards usage has a low absolute standardized 

coefficient at Beta=0.104 which meant that Entrepreneurs’ 

attitude towards using Lipa na M-pesa had low contribution 

on intention to accept Lipa na M-pesa mobile payments. This 

is further supported by a low confidence level of 80.6% 

(100%-19.4%) on Attitude towards usage that was far much 

below the research thresh hold of at least 95% level of 

confidence. This means that even though most entrepreneurs 

signed up for Lipa na Mpesa, some later developed a 

negative attitude towards using it and hence have a low 

intention of using Lipa na M-pesa. 

The correlation between the dependent variables i.e. 

intention to accept Lipa na M-pesa mobile payments and 

independent variables i.e. ease of use, perceived usefulness 

and attitude towards usage was established using the 

regression model as below: 

Y = -0.909 + 0.403X1 + 0.588X2 + 0.170X3 + ɛ 

Where Y = intention to accept Lipa na Mpesa mobile 

payments (dependent variable) 

X1 = ease of use 

X2 = perceived usefulness 

X3 = attitude towards usage 

ɛ = Error 

13. Summary of the Findings 

The study sought to examine the predictors on acceptance 

of Lipa na M-pesa mobile payment by micro entrepreneurs in 

Laikipia East sub County. It was further guided by three 

specific objectives whose findings are outlined below: 

14. Ease of Use Influence on Acceptance 

of Lipa na Mpesa Mobile Payment 

Majority of the respondents 90.9% are able to pay through 

Lipa na M-pesa with 50% agreeing while 40.9% strongly 

agreeing. On calculating fee charged on Lipa na M-pesa 

72.7% agreed it was easy with 9.1% strongly agreeing. The 
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study found out that 66.3% and 9.1% of the respondents 

strongly agree and agree respectively that accessing Lipa na 

M-pesa menu on their phone was easy. This indicates that the 

technology deployed provides an easy way of making 

payments and also calculating the transaction fees. 

The study found out 54.5% of the respondents disagreed 

while 19.1% strongly disagree that accessing their money 

from Lipa na M-pesa was easy. This means that mobile 

payments technology need to provide an easy way of 

accessing the funds once received via the mobile till. Another 

50% of the respondents disagreed that checking Lipa na  

M-pesa till balance is easy raising the need for technology 

providers to provide a solution on an easy way to check 

balance of funds in the Mobile till. 

15. Perceived Usefulness Influence on 

Acceptance of Lipa na Mpesa Mobile 

Payment 

The findings showed that a total of 90% respondents 

representing 83.6% of the respondents who agreed and 6.4% 

strongly agreed that their money was secure when paid 

through Lipa na M-pesa than when paid through cash. This is 

an indication that mobile payment technology provided 

security of cash. However 60.9% and 64.5% were not sure 

whether Lipa na M-pesa reduced the number of times they 

visited the bank and the impact of Lipa na Mpesa had on 

business profitability respectively. There was also 66.3% of 

the respondents who were not sure whether using Lipa na  

M-pesa increases productivity in their businesses by them 

being able to serve more customers. These three aspects 

highlighted the need for technology providers to educate the 

end user on the usefulness and added values associated with 

mobile payments. 

On the impact of Lipa na M-pesa to business performance 

50% of the respondents disagreed that it had any impact 

while 40.9% were not sure, this and indicator that micro 

entrepreneurs lack the insight on how mobile payments can 

improve business performance. Though perceived usefulness 

has a high influence on intention to use Lipa na M-pesa. The 

influences on the respondents seem to be negative and thus 

could be a contributing factor to the low activity of signed up 

tills. 

16. Attitude Towards Usage Influence on 

Acceptance of Lipa na M-pesa Mobile 

Payment 

The study showed that majority of the respondents 77.3% 

agree they would like to receive more non-cash payments in 

their business while 79.1% agreed that accepting Lipa na  

M-pesa mobile payment would help their business grow. 

These findings are an indicator that micro entrepreneurs had 

a positive attitude towards using mobile payments. These 

analogy were further supported by 89% of the respondents 

representing 82.7% and 6.3% of the respondents who agreed 

and strongly agreeing respectively that receiving more Lipa 

na Mpesa payments is better than cash. 

However only 24.5% agreed that many businesses would 

use Lipa na M=pesa in future with a significant number of 

respondents (70%) being not sure. This calls for a quick 

address of the factors mentioned in the other constructs in 

order to guarantee future use of mobile payments. The 

encouraging aspect is that 63.7% of respondents agreed that 

it is hard to operate a business without accepting mobile 

payments which means there is a bright future in the mobile 

payments space. 

17. Conclusions 

The research findings indicate that intention to use Lipa na 

M-pesa mobile payments is highly influenced by ease of use 

and perceived usefulness and slightly by attitude towards 

usage. The ease of use factors that were found to have a 

positive influence included ability to pay through Lipa na 

Mpesa, calculating fee charged on Lipa na Mpesa and 

accessing Lipa na M-pesa menu on the phone were easy. 

While accessibility of money from Lipa na Mpesa till and 

checking Lipa na M-pesa till balance were found to be 

wanting and thus need to improve the technology deployed 

on to these processes. 

Micro entrepreneurs perceived there money to be secured 

when paid through Lipa na M-pesa thus the service provider 

should use this as a value preposition when marketing the 

product. It was not clear on how Lipa na M-pesa improved 

business productivity and profitability, more user education 

could help to clearly bring out this value preposition. 

Majority of the micro entrepreneurs agree they would like to 

receive more non-cash payments in their business and also 

believe that accepting Lipa na M-pesa mobile payment 

would help their business grow. This creates a big market for 

mobile payments service providers to tap into because micro 

entrepreneurs admit that it is hard to carry out business 

without accepting mobile payments 
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