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ABSTRACT      

In recent years transportation network companies have been introduced around the 

globe. The purpose beyond this was to connect a mobile phone’s application to 

merge customer’s mobile devices along with drivers of vehicle for hire. Despite 

growth of ride sharing services and introduction of e-payment systems in 

transportation industry in Tanzania, which previously were not experienced in local 

taxi and transports that speeding up transactions in more convenient ways. Still fewer 

Uber customers in Tanzania adopted e-payment system on Uber service they 

purchase compared to Electronic Payment System (EPS) adoption rate by Uber 

customers in other countries. 

This study assessing factors that affecting adoption of EPS on Uber services in 

Tanzania, with specific focus on perceived trust, perceived convenient, customer’s 

awareness, knowledge and willingness. The research model includes external 

variables of Technology Acceptance Model (TAM) to understand factors hindering 

customer’s willingness, attitude and behaviour towards EPS adoption, use and 

acceptance.  

In assessing this study objective, the researcher adopted a cross sectional research 

design. Accidental non-probability sampling technique was used to accommodate 

enough data within timeframe and economically. The researcher employed both 

quantitative and qualitative methods. The collected data were through questionnaires, 

interview and assessment of previous research. Data collected were from a sample of 

245 Uber customers, drivers and operators. The descriptive statistical analysis was 

performed with the help SPSS after successful data coding and management. 

Findings from this study revealed that customer’s knowledge, perceive trust and 

convenience have significant influence and customer’s awareness and willingness 

has revealed to possess no significant influence on the adoption of EPS in Uber 

service. Therefore, Uber operators should make EPS more usable and useful through 

imparting knowledge to customers and acquire current security requirements as a 

considerable regard and attempts to analyse major current security compound 

technics to keep transaction safe and simple. 
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CHAPTER ONE 

INTRODUCTION AND OVERVIEW 

1.1 Background of the study 

Technology has created boom in a digital age whereby the eruptive growth in 

computer, communication, information and other digital technologies has had 

extensive influence on the manners companies adds value to customers (Laukkanen 

& Lauronen, 2005). It has introduced other communication, marketing, payment 

methods stream and new relationship tools. It’s a helpful instrument used by various 

companies in the market to attain competitive advantages (Kumar, 2015). The 

internet has changed the means business is administered and its use becoming 

extraordinary acute to the business success (Mieseigha & Ogbodo 2013). Technology 

develops various set of rules, which creates substantial transparency, cost efficiency, 

buyer’s purchasing power and choices, strategic alliance and new partnership 

(Mieseigha & Ogbodo 2013). 

Considerably change in payment mechanism throughout the world caused by 

emerges in information and communication technology and its consolidation (Liao & 

Handa, 2010). There were intensively focus on payment systems matters in the post 

liberalization and deregulation period which mirror political and economic 

improvement around the entire globe (Odi & Richard, 2013). Electronic payment has 

revolutionized substantial ways in which business administered its operations and 

transactions. However, it currently turned out to range with movement of cashless 

transactions among individuals, businesses and government (Odi & Richard, 2013). 

Payment methods are substantial turning from coins and paper based money to 

electronic forms that provide faster, secured and more convenient means of making 

payment among individual and organizations around the world (Premchand & 

Choudhry, 2015). The world payment report revealed that cash transactions are 

recent replaced by cashless transaction around the globe. This is due to fact that it 

had been on the increase over the years, except for 2012 where it decelerates from an 

annual growth rate of 8.6 percent in 2011 down to 7.7 percent in 2012 (World 

Payment Report, 2014). 
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Transportation is turns at an outstanding speed which facilitated by both 

enlargements of the smartphone application numbers and accessible locational data. 

Information and communication technologies have changed supply and demand of 

transportation industry in different ways by providing options for the establishment 

and massive disposition of extensive scope of new service offered by transportation. 

This has made it easier to access service without vehicle ownership (Davidson & 

Webber, 2017).  

The taxi industry in East Africa is growing in to a wide hungry market for the ride 

sharing technology as a number of taxi-hailing firms have ventured into the 

favourable markets offering business opportunities to the investors. The taxi 

industry, through the application of the ride-sharing technology has exploded into a 

multi-billion-dollar business in the past decade. The biggest names in the ride-

sharing business are Uber, Taxify and Lyft (Green, 2018). Uber begins as a 

transportation networks company that gives opportunities to licensed tax drivers to 

join and register to undertake ridesharing services. Uber was found in San Francisco 

California in 2009 (Davidson & Webber, 2017). Uber has established a non-tax 

driving rideshare services which integrate a mobile application into its practices to 

link customers with drivers of vehicle for hire in current years (Alemi et al, 2017). 

Within their network, drivers are able to utilize luxury vehicles for passengers to ride 

in style. Users are capable to request vehicles by just sending a short text messages 

or with the application on their mobile devices. Customers can also trace the driver 

as he/she makes way to their location (Davidson & Webber, 2017). 

Uber Tanzania was the first ride-sharing company to be established in Tanzania in 

2016 and has managed to boost the income for over 1,000 taxi drivers in the country 

by providing them with permanent and part-time jobs (Uber Technology, 2016b). 

Another company, Taxify launched its services in Dar es Salaam, Tanzania on 

December 2017 with hundreds of drivers already signed up to the platforms and 

ready to accept rides. Since then more companies Carpool- Tanzania, Moovn, Little 

Ride and Twende have joined the ride-sharing markets in Tanzania. Uber Tanzania is 

also looking to joining financial institutions including banks in effort to get then to 
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finance through loans then purchasing cars by prospective Uber operators (Green, 

2018). 

The number of internet users has been rose over the years from 16 million and 

reaching 23 million in 2017, equivalent to 52 percent of the entire population. Rapid 

usage of internet services in Tanzania is one of the reasons that rapidly promote to 

the acquisition of the ride-sharing service. The growth in the consumption of mobile 

phone customers is highly promoted by the rapid increase in the internet users, 

whereby, around 19 million internet users in the country acquired the World Wide 

Web in 2017 along with their mobile phones. By 2017, the country had 40.08 million 

mobile phone subscribers (Ng’wanakilala, 2018). 

1.2 Statement of the Problem 

Information and communication technology lead to extensively changing in day-to-

day business conducts.  It also had a substantial result on the growth of both online 

business and more adaptable and convenient online means of payments (Wong, 

2014). Electronic payment systems have turns to be most accepted modes for paying 

goods and services purchased online (Paulo & Friday, 2012). Despite the growth of 

ride-sharing service and various payment methods offered, e-payment systems in 

Tanzania are not yet widely adopted by many ride-sharing customers. Customers are 

still reluctant to make their payment electronically as they believe it is of most 

convenient to use cash rather than other cashless means of payment (e-payment) due 

to risk perception about online transactions.  

Many research conducted in Africa particularly in Tanzania on E-payment system 

adoption general concentrated on banking sectors and mobile money payments and 

none on the ride-sharing business. For example, the study by Mbwayo, (2017) 

investigated e-payments factors influencing its adoption in Kenya Commercial 

Banks, Anthony & Mutalemwa (2014) investigated Z-Pesa services factors 

influencing its adoption intention in Tanzania, Mkoka (2014) investigated E-banking 

factors that affect its adoption in Tanzania banking industry and Milanzi (2013) 

assessed electronic banking factors that influence its adoption in Tanzania at NMB 

Bank Morogoro. The findings of these studies revealed that education, trust, 

convenient, risk, satisfaction, compulsion, income, norms, influenced e-banking 
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adoption in NMB Morogoro. The study by Liebana-Cabanillass, de Luna &Montoro-

Rios (2017) findings revealed that there are numbers of reasons that regulate 

adoption rate in each of the systems as well as their usage intention level. 

 None of those mentioned studies above have investigated those components in the 

circumstances of the ride-sharing business. Thus necessitating the requirement for 

this research to overfill the gap by assessing variables used by previous researchers 

on the e-payment systems adoption whether significant or insignificant in the Uber 

services as well continuously utilization of the Technology Acceptance Model 

(TAM). 

1.3 Research Objective 

1.3.1 The Main objective 

The main research objective was to assess factors affect electronic payment adoption 

in Uber services in Tanzania. 

1.3.2 Specific Objectives 

The specific objectives of this study will be:  

i. To assess the influence of customer’s awareness on the electronic payment 

systems adoption in Uber services. 

ii. To identify customer’s willingness on electronic payment systems adoption in 

Uber services. 

iii. To analyse the influence of customer’s knowledge in electronic payment 

systems adoption in Uber services. 

iv. To examine perceived convenience in electronic payment systems adoption in 

Uber services. 

v. To analyse perceived trust in electronic payment system adoption in Uber 

services in the country. 

1.4 Research Questions 

1.4.1 Specific Research Questions  

i. What is the influence of customer awareness in e-payment system adoption in 

Uber services? 

ii. How does customers’ willingness determine e-payment system adoption in 

Uber services? 
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iii. What is the influence of customer’s knowledge in e-payment system adoption 

in Uber services? 

iv. To what extent does perceived convenience leads to e-payment system 

adoption in Uber services? 

v. How perceived trust motivates e-payments system adoption in Uber services 

in the country? 

1.5 Significance of the study 

The study findings enlighten the public of Tanzania in generally to become aware of 

the factors that decelerate electronic payment systems adoption in Uber services and 

know how best to participate in such activities. This awareness will then transform 

those who are negative to electronic payment system to understand the essence and 

implications of this system towards the development of the transportation sector and 

business at large.  

The study is helpful to government officials as it shades light on electronic payment 

system and adoption rate in the growing ride-sharing services to harmonize the 

execution of electronic payment methods and transport sector in general and further 

will serve as an aid to future researchers on the same or similar topics by suggesting 

areas for further studies.  

The study gives light to the policy makers and implementers such as revenue 

authorities, banks and telecom service providers on how best to guide and manage 

the electronic payment methods in general and specifically in ride sharing business in 

Tanzania (such as Uber).  

 

1.6 Limitation of the study 

Although this research was capable to meet its objectives, there have been some 

unavoidable limitations. 

Accessibility of data; in data collection phase some Uber drivers denied access of 

some important information such as the actual number of Uber customers registered 

and make their payment electronically in a month. To overcome this challenge of 
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data accessibility, the researcher obtained the required information from Uber 

operators in Tanzania.  

Time constraints, many uber customers needed much time due to nature of their 

working environment that leads them to forget to answer the questionnaire on time. 

To overcome this the researcher decided to turn to use interview that found to be 

suitable to many respondents.  

The researcher faced challenges in identifying the potential Uber customers, as there 

was no reliable information on regarding the customers. The researcher had to ask 

around to identify the potential customers and involve them in the data collection.   
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CHAPTER TWO 

LITERATURE REVIEW 

2.1 Introduction  

This chapter reviews the relevant literature to our study and has three main parts, the 

theoretical part, empirical part and conceptual framework.  

2.2 Theoretical Review 

This part provides the definition of key words and theories related to the research. 

2.2.1 Definition of terms  

2.2.1.1 Electronic payment: defined as transactions made through electronic means 

such as credit cards, debit cards, electronic cheque, electronic cash and mobile 

money payments, these methods involve the use of internet and digital store value 

system. (Humphrey, Kim & Vale 2001). E-payment systems allow the transacted 

amount deducted direct from the customer’s bank account, without physical 

movement to the bank counter and actual contacts with bank tellers (Lim et al 2010).  

2.2.1.2 Ride-sharing business: refers to the ride service where by customers using 

their mobile phone application to reserve a ride without privately owns the vehicle. 

Mobile phones application are created around recent three advance technologies, the 

GPS navigation devices, smartphones and social network that allow riders to simply 

press a button and be paired with a driver who then come and picks them up 

(Furahata et al, 2013). 

2.2.1.3 Uber: is a transportation-networked business that provides riders with a 

technologically based platform through a smartphone application to request rides. 

Uber app use ICT-platform in offering a ride services around the globe. It 

accommodates different quality and pricing level, vehicle capacity and deliberately 

user group (Uber Technologies, 2016b).  

2.2.1.4 Electronic Cash: refers to online payment system where by a particular 

amount of goods and services transacted matched with the specific identification 

number. This payment system established as a substitute of credit and debit card for 

e-commerce (Kim, et al 2010).  
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2.2.1.5 Pre- Paid Cards: Pre--paid cards are created specifically for a particular 

merchant and used for both online and offline transactions (Kim, Tao, Shin & 

Kim, 2010). The values transacted are direct deducted from the purchaser card.  

2.2.1.6 Credit Cards: are plastic payment cards created for buyers to make 

payments for complex online and offline transactions. It’s a convenient and 

secured online payment system compare to other electronic payment systems, 

which are appropriate for micro-payments. (Hsieh, 2001). Unlikely electronic 

cash (Wright, 2002). 

2.2.1.7 Debit Cards: are plastic payment cards that allow customers to transmit 

electronically their money from bank account to make various payments on the 

goods and services transacted online and offline (Pierce, 2001). Banks and 

financial service providers issue debit cards. Unlike credit cards, once a 

transaction made, customers transacted amount are immediately directly deducted 

from their bank account (Pierce, 2001). 

2.2.1.8 Electronic Cheque: refers to e-payment system generated to serve 

purpose as physical check. Customers when purchase goods and service the 

merchant receive specific amount transacted direct from purchaser checking 

account (Yahid, Shahbahrami & Nobakht 2013). It offers secured instrument such 

as authentication and online signature which protects and reduce online 

transaction risks 

2.2.1.9 Mobile Phone Payments: referred to as any payment using a mobile 

device to initiate, authorize and confirm an exchange of financial value in return 

for goods and services (Carr, 2007). 

2.2.2 Theories Related to the Adoption of E-Payment System 

2.2.2.1 Technology Acceptance Model (TAM) 

Reviewed literature provides theoretical model to be used in this study by improving 

the recently perception of acquisition behaviour in lines with Technology 

Acceptance Model (TAM). In examining features influencing electronic payment 

systems adoption in the ride-sharing business, literature providing indispensable 

none-theoretical awareness to improve business pattern. This study will take in to 

account an unconventional perspective by applying Technology Acceptance Model 

(TAM) by (Davis, Bagozzi & Warshaw, 1989). This theory provides the major 



9 
 

factors that influence the adoption of a new technology innovation. Technology 

Acceptance Model (TAM) determines user attitude or behaviour and identifies the 

role of perceived ease of use and perceived usefulness in recognizing customers’ 

adoption rate or rejection to use new technology innovation. Furthermore, 

Technology Acceptance Model (TAM) is the mass dominant and extensive adopted 

theory for elaborating individual information technology actual usage (Davis, 

Bagozzi & Warshaw, 1989). 

The basic TAM model included and tested two specific beliefs: Perceived Usefulness 

(PU) and Perceived Ease of Use (PEU). Whereby Perceived Usefulness can be 

defined as the potential user’s subjective likelihood that the use of a certain system, 

such as single platform E-payment System, will improve his or her action. Perceived 

Ease of Use can be defined as the degree to which the potential user expects the 

target system to be effortless (Davis, Bagozzi and Warshaw, 1989). The Technology 

Acceptance Model (TAM) revealed that when customers are presented in a new 

technology, there are numbers of factors regulate their use and acceptance decision. 

There are numbers of reasons in (Figure 1) tends to influence individual belief 

towards a system, those reasons are referred to as external variables. According to 

the TAMs the rate at which payment systems advanced mostly relay on a fragment 

between speedily change in technology change natural hindrances to new product or 

service integration (Lai, 2017). 
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Figure 2-1: Modified Version of the Technology Acceptance Model (TAM) 

Source: Davis, Bagozzi, & Warshaw, 1989 

Venkatesh& Davis (1996) suggest Technology Accepted Model (TAM2) by 

providing more attribute clarification for users to accept a given system at three-(3) 

implementation level in time: pre-implementation, one-month post-implementation 

and three-month post implementation. Technology Acceptance Model (TAM2) 

theorizes that users’ critical appraisal of the match between significant target at work 

and the result of conducting certain job using the system provides as a starting point 

for creating awareness concerning the system usefulness (Figure 2.2). Venkatesh & 

Bala (2008) introduces a composition model of technological acceptance through 

merge of two-model determinant such as perceived ease of use, perceived usefulness 

and Technology Acceptance Model (TAM2). Under Technology Acceptance Model 

(TAM3), experiences moderate the perceived ease of use to perceived usefulness, 

computer anxiety to perceived ease of use and perceived ease of use to behavioural 

intention. 
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Figure 2-2: Final version of Technology Acceptance Model (TAM) 

Source: Venkatesh & Davis, 1996  

2.2.2.2 External Variables that will be used in this study. 

However, Technology Acceptance Model (TAM) point out that perceived usefulness 

and ease of use are the major factor in determining an individual intention to adopt 

Information Technology. There are some external variables have found to influence 

user’s acceptance of information Technology (Priyanka & Kumar, 2013). Therefore, 

many studies have acknowledged crucial role that external variables play in strength 

Technology Acceptance Model (TAM). Also have been identified to have direct or 

indirect influence on the construction of Technology Acceptance Model (TAM). 

Winarto, (2011) revealed the presence of various external variables that can be 

presented alongside with Technology Acceptance Model (TAM) in the use and 

adoption of new information system. 

Output quality was the first external variable added to the Technology Acceptance 

Model (Davis, 1992); researchers for perceived ease of use (PO) and perceived ease 

of usefulness (PEOU) (Winarto, 2011) have recommended more than 70 external 

variables. Yousafzai et al (2007) consolidate these external variables in to 

organizational, system, user personal characteristics categories and other variables. 

The four categories are quite applicable but due to the essence of this research, the 
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study will use only two categories out of four; user personal characteristics (trust, 

customer’s knowledge, customer’s willingness and customer’s awareness) and 

System (convenience) to assess and test its significant or insignificant on the 

electronic payment adoption in the Uber services. 

 

2.2.2.2.1 Perceived trust in EPS  

Trust impact customers’ intention both direct and indirect to the adoption and 

acceptance of e-payment systems. Customer perceived trust introduced as a 

confidence that a person has toward e-payment transaction that will be organized in 

conforming to their beliefs (Bock et al, 2012). It is significant an instrument to create 

business relationship with customers all over the globe as it influences customers to 

make purchases decisions and other transaction from online platforms (Chandra, 

Srivastava & Theng 2010). It influences customer acceptance of new technology and 

determine customer confidence in the electronic payment transactions. Decision to 

select a certain electronic payment system (EPS) deliberately will depend on system 

with safety protection, privacy and trust-mark of the site or user’s analysis of the 

trustworthiness of the system (Kim et al 2010). 

2.2.2.2.2 Customers’ awareness  

Acceptance of any EPS depends heavy on the user’s awareness on the system 

application. Awareness on how new technology function is vital and helpful 

instrument for its adoption (Liao & Pope, 2008). Nanthida (2011) explained that 

awareness could also moderate the perceived usefulness of EPS and influence user’s 

perception of electronic payment system ease of use. Customer’s unawareness on the 

availability of various EPS services, leads them to become reluctant to make 

payment online (Davis, 1989). 

2.2.2.2.3 Customers’ willingness  

The implementation willingness that an individual energetically develop to adoption 

a certain system or not adopting can be influenced by the behaviour of an individual 

to adopt and use electronic payment systems. (Walker & Pearson, 2012). Willingness 

is an external variable that eventually contribute to individual’s attitude generation as 

it tends to approximately genuine usage and adoption rate of a certain system. 

Customers will not undertake any technology system they do not perceive it to be 
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accustomed with perceived ease of use or usefulness of the introduced technology. 

New technology usage largely relays on the willingness of customers to use EPS and 

usefulness perception. 

2.2.2.2.4 Customer’s knowledge 

Adopting any new technology heavily relays on customer’s perceptions, ability, skill 

to use and expertise on the system application. Lack of knowledge on secured e-

payment, hardness and complexity of the process on the adoption of any EPS that are 

encountered by the customers during registration phase can negatively affect the 

customers trust on the offered system. Everlasting consumption of new technology 

system largely determined by user’s knowledge and understanding on how the 

offered system functions and operates (Polančič, Heričko, & Rozman, 2010). 

Inadequacy of user’s usage and registration procedures of various e-payment systems 

offered decelerate trust and security level customer perceives when using EPS, hence 

makes customers reluctant to adopt the offered information system. 

2.2.2.2.5 Perceived convenience 

Is an external variable that motivate electronic payment system adoption rate by 

customers. It pointed out to be considered as the most significant object in online 

business. When an individual adopting a certain information technology system there 

is a certain level of convenience towards time, cost, place, efficiency and execution 

that are concerned toward a certain system before adopting it. The study by Yoon & 

Kim (2007) revealed that consumer’s online shopping intentions are influenced by 

perceived convenience. Chang et al, (2012) revealed that perceived use of use and 

usefulness positive influenced by perceived convenience and perceived convenience 

influence individual attitude toward using electronic payment system. Gupta & Kim. 

(2007) found out that perceived convenience as predecessor object that influence 

customer’s willingness and targeted purpose to use a Mobile Money System. 

This Technological Acceptance Model guided the researcher to understand factors 

that determine and influence user’s intention and attitude towards electronic payment 

systems adoption and behaviour through modelling how user’s use and accept 

electronic payment systems. 
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2.3 Empirical Review 

There are many researches that have been conducted to explain the adoption of e-

payment systems and these includes the following: - 

Fisher (2016) conducted a study aimed at exploring how Australian make payment 

by looking at various factors that influence people to pay either by cash or credit 

cards, by applying the cross sectional survey. The survey found that credit cards were 

the most frequently used means of payment throughout 2016 and that the reason why 

most of the people own credit cards was that, to them it was the most convenient way 

of making payments.  

Fisher (2016) further revealed that high level of financially knowledge were not 

significant related with credit card use behaviour. The study concluded that since 

credit cards were the most used for high value transaction; those used credit cards are 

mostly those with high-income levels. This study limitation was that it reaches 92 

percent of its respondents through online methods, which based to those respondents 

who have knowledge to access internet service and ignored respondent who do not 

have knowledge to access the internet service. Therefore, leaving out a large part of 

sample who could contribute more required and appropriate data for the study. 

Chandra et al (2010) conducted a study to evaluating role of trust in consumer 

adoption of mobile payment system in Singapore. Researcher adopted Technology 

Acceptance Model, which guided the researcher to construct trust-theoretic mobile 

payment model to be used in this study. Sample frame were drawn from potential 

adopters, stratified sampling techniques used to obtained appropriate sample for the 

study and sapling size of 278 Singapore residents were drawn. Data were collected 

through paper-based survey questionnaires and semi structured interview. The study 

revealed that consumer perceived trust in m-payment system is of great importance 

compared to other adoption factors of technology. Furthermore, dissimilar 

consequences of the theorized trust mediator of perceived reputation and perceived 

opportunism of the mobile service provider and perceived environment risk and 
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perceived structural assurance of the mobile technology was spotlighted. However, 

this study makes crucial contributions there are a few limitations.  

The study results and discussions based on a particular set of loyal customers from 

one single study in Singapore; hence, generality of findings becomes difficult. 

Despite the issue of generality, the research does not spotlight the crucial role of trust 

for m-payment system adoption intention even among a sample that was more 

controllable to m-payment adoption. Second, the research highlighted few variables 

that are related to the adoption intention of m-payment system. Third, the proposed 

research model was cross-sectional whereby it measures perceptions and intentions 

at a single point in time; however, perceptions change with time and experience of 

users may affects subsequent adoption of new technology. 

Dehbini & Birjandi (2013) conducted a study aimed at analysing the factors 

influencing adoption of electronic payment cards in urban micro-payments. This 

study based on three theory of technology acceptance such as Theory of Reasoned 

Action (TRA), Technology Acceptance Model (TAM) and Theory of Planned Action 

(TPA). Researcher used non-probability sampling, the collected data were through 

questionnaire (closed-ended questions), and data were analysed through descriptive 

and inferential method. Result of this research revealed that all variables are 

significant influencing cards in urban micro-payments. This research focused on 

citizen who with micropayments and ignores service providers of this service like 

sellers and other citizens who are above eighteen years and owns e-payment cards 

but do not use it in making their micro and macro payments. This leaves out suitable 

respondents who could have contributed appropriate information for this study. 

Stalfors & Nykvist (2011) investigated factors for consumer’s acceptance towards 

mobile payment systems and their usage intention in Sweden. Study findings 

revealed that both perceived compatibility and usefulness to be the main mobile 

payment systems indicators of by consumer’s acceptance. Study result revealed that 

mobile payment systems and Subjective Norm not significant in detecting 

consumer’s acceptance of Mobile Payment Systems. Major limitation it did not 

regulate biasness in the income variable by negligence to investigate if there were 
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correlation between income and adoption of Mobile Payment Systems. Another 

limitation of this study the sources on which research model based were on structural 

question modelling which requires enough time to learn to adopt properly while the 

researcher did not have enough time to do any pre-survey. 

Liebana-Cabanillas, de Luna, & Montoro-Rios (2017) conducted a study on factors 

determining consumer’s acceptance of mobile payment system in Spain. Researcher   

adopted classic variable of Technology Acceptance Model. Random and quote 

sampling techniques were applied. Primary data were collected from the sample size 

of 871 respondents were by 584 from customers of short message service and 287 

from customers of near field communication. Data collected through standardized 

self-administered online questionnaires. Regression analysis technique used for 

analysing collected data. Study findings revealed that in detecting the acceptance rate 

in each of the systems there are different factor determine the usage level and 

intention to adopt. Researcher recommended that it is vital for companies to promote 

this technology and direct their policy to influence and draw customer’s attention on 

the benefit of this service. The study put much emphases on customers originated 

from Spanish. Whereby this study finding cannot be used in other countries where 

Spanish customers have different culture and technology acceptance level. 

Masinge (2010) conducted a study to examine factors influencing mobile banking 

adoption in bottom of pyramid in South Africa. Study adopted extended Technology 

Acceptance Model (TAM2) it helped researcher to construct model for this study, 

which puts much emphasis on perceived cost, risk, and trust. Study employed 

quantitative research design, non-probability (judgmental sampling techniques) were 

used. Unit of analysis were on mobile phones owners with a bank account in South 

Africa. Data were collected through physical hardcopy survey and questionnaire 

distributed to sample size of 450 respondents. Collected data were analysed through 

descriptive statistical.  

Study result revealed that most of respondents are willingly to adopt mobile banking 

only if they perceive it to be affordable in terms of cost, less risks and 

trustworthiness of the system. Findings supported the studies that used the constructs 
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basing on the technology approaches. Study involves biases as variant in race; this is 

due to fact that data collected from the survey were largely focused in historically 

black-dominated townships and on only shopping centres that are close to that 

township. Also included some of respondents without owning bank account and 

mobile phones in the sample and their views were analysed. This is due to 

unavailable enough number of appropriate respondents for the study hence 

unappropriated respondent’s opinions influenced the findings indirectly. Therefore, 

that act decelerates the validity of this study finding to be mainly used by other 

researcher on the same study. 

Ezeamama et al, (2014) conducted the study that aims to investigate the impact of 

cashless policy in Nigeria economy. The researcher adopted survey research design, 

questionnaire adopted to collect primary data. Results from the field revealed that 

cashless policy will reduce customers risk of carrying cash thereby reduce cash 

related robbery, will also reduce cash related corruption and attract more foreign 

investors hence increase employment opportunities in the country. This study 

therefore shows that cashless economy establishment in Nigeria will leads it in to 

proper direction to improve its economy.  

The limitation of this study was that it failed to control for biases as it included only 

traders, student and civil servant’s category in data collection. Where by a greater 

number of traders was sampled compared to student and civil servants due to fact 

that the research view was that the traders are of more into business and financial 

transactions. While in reality many civil servants prefer to make payment of their 

various transactions (micro or macro) electronically as well as students due to the 

level of awareness, knowledge and experience they have which influences their 

intention to use e-payment systems compared to traders. Hence, this leaves out a 

large number of respondents who could have provided more useful information in 

this study. 

Mbwayo, (2017) conducted a study mainly assessed factors influencing the e-

payment adoption by Kenya Commercial Banks, this study employed Theory of 

Innovation Diffusion and Unified Theory of Acceptance and Use of Technology. The 
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researcher adopted descriptive research design in assessing this study in which a 

census of 43 Banks in Kenya was studied. Primary data collected through 

questionnaire (closed- ended questions) and the collected data coded and inserted in 

SPSS. Data collected were analysed through descriptive and inferential statistical 

analysis. The findings reveal that the adoption of e-payment by Kenya commercial 

banks has positively influenced by perceived security, technology infrastructure and 

top management support.  

The major limitation of this study by Mbwayo, (2017)  was that the researcher used 

closed-ended questions as a result the instrument failed to capture supplementary 

data from respondents who could had additional useful opinion or knowledge that 

would have ultimately benefited the study. A closed-ended question leads 

respondents to select answers most similar to the true responses even though it is 

different, as it puts ideas into respondents’ minds. It also a force respondent to 

answer what researcher wants and not exactly what he/she wants to give. 

 A study by Mandir (2014) pursue to understand reasons that influence credit card 

owners to utilize credit cards through looking at three variables which are awareness 

of the credit cards, service quality and perception of credit cards by credit card 

holders. Data were collected through Multi stage sampling method. The findings 

revealed that most of people that own credit cards were male, this was because males 

are the once who dealt with financial matters of the family and that was 91% of the 

respondents. Graduate respondents formed 90% of credit cards owners this is 

because the more educated the person is the higher the income and the more the 

awareness of the credit cards, while less than 10% of non-educated and low-income 

earners respondent owned and used credit card. Although the study aimed at 

understanding credit card utilization factors, the variable that were mostly included 

were education level, credit cards usage knowledge and associated charges. 

Limitation of this study collected a sample from credit card holders only therefore 

the kind of sample affects the availability of enough information on the reason for 

people to not use credit cards in transactions. Therefore, the result cannot be 

compared to conclude on the reasons for people to either use credit cards or maintain 

the cash system. 
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Anthony & Mutalemwa (2014) investigated factors hindering Zantel’s Z-pesa 

services adoption in Tanzania. The researcher used Technology Acceptance Model 

by (Davis, 1986) and enlarges it to include other factors influencing Z-pesa adoption. 

The study comprised with sample size of 120 Zantel customers. Non-probability 

(convenience sampling technique) was applied in data collection. Primary data were 

collected through distribution of questionnaires to Zantel customers and interview to 

Zantel Management. Secondary data were through reviewing previous various 

studies. Descriptive analysis used to analyse the collected data. The findings of the 

study postulate the existence of several factors influencing the Z-pesa adoption. Such 

as perceived trust, cost, expressiveness, ease of use, usefulness, and mobility. The 

study made recommended more Z-pesa agents recruitment in the whole country to 

make more service accessible and available, installation of new technology that 

allow user of m-payment to access cash through automated teller machine (ATMs), 

to minimize or eliminate system failure or network problem and frequent provision 

of training and support to Z-pesa agents to overcome operational problems and 

promote Z-pesa in a manner that will made more companies to accept payments 

through Z-pesa.  

The major limitation of Anthony & Mutalemwa (2014)  was conducted only on one 

mobile payment service provider Z-pesa that has 150 agents’ countrywide less than 

six agents per region and use out-dated technology that does not allow users of 

mobile payment service to access their bank accounts through phones. This forces Z-

pesa users to use other mobile payment service providers to make online payments of 

their various transactions. The study ignored other mobile payment service providers 

in the country like M-pesa, which has many mobile money agents countrywide. M-

pesa has 750 agents, 30 agents per region and use up-to-date technology that allows 

users of M-pesa to access their bank accounts through phones and allows them to 

make payments on their various transactions both online and offline. This could also 

provide more relevant information in this kind of study. 

Makame et al, (2014) conducted a study to analysed factors indicating electronic 

commerce adoption in Tanzania. The researcher adopted Technology Acceptance 

Model. The collected data were from the sample size of 111 respondents which 
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comprising of Tanzanian government institution officers. In assessing the collected 

data, the structural equation modelling was used. The study findings revealed that in 

electronic commerce adoption technology infrastructure is an important factor and 

national policy initiatives are important in building online trust and developing 

technology infrastructure in Tanzania. The study recommended that government 

should formulate the policies that will facilitate advanced technology infrastructure 

which will develop and promote trust among electronic commerce adopters. The 

researcher applied online survey as a method of data collection, which limits 

respondents who does not have access to internet and knowledge to use it. Hence 

leaves out large number of potential respondents who have capacity in contributing 

their opinions and sharing knowledge in this study.  

Mkoka (2014) carried out study, which investigated the factors that affect the 

adoption of E-banking in Tanzania. Researcher employed case study research design; 

simple random probability sampling was adopted in data collection. Data collection 

was from the sample size of 100. Primary data were collected through distribution of 

questionnaires to respondents, direct interview, observation and pilot study. 

Secondary data were from review of various previous studies. Collected data were 

analysed through quantitative, qualitative technique and SPSS.  

Mkoka (2014)  study findings showed Mobile banking is economically, faster and 

convenience as the service can be provided elsewhere using various platforms and 

inter-operability. It also helped electronic banking to spread to unbanked areas. It 

further has positive impact on economic development. Far from the mentioned still 

banks tend to offer services that are inadequate to its customers, thus decelerating 

electronic banking in Tanzania. The researcher recommendations were on the 

awareness creation among banking customers on electronic banking. The major 

limitation of the study was that it only conducted in Dar es Salaam with a small 

sample size instead of being conducted in all Tanzania regions due to the financial 

constraints, which leave out some huge appropriate and suitable respondents who 

could have provided more relevant information in this study.  
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Milanzi (2013) conducted a study aimed to assess factors that influencing electronic 

banking adoption in Morogoro Region. Researcher adopted case study research 

design with the sample size of 100 respondents. Both probability (purposive 

sampling) and non-probability (simple random sampling) techniques were adopted. 

Primary data were collected from distributed questionnaire to respondents and 

planned interview. Excel and SPSS were employed in data analysis. To assess the 

relationship between age and adoption of electronic banking. The study results 

demonstrate that education, income has huge contribution in electronic banking 

adoption, and demographic factor has positive relationship and influence in 

electronic banking adoption in Tanzania.  

The biggest challenges in Milanzi (2013) study identified that there were network 

failure, technical difficulties during transactions among others. This research 

involves biases as it only gathered information from website links and bulletin 

boards where by the validity of the research data may be limited by the casualness of 

some people filling out the questions. In addition, some respondent’s resistant to 

corporate full with researcher due to fact that they did not trust the researcher on the 

carried study and impact of the information that they provide, fearing that the result 

might have negative impact on their jobs and ruin their company image in the public. 

2.3.1 Empirical Summary and Research Gap 

From various study that have been conducted there were number of weaknesses 

encountered. Study conducted by Fisher, (2016) conducted a study aimed at 

exploring how Australian pay by looking at various factors that influence people to 

pay either by cash or by credit cards. The researcher used online method to collect 

data, which based on respondents who have access and knowledge to use internet. 

The study by Chandra, Srivastava &Theng (2010 aimed investigate factors for 

consumer acceptance adoption of mobile payment system in Singapore. The findings 

and implication were obtained from one single set of targeted potential customers in 

Singapore, which hinder the generalization of the result.  

The study by Dehbini & Birjandi (2013) aimed to analyse the factors affecting the 

adoption of e-payment in urban micro payments. The study focused on citizen in use 

of e-payment systems in micro-payment. The study by Makame (2014) used online 
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survey in collecting data, which turns to leave out who did not respondents who does 

not have knowledge and access to the internet from contributing their valuable 

opinion in this study. The study by Milanzi (2013) investigated factors that affect the 

adoption of E-banking in Tanzania. The study involves biased since it only gathered 

information from website links and bulletin boards which limits the validity of the 

collected data and leave out appropriate respondents who could have provided more 

benefited information in their study.  

The study by Mbwayo (2017) investigated factors influencing the adoption of e-

payment by Kenya Commercial Banks, the researcher used close-ended questions 

instrument to collect data as a result the instrument failed to capture supplementary 

data from respondents who had additional useful information or opinion. The study 

by Stalfors and Nykvist (2011) investigated factors acceptance factors for consumers 

to adopt mobile payment system, research model based on structured question 

modelling which requires enough time to learn to adopt while the researcher did not 

have enough time. The study by Masinge (2010) investigated mobile banking factors 

influencing adoption in South Africa pyramid the researcher included some 

respondents who did not have bank account and mobile phones due to limited sample 

which influenced results indirectly. 

Therefore, researcher applied Technology Acceptance Model (TAM) due to its valid 

useful and acceptance over many years by many researchers in explaining the 

adoption of information technology. In addition, put together some of variables 

included in various previous literature such as; customer’s awareness, customer’s 

knowledge, perceived convenient, perceived trust and add customer’s willingness, 

which has not been, included in the previous mention studies. Due to the nature and 

characteristics of this study the mentioned variables was assessed to determine if 

together affects or not affects the adoption of e-payment systems in Uber services in 

the country. In addition, this study will take sample of Uber customers both in use or 

do not use e-payment systems in making their payments on the Uber services they 

purchase. In order to conclude the factors that affect Uber customers adopted and not 

adopted e-payment systems in Uber service they purchase. 
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2.4 Conceptual Framework 

The conceptual framework of the factors affecting acceptance of e-payment system is 

drawn founded on both the theoretical and empirical reviews referring to the 

particular study area. The research model (conceptual framework) is based on the 

following independent variables; customers’ awareness, customers’ knowledge, 

customers’ willingness, perceived trust and perceived convenience. These variables 

will be tasted to see if they hinder the adoption of e-payment in Uber services in 

Tanzania and a model is extracted in order to explain those factors affecting the 

adoption of e-payment systems. 

 

 

  

 

  

          

 

 

  

 

 

 

Figure 2.3 Conceptual Framework 

Source: Researcher Design (2018) 

2.5 Conclusion 

Electronic commercial is promptly restoring manners of ad mistering business in 

different ways now days over the globe make payments through electronic modes 

rather than in person or cash (Oyewole et al, 2013). The universality of EPS has been 

speed up by the growth of the internet, which attracted the attention of both 

academics and practioners. Recently many studies have been organized on the 
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adoption of EPS, there are few on the topic of Uber and other ride sharing 

technologies in African countries particularly in Tanzania there is no that type of 

research. The ride sharing industry is speedy expanding in the country with Uber, 

Taxify Moovn, Carpool-Tanzania, Twende and Little Cab but no research has been 

conducted to determine the factor hindering its adoption in the country, especially on 

the issue of e-payments. This study will fill that gap by conducting an investigative 

analysis to assess those factors affecting the adoption of e-payment systems 

examined by previous researchers whether they are significant or insignificant in 

Uber services in the country. 
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CHAPTER THREE 

METHODOLOGY 

3.1 Introduction 

The present the research methodology that covers research design, area of study, the 

study population, sampling techniques, sample size, data collection methods and data 

analysis techniques. 

3.2 Type of the study 

The study conducted both qualitative research technique and quantitative in order to 

get both statistical and analytical data concerning the research problem. The study 

employed these techniques because of the nature and characteristics of the study 

were assessed. Qualitative approach used for non-numerical data collection or 

explanation based on the attributes of the group or source of data. The Quantitative 

approach explained the collected numerical data. In addition, various quantitative 

formulas were analysed collected data. Example of the quantitative formulas used 

includes the number of customers that do not make payments online viz a viz the 

number of customers that do. 

3.3 Area of the Study 

This study was conducted at Ilala District in Dar es Salaam City. Dar es Salaam is a 

city with a total area of 1,393 km2 consisting of five administrative districts: 

Kinondoni in the north, Ilala in the Centre, Ubungo, and Temeke in the South and 

Kigamboni in the East, with a population of 4,364,541 inhabitants as of the official 

2012 census (NBS, 2013). The researcher selected Ilala District because is where 

much of the commerce activities are conducted and workers in this district form part 

of the largest portfolio of the users of this ride-sharing service. 

3.4 Research Design 

Kothari &Garg (2014) defined research design as the arrangements of circumstances 

for gathering and examination of data in a way that aims to combine relevance to the 

research objective in a more efficient manner. The researcher used a cross sectional 

research design as it measures and allow comparison of different groups of 

individuals with different characteristics at one point in a time, this research design 

saves time because it enables the application of different methods of data collection; 

primary data and secondary data source. 
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3.5. Target Population and Sample 

The population that was targeted by the researcher are all employees of private 

sectors and government institutions located in Ilala Municipality in use of Uber 

services. The reason for the researcher targeting this population it is that data are 

available and easy to access, they are relevant with the research topic and mainly of 

them form part of the largest portfolio of the users of this ride-sharing service. 

3.5.1 The Sample Size 

The basic idea of sampling drawn by choosing some of the element in a population, 

conclusion about the whole population can be drawn (zikmund, 2003). In this study, 

it was derived from sample frame. The sample size comprised of 300 respondents of 

Uber customers, Uber drivers and Uber operators. The study included 155 

Employees of Government Institutions, 130 Employees of Private Sectors, 10 Uber 

drivers and 5 Uber operators. Due to time and resources constrains not all 

government and private sectors employees available in Ilala district was our 

respondents, only few were chosen according to the researcher convenient. The 

significance of using Ilala district as a sample is where much of the country business 

activities are conducted and it represents a large number of ride-sharing customers 

due to the nature of its operations.  

 Table 3.1: Sample Size 

Group Sample Unit Expected Sample 

1 Government Institutions Employees 155 

2 Private Sector Employees 130 

3 Uber Drivers 10 

4 Uber Operators 5 

 Total 300 

Source: Researcher’s construct (2018) 

3.5.2 Response Rate 

The sample size targeted by the study were 300 respondents; 155 employees from 

Government Institutions, 130 employees from Private Sectors, 10 from Uber driver 

and 5 from Uber operators. From the 300 questionnaires distributed, the study 

attained 81.7 percent response rate. The response rate comprised of 120 
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questionnaires from the government institutions, 110 from Private Sectors, 10 from 

Uber drivers and 5 from Uber Operators (Table 3.2). The response rate was 

satisfactory enough for the analysis to be conducted. As pointed out by Mugenda and 

Mugenda, (1999), a response rate of 50 percent and above is satisfactory for data to 

be analysed, whereby the response rate of 70 percent and above is outstanding. From 

the questionnaires distributed, 18.3 percent (55 questionnaires) did not respond as 

some of them simply say they are unfamiliar with what Uber is or it does. 

Table 3.2: Response Rate 

S/No. Sample Unit           Expected (Sample) 

Response 

Rate 

Percentage 

(%) 

1 Government Institutions 155 120 77.4% 

2 Private Sector  130 110 84.6% 

3 Uber Drivers 10 10 100.0% 

4 Uber Operators 5 5 100.0% 

  Total 300 245 81.7% 

Source: Researcher Findings (2019)  

3.5.3 Demographic Characteristics of the Respondents 

Of all the questionnaires that were returned, 53 percent (130) of the questionnaires 

were females whereas only 47 percent (115) were males (Table 3.2). The study 

discovered that the reason as to why male response rate was higher than females was 

due to the fact that females are more attracted to Uber services than male due to the 

transport cost, security and convenience it offers. 

The study further discovered that adults who are between the age group of 20 -29 

years old 45 percent are the innovators, active basic users of Uber service and tend to 

join new technology when its new, followed by those in the age group between 30 -

39 whose rate is 34 percent and tend to join new technology when perceive a benefit 

on its adoption and those between the age group of 40 -49 were only 21 percent who 

are late majority and tend to join new technology when there is plenty of help and 

support. The reason for this can be explained by the fact that those between the age 
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group of 40 -49 years likes most to travel with their own vehicles they own, whereas, 

those between the age 20 -29 years like to use public transport due to financial 

constraints of hiring private transportation (Table 3.2).  

Out of the total respondents who responded, 45 percent (110) have the first degree, 

whereas, 20.4 percent (50) have Masters, 17.1 percent (42) have diploma, 11.4 

percent (28) have certificate and 6.1 percent (15) have secondary education (Table 

3.2). The reason as to why the majority of the users are those with first degree is 

because majority of those employed in the government and private sectors have only 

a degree. Also, this group of people likes to move frequently from one place to 

another to meet their needs of the day. 

 

Table 3.3 Individual Features of Respondents 

Source: Researcher Findings (2019) 

3.6 Sampling Techniques 

Non probability sampling method, accidental sampling technical is a technique 

which involves the sample that being selected from part of the population are in hand 

to researcher. This technique used to select Uber customers from Private and 

government institution employees at Ilala District in Dar es Salaam Regional. The 

method was selected because it was not possible to identify Uber customer’s in use 

or do not use EPS. Due to fact that there were no list available shows Uber customers 

Age Gender Education Level  

Male Female Master

s 

Degree Diploma Certificate Secondary 

20-29 45 38 7 40 20 14 8 

30-39 64 47 28 57 12 10 4 

40-49 21 30 15 13 10 4 3 

50-above - - - - - - - 

Total 130 115 50 110 42 28 15 
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in use or do not use EPS to make payment on Uber service they purchase which 

accordance with the required elements so probability sampling was not possible.  

3.7 Types of Data 

In order for researcher to be able to obtain enough information, the study employed 

both primary data and secondary types of data. Primary data was obtained using 

unstructured questionnaires and interview from government and private sectors 

employees of Uber service users, Uber drivers and Uber operators. Secondary data 

was collected through the review of various Uber Tanzania reports. 

3.8 Data Collection Methods 

3.8.1 Primary Data 

Primary Data refers to data directly obtained from the field for the first time (Kothari, 

2004). The researcher prepared unstructured interview and a well-drafted 

questionnaire both open and closed ended questions and distribute to respondents. 

This method opted due to fact that it involves low cost and it is free from bias. The 

closed ended questions enabled the respondents to save time by just picking up the 

best alternative from the set of alternatives. The open-ended questions allow the 

researcher to collect more useful opinions and views from the respondents (Cargan, 

2007). The study was also used unstructured interview because is flexible and there 

are no restrictions placed on where respondents should answer. The reason of using 

interview is due to fact that it saves time and majority of the respondents were not 

ready to sit down and fill the questionnaires. 

3.8.2 Secondary Data 

Secondary data are data that have been collected by another person, processed and 

reported for use (Riedel, 2000). The researcher was also read and reviews various 

Uber reports. 

3.9 Data Analysis 

Zikmund (2003), explained data analysis refers to interpretation and understanding 

the collected data through reasoning. The data analysis process comprising of data 

editing, coding and interpretation of the collected data. In processing data collected 

quantitative and qualitative data analysis techniques were adopted. Quantitative 

techniques to enable effective interpretation of both data in numbers, figures, charts, 

tables, percentages to clarify all the information that was obtained for comparison 
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purpose. Qualitative techniques entail the use of description discussions and 

arguments regarding the findings in relation to the research objectives. 

3.9.1 Data Coding: the researcher used coding method as a means to condense the 

data collected from respondents in to a more usable format that allows statistical 

analysis to be performed on the data. This is through assigning numerals or symbols 

on to data collected (Treiman, 2009). 

3.9.2 Editing: the coded data was edited to improve the quality of data by checking 

and adjusting the data to remove ambiguity (Kothari, 2004). 

3.9.3 Data analysis: descriptive statistics were used analysed the collected data by 

establish various percentages and the relationship between variables. Statistical 

process was conducted by using statistical package for social science (SPSS). This is 

because SPSS allows the data from different type of files and use the same to 

generate charts and descriptive statistics. 
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CHAPTER FOUR 

PRESENTATION OF FINDINGS  

4.0 Introduction 

This chapter highlights the study findings and the statistical analysis specified in the 

previous chapter that discussed the study methods used. It includes the presentation 

and statistical assessment of the collected information from each study objective. The 

main research objective was assessment of the factors affecting the adoption of EPS 

on Uber services in Tanzania. It focused on the specific objectives which were; to 

assess influence customer’s awareness on the adoption of EPS in Uber service, to 

identify customer’s willingness on the adoption of EPS in Uber service, to analyse 

influence of customer’s knowledge on the adoption of EPS in Uber service, to 

examine perceived convenience on EPS adoption on Uber service and lastly to 

analyse perceived trust on EPS adoption in Uber service. 

4.1 Findings from the study  

4.1.1 Does Uber app offer different payment methods? 

When respondents asked if they are aware on different payment methods offered by 

Uber, 83 percent of the respondents replied yes, whereas, 13 percent replied no and 

only 4 percent replied they do not know (Table 4.1). All of the private sector 

employees responded that they are familiar with the applicable different payment 

methods in Uber as most of their payment are made by their employers. For the case 

of the drivers of Uber services 100 percent replied that they are aware of the different 

method of payments that Uber offers. 
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Table 4.1 Does Uber app offer different payment methods 

Respondents Frequency Percentage 

Cash 190 83% 

Cards 31 13% 

Mobile money transfer 9 4% 

Total 230 100% 

          Source: Researcher Findings (2019) 

4.1.2 Payment methods used by Uber Customers on Uber service they purchase 

The study discovered that most of Uber customers, 65 percent, tend to make their 

payments by cash rather than other electronic means (e-payments). Only 28 percent 

make payment using cards and 7 percent make their payments using mobile money 

transfer services like Tigo-pesa, Airtel-money and M-Pesa (Table 4.2).  

Table 4.2 Payment methods used by Uber Customers on Uber service they 

purchase 

Respondents Frequency Percentage 

Cash 150 65% 

Cards 65 28% 

Mobile money transfer 15 7% 

Total 230 100% 

Source: Researcher Findings (2019) 
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Uber operators revealed that most of the customers prefers making payments using 

cash, as it is most convenient to them and offers security to them. When asked how 

many Uber customers are registering for e-payments, the operators responded as very 

few. They stated that only foreigners and companies with a contract with Uber like to 

pay using e-methods. 

The researcher further discovered the reasons to why most of the customers prefer 

making their payments using cash rather than e-payment systems (Figure 4.2): 

4.1.2.1 Inconvenience in the Registration Procedures required by Uber for the e-

payments: the study noted that the requirements that Uber has put in order for 

customers to register for e-payments are long and cumbersome. Most of the 

customers complained that it takes more than 30 minutes to fill in all of the details 

that Uber requires in order for one to make payments using his/ her card. This 

discourages most of the customers who instead opt for paying for their services using 

cash only. 

4.1.2.2 Frequent Network Failure: In order for the e-payment to be effectively, 

a reliable internet connection is a necessary condition. Most of the customers and 

drivers of Uber complained that they do not like making payments using cards or 

mobile money transfers most of the times they experience frequent network 

failures and thus payments are affected. Some of the drivers even complained 

that when they take customers to areas that are far from the city centre, they often 

experience frequent failures or sometimes no network at all, something that 

affects the choice of payment methods. In additional to that, Uber operators 

responded that most of the customers and driver’s complaints are basing on the 

issues of network failures whereby sometimes drivers complain they might be 

driving a customer when a network goes down something that affects the 

payments. 

4.1.2.3 Lack of Owning Bank Accounts: In order of making payments using 

cards, one has to have a card whereby the money is deducted automatically from 

the account. This has proven a hindrance to the electronic payment adoption in 

the country, as most of customers do not like to use their accounts for making 

such payments due to the deductions make by the bank. The study noted that, 
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Tanzania range in the bottom quartile of countries in-terms of access to 

traditional financial access points as the country has only 2.5 bank branches and 

6.5 ATMs per 100,000 adults. Study further discovered that, Uber has demanded 

that all of the drivers registered in Uber must have a bank account since Uber 

takes all of its commission direct from the bank account of the driver. 

4.1.2.4 Cost of transactions: Most of the customers of Uber noted that they like 

to use cash in making payment because of the convenience that it offers. They 

complained that making payments using cards or mobile money is associated 

with other costs related with the bank/ mobile phone operator charges in money 

transfer. Others went further to complain that they do not like to use mobile 

money transfer as most of the driver’s demand that the customer add-up the 

charges that the driver is going to incur when he/she withdraws that amount of 

money from the agent. 

4.1.2.5 Security and Trust: Some of the customers stated that they feel more 

convenient and happy when they make payment in cash rather that e-payment 

method due to the fear of someone stealing their information from the bank. The 

reason for not trusting Uber comes from the fact that most of the Tanzanians do 

not have a proper knowledge as to how they can safely protect their accounts 

with these kinds of technology like Uber. Also, other customers claim that they 

always forget details of their bank account or cards so they prefer cash to any 

other method of payment. 
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Figure 4.1: Factors considered by Uber customers when comparing the payment 

methods offer by Uber app 

Source: Study Result (2019) 

 

4.2 Research Objectives 

4.2.1 Customer’s Knowledge  

The result from the figure 4.2 indicates that most of respondents agreed with 

customer knowledge indicators on the adoption of EPS in Uber service in the 

country. This is because as seen in figure 4.2 below, out of 68 respondents 30 

respondents equivalent to 44 percent strongly agreed that customer’s knowledge on 

how EPS functions is vital and creates customers with confidence to adopt EPS. Out 

of 95 respondents 41 respondents’ equivalent to 43 percent agreed, out of 23 

respondents, 4 respondents equivalent to 17.4 remained neutral, out of 29 

respondents 6 respondents equivalent to 21 percent disagreed and out of 15 

respondents, 3 respondents’ equivalent to 20 percent they strongly disagreed. 

Therefore, knowledge on how EPS functions is vital in providing customers with the 

confidence to adopt and use it. Due to fact that in the knowledge stage customers 

seek information, that reduces uncertainty in e-payment transactions. 

The result from the second knowledge indicator that for Uber customers to adopt 

EPS, Uber operators should advertise and train users in convincing manner on how 
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the system works. Out of 68 respondents, 12 respondents equivalent to 18 percent 

strongly agreed. Out of 95 respondents, 22 respondents equivalent to 23 percent 

agreed. Out of 23 respondents, 12 respondents equivalent to 52.2 percent remained 

neutral. Out of 29 respondents, 15 respondents equivalent to 51 percent disagreed 

and out of 15 respondents, seven respondents equivalent to 47 percent strong 

disagreed on second knowledge indicator. Therefore, Knowledge occurs when 

customers learns through advertisement programmes or training which imparting 

some understanding on how e-payment system functioning, most of respondents 

disagreed on this indicator they urged that training involves high cost compare to 

advertisement, so it is not possible for Uber operators to conduct training to all 

customers on how to register and make e-payments. 

The result from the third knowledge indicator that Uber operator should elaborate 

stepwise procedure to Uber customers on how EPS functions through media to 

increase their adoption tendency and acceptance. Out of 68 respondents, 26 

respondents equivalent to 38 percent strongly agreed. Out of 95 respondents, 32 

respondents equivalent to 34 percent agreed. Out of 23 respondents, 7 respondents 

equivalent to 30.4 percent remains neutral. Out of 29 respondents, 8 respondents 

equivalent to 28 percent disagreed and out of 15 respondents, 5 respondents 

equivalent to 33 percent strongly disagreed. Therefore, Uber operators should 

elaborate stepwise procedures to Uber customers on how to register and make 

transaction in EPS in a convincing manner through media to increase customer’s 

adoption rate due to fact that many respondents have agreed this indicator. 
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 Figure 4.2 Customer’s knowledge indicators response 

Source: Researcher Findings (2019)  

4.2.2 Perceived Trust  

Trust is very crucial in the determination of customer’s adoption behaviour, as it is 

with any other payment systems. The results from figure 4.4 indicate that out of 133 

respondents, 63 respondents equivalent to 47.3 percent strongly agreed. Out of 63 

respondents, 35 respondents equivalent to 56 percent agreed with the indicator of 

perceived trust. While out of 6 respondents, 1 respondent equivalent to 17 percent 

remains neutral. Out of 17 respondents, 4 respondents equivalent to 23.5 percent 
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disagreed and out of 11 respondents, 3 respondents equivalent to 27 percent strongly 

disagreed. Therefore, trust is the most often cited reason for consumers not adopting 

online transactions. This indicator has also proved that and this is due to fact that 

business of this kind involve tactful information and EPS transactions involve 

uncertainties which creates circumstances for a security threat. 

The result from the second trust indicator revealed that out of 133 respondents, 23 

respondents equivalent to 17.3 strongly agreed that once trust established with EPS 

offered by Uber in the Country customers are more likely to have great trust on the 

system offered and become more willingly to adopt and accept it. Out of 63 

respondents, 12 respondents equivalent to 19 percent agreed. Out of 6 respondents, 4 

respondents equivalent to 66 percent remained neutral. Out of 17 respondents, 9 

respondents equivalent to 53 percent disagreed and out of 11 respondents, 7 

respondents equivalent to 64 percent strongly disagreed. Basing on the findings, a 

certain level of trust is necessary in order for anyone to consider using any e-

payment systems offered by Uber service. As it is not a solely process of adopting a 

technology but also a monetary exchange with introduced risk factors for the 

consumers.  

The result further in the third indicator of trust revealed that out of 133 respondents, 

47 respondents equivalent to 35.3 percent strongly agreed. Out of 63 respondents 16 

respondents’ equivalent to 25 percent agreed. While out of 6 respondents, 1 

respondent equivalent to 17 percent remained neutral. Out of 17 respondents, 4 

respondents equivalent to 23.5 percent disagreed and out of 11 respondents 1 

respondent equivalent to 9 percent strongly disagreed. Moreover, the study revealed 

that Uber has established trust among strangers as now one can enter into a car of the 

stranger without fear. However, the problem is customers are not yet trustworthy on 

the other payments methods apart from cash because of distrust that they have on 

banks and mobile money transfer platforms in the country. Therefore, for Uber 

operator to attract and retain customers of e-payment systems in Uber services it is 

vital to improve customers’ trust perceptions during e-payment transactions. 
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Figure 4.3: Perceived Trust indicator response 

Source: Researcher Findings (2019) 

4.2.3 Perceived Convenience  

Most of the respondents, approximately 86 percent agreed on convenience indicators 

(Figure 4.4). Out of 130 respondents, 67 respondents equivalent to 51 percent agreed 

strongly also out of 67 respondents, 35 respondents equivalent to 52 percent agreed 

that Uber customers always preferred the system with least steps in registration 

process. The more difficult the system is and more effort required the fewer 
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customers are willingly to adopt e-payment system on Uber services they purchase. 

While out of 10 respondents 2 respondents equivalent to 2o percent remained neutral. 

Out of 20 respondents, 2 respondents equivalent to 10 percent disagreed and out of 3 

respondents 1 respondent equivalent to 33.3 strongly disagreed. 

The result from the second convenience indicator revealed that out of 130 

respondents, 18 respondents equivalent to 14 percent strongly agreed. Out of 67 

respondents, 10 respondents equivalent to 15 percent agreed that EPS offered by 

Uber app are user friendly. While out of 10 respondents 7 respondents equivalent to 

70 percent remained neutral. Out of 20 respondents, 11 respondents disagreed and 

out of 3 respondents, 2 respondents equivalent to 66.6 strongly disagreed that EPS 

offered by Uber app are user friendly. Uber drivers were against the e-payment 

methods citing that it increases their transaction costs. This is because they are 

supposed to have and maintain a bank account, which comes with lots of charges 

whenever a transaction is made. Hence, prefer payments for their purchase to be 

made in cash, as it is of huge convenient. 

The result from the third convenience indicator revealed that out of 130 respondents’, 

45 respondents equivalent to 35 percent strongly agreed, out of 67 respondents, 22 

respondents equivalent to 33 percent agreed that during registration phase users had a 

certain tolerance level for e-payment system that being complex and effortful. 

Therefore, usage level of e-payment systems on Uber service increases for every 

additional increase in perceived functionality in terms of cost, time and efficiency. 

While out of 10 respondents, 1 respondent equivalent to 10 percent remained neutral, 

out of 20 respondents, 7 respondents equivalent to 35 percent disagreed and out of 3 

respondents, none disagreed. 
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4.2.4 Customer Awareness  

The result from figure 4.5 below indicates that most of respondents disagreed with 

influence of customer’s awareness indicator. As out of 50 respondents, 31 

respondents equivalent to 62 percent strongly disagreed. Out of 80 respondents, 46 

respondents disagreed that slow adoption rate of EPS does not cause by lack of 

awareness. Due to fact that in figure 4.2 83 percent of respondents revealed that they 

are aware of available different payment method offered by Uber but other factors 

such as lack of knowledge on how it functions, lack of trust and security, 

inconveniences during registration process and networks failure are the major factors 

that hinder EPS adoption. While out of 17 respondents, 8 respondent’s equivalent to 

47 percent remained neutral. Out of 23 respondents 4 respondent’s equivalent to 17.4 

agreed and out of 60 respondents, 9 respondents equivalent to 15 percent strongly 

agreed. 

The result further revealed that out of 60 respondents 37 respondents equivalent to 62 

percent strongly agreed that establishment of awareness programme among Uber 

customers can influence EPS adoption to a great extent. Out of 23 respondents 12 

respondent’s equivalent to 52.2 percent agreed. While out of 17 respondents, 6 

respondent’s equivalent to 35 percent remained neutral. Out of 80 respondents, 12 

respondents equivalent to 15 percent disagreed and out of 50 respondents, 4 

respondents equivalent to 8 percent strongly disagreed. 

Moreover, the result indicates that out of 50 respondents, 15 respondent’s equivalent 

to 30 percent strongly disagreed that it is important for Uber operators to develop 

understanding and increase awareness on the role EPS plays to Uber customers to 

improve its adoption rate. Out of 80 respondents, 22 respondents equivalent to 28 

percent disagreed. While out of 17 respondents 3 respondents equivalent to 18 

percent remained neutral. Out of 23 respondents 7 respondent’s equivalent to 30.4 

percent agreed and out of 60 respondents, 14 respondents equivalent to 23 

respondents strongly disagreed. 

Furthermore, Uber operators strongly disagreed customer awareness indicator due to 

fact that most of Uber customers are aware of the different payment methods offered 
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since the app provide different payment options to select when they register for the 

first time. In addition to that, Uber operators revealed that customers could change 

their preferred method of payments on the Uber App any time they fill to do so. 

Therefore, no need of awareness programmes Customers to adopt EPS on Uber 

service.  

Figure 4.5 Customers Awareness indicators response 

Source: Researcher Findings (2019) 

 

Uber operators further revealed that customer’s awareness does not influence 

customer’s adoption behaviour. Due to fact that EPS on Uber app offer various 
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benefits to those customers in use of EPS on Uber service, they purchase which most 

of customers are aware of but still they are reluctant to adopt it. Various benefits 

offered as follows;  

4.4.2.1 Easy to track expenses: online transactions can simply provide a room for 

customers to access back their expenses. It is because online transaction tends to 

keep records of all customer’s expenditure data on Uber and other ride-sharing 

services. 

4.4.2.2 Attractive Discounts: sometimes, Uber offers many attractive discounts to 

those customers in use of EPS on Uber service they purchase. Nonetheless, this point 

was strongly denied by the users of Uber service who claimed that no discount issued 

by Uber whether you pay online or by cash.  

4.4.2.3 Convenience: online payments are the biggest influencer for easy and 

convenient transactions. It does not need any carry of cash considering it is cashless, 

no physical contacts with bank tellers and no actual movements to the bank counter 

or even queue to withdrawals money at ATM. also it is an easier, faster and safer 

means of payment because it decelerates the risk of getting stolen. 

4.2.5 Customers Willingness 

Out of 48 respondents, 21 respondents equivalent to 44 percent strongly disagreed 

and out of 65 respondents, 38 respondents equivalent to 58 percent disagreed with 

customer willingness indicator that customer’s decision towards EPS adopt depends 

on their willingness (Figure 4.6). Hence they revealed that there are some factors 

which influence their willingness to adoption EPS such as; safety of using EPS, 

knowledge on how the system functions, ease of use and cost associated with EPS 

usage. While out of 19 respondents, 3 respondents remained neutral. Out of 52 

respondents, 16 respondents equivalent to 31 percent agreed and out of 46 

respondents’ 19 respondents, equivalent to 41 percent strongly agreed. 

The study also revealed that out of 46 respondents, 11 respondents equivalent to 24 

percent strongly agreed. Out of 52 respondents’ 10 respondent’s equivalent to 19 

percent agreed with the customer’s willingness indicator that ease of use enhance 

customer’s willingness towards adoption and use of EPS in Uber service. While out 
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of 19 respondents, 5 respondent’s equivalent to 26 respondents remained neutral. Out 

of 65 respondents, 18 respondents, which is equivalent to 28 percent, disagreed and 

out of 48 respondents, 14 respondents equivalent to 29 percent strongly disagreed. 

Further, the result indicates that out of 46 respondents, 16 respondent’s equivalent to 

35 percent strongly agreed. Also out of 52 respondents, 26 respondents equivalent to 

50 percent agreed with the customer willingness that level of customer’s willingness 

towards adoption of EPS increases for every additional increase in perceived 

functionality. While out of 19 respondents, 11 respondents remained neutral. Out of 

65 respondents, 9 respondent’s equivalent to 14 percent disagreed and out of 48 

respondents 13 respondent’s equivalent to 27 percent strongly disagreed with 

willingness indicator. Therefore, Customers’ unwillingness occurred not because of 

distrust they have with EPS but rather due to the mistrust, they have with the banking 

services and mobile money transfers in the country.  
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 Figure 4.6: Customer willingness indicators response. 

Source Researcher Findings (2019) 
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CHAPTER FIVE 

DISCUSSION OF THE FINDINGS  

5.1 Discussion 

This part extends discussion of research findings presented in previous chapter. For 

the purpose of answering objectives of this study which including the main objective; 

assess factors affecting the adoption of EPS on Uber service in line with five specific 

objectives; customer’s awareness, knowledge, willingness, perceived trust and 

convenience. The researcher used existing related relevant variables from previous 

study for the use of e-payment systems.  

The literature review used to develop research objectives that were assessed to 

identify which factors used from the previous study are significant or not significant 

influence on EPS adoption on Uber service in Tanzania. Therefore, this part will 

cover findings discussion as well as evaluation of the study findings presented. 

5.2 Customers Knowledge;  

Knowledge occurs when customers learns through advertisement programmes or 

training which imparting some understanding on how e-payment system functioning. 

In the knowledge, stage customers seek information that reduces uncertainty in e-

payment transactions (Ezeamama et al 2014). Customer knowledge has positive 

impact on EPS adoption in Uber business. Finding revealed that 70.5 percent of 

respondents agreed that customer knowledge on how EPS offered by Uber functions 

is vital in creating customers with confidence to adopt EPS. Most of customers prefer 

to make e-payment on various transactions they conduct due to level of knowledge 

and understanding they have on EPS offered. Uber customers use Uber service two 

to three times in a week and they are aware of the EPS offered but still prefer to 

make payment of Uber service they purchase on cash. This is due to lack of 

knowledge on how the offered EPS functions as a result it decreases EPS adoption 

rate. While 19 percent of respondents disagreed and urged that there are some 

customers who have knowledge on how EPS functions but still reluctant to adopt it.  
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Customer’s knowledge was significant and strongest factor in explaining the 

adoption of EPS and conforms to other result reviewed from the literature. The study 

conforms to findings of Mandir (2014) which showed that most of credit card users 

agreed that knowledge influences credit card usage intention. 

5.3 Perceived trust  

The study assesses the effect of perceived trust on customer’s electronic payment 

systems adoption behaviour in Uber services. Trust seems to have positive 

significant, which are more credibly to influence consumer’s adoption behaviour 

(Bock et al, 2012).  Theories have identified lack of trust as a crucial reason in 

delaying the adoption of electronic payments. It is also the most often cited reason 

for consumers not adopting online transactions as it creates the circumstances for a 

security threat. It also believed to influence direct or indirect customer adoption 

intention because online systems exposed to various unpredictable and 

unmanageable outcomes (Bock et al 2012). The result of this objective suggests that 

perceived trust has significant influence on the adoption of EPS for Uber service. 

Findings further revealed that 85 percent of respondents agreed that for Uber 

customers to adopt EPS it’s vital for Uber operators to improve customer’s 

perceptions of trust during e-payment transaction. Once the trust is established with 

e-payment systems offered customer are most credibly to have huge trust on the 

system offered and become more willingly to adopt and use it. Due to fact that It is 

impossible for widespread of e-payment usage without trust. 12percent of 

respondents disagreed and 3 percent were neutral. 

Trust found to be significant and strongest factor in influencing EPS adoption and 

consistent with Masinge (2010) study. This showed that the customers trust factor 

had a significant influence on the adoption of mobile banking. Also argued that lack 

of customer’s trust would prevent customers from adopting EPS mainly because the 

consumers are concerned with the uncertainties. Chandra Srivastava and Theng 

(2010) revealed that trust influences customers’ acceptance of new technology and 

determine customer’s confidence in e-payment transactions. The study further 

revealed that customer’s decision to use EPS would deliberately depend on system 
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with safety, protection and trust-mark of the site or personal evaluation of the 

trustworthiness of the system. The study contrary with the findings of Anthony and 

Mutalemwa (2014) which revealed 48.3 percent of the respondents disagree with the 

indicator of the perceived trust.  

Therefore, Uber operators to attract and retain e-payment systems customers in Uber 

services it is vital to improve customers’ perceptions of trust during e-payment 

transactions. 

5.4 Perceived convenience;  

Findings revealed that convenience is vital on the adoption of EPS, as it is a level of 

convenience towards time, cost, efficiency, place and execution that one’s feels when 

perusing a certain task. Gupta and Kim (2017) stated that perceived convenience was 

an antecedent factor that affects intention to use mobile money system. 86 percent of 

respondents agreed that Uber customers are preferred the system with least steps in 

the registration process because during registration phase customers has a certain 

level of tolerance for EPS that being complex and effortful. Study also revealed that 

EPS offered by Uber app involved cumbersome and effortful procedures during 

registration process and high transaction cost they incur using their credit card or 

amount they add up through mobile money transfer. Further Uber drivers revealed 

that they prefer payments on Uber service to be made in cash, as it is mostly 

convenient compared to EPS. Which requires them to maintain a bank account that 

comes with lots of charges whenever a transaction made. 

Perceived convenience found to be significant with EPS adoption on Uber service 

and this finding is conforms to the findings of Fisher (2016) which revealed that 

credit cards were the most frequently used means of payment. This was due to fact 

that credit card users perceived it to be the most convenient way of making payment 

in terms of ease of use, time saving, cost and security for high value transactions. 

5.5 Customers awareness;  

This objective required researcher to assess the influence of customer’s awareness on 

the adoption of EPS in Uber service. To analyse this objective, the researcher based 
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on the frequency usage of Uber service and awareness on the different payment 

methods offered and preferred by Uber customers on Uber service they purchase. 

Customers’ awareness has been found to persist no statistically significant influence 

on the adoption of EPS on Uber. 

Findings revealed that customer awareness is important in affecting customer’s 

adoption behaviour but has no influence on EPS adoption in Uber service. Due to 

fact that most of Uber customers agreed that they are aware of the different payment 

methods offered by Uber app but still preferred making payment by cash on Uber 

service they purchase due to other factors affecting EPS adoption. The study result 

was contrary with theoretical perspective of technology acceptance model that 

identifies customer’s awareness as external factor, which influence the acceptance, 

and usage of new technology. The findings of this objective are also contrary with 

the reviewed empirical findings for other studies. Mkoka, (2014) revealed that 

customer’s awareness has significantly positive influence on the adoption of EPS. 

5.6 Customer’s willingness;  

The results revealed that willingness is external variable which foreseen system 

actual adoption hence leads to attitude generation. Individual willingness to adopt 

new technology depends on the willingness to which an individual purposeful 

arranged to adopt a certain system. 75 percent of respondents revealed that EPS 

adoption on Uber service do not influenced by customer’s willingness. Hence, they 

revealed that there are some factors that influence their willingness to adopt EPS 

now. Therefore, customer’s knowledge, awareness, perceived trust, convenience and 

ease of use tends to enhance and influence indirect customer’s willingness toward the 

use and adoption of EPS in Uber service.  
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CHAPTER SIX 

SUMMARY, CONCLUSION AND RECOMMENDATIONS 

6.1 Introduction 

This chapter presents results summary; provides policy implication, areas for further 

research and conclusion. 

6.2 Research Objectives and Research Model 

The purpose of this research was assessing electronic factors affecting its e adoption 

of on Uber services in Tanzania. From literature review, research model was 

developed and applied in assessing EPS factors affect its adoption on Uber service in 

the country. The Technology Acceptance Model (TAM) as a basis of research model 

developed, due to fact that is the most widely accepted theory for elaborating 

individual adoption behaviour of information technology. Generally, the study model 

necessitates assessing the factors affecting the adoption of EPS on Uber service in 

line with five independent variables such as customer’s awareness, knowledge, 

willingness and perceived trust and convenience. Dependent variable was factors 

affecting adoption of EPS on Uber service developed by the researcher. 

6.3 Summary of the research findings 

A study finding showed that customer’s knowledge has a significant influence and 

was the strongest factor in explaining the acceptance and usage of EPS in Uber. The 

study was consistent with theoretical perspective of TAM, which point out 

customer’s knowledge as TAM external factor, which influences EPS adoption rate. 

Was also consistent with other previous studies reviewed, the study by Mandir 

(2014) revealed that most of credit card holders agreed that customer’s knowledge 

influences usage intention. As most of customers prefers to make e-payments on 

their various transactions due to level of knowledge and understanding they have 

which influence their usage intention. Hence, lack of understanding EPS usage 

procedure makes customers reluctant to adopt it and decreasing customer perceived 

trust and security level when using it. Therefore, customer knowledge in EPS 

adoption in Uber service is vital in creating customers with confidence when using 
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EPS. Because in the knowledge stage customers seeks information that reduce 

uncertainties in EPS transactions. 

The result revealed that perceived trust has significant influence in the adoption of 

EPS on Uber service. It was observed that it is a crucial component, which influences 

EPS adoption in Uber service. The findings reflect the result of previous study 

reviewed which included perceived trust in predicting EPS adoption and found it to 

be most important. The study by Masinge (2010) discovered that for customer to 

adopt mobile banking system trustworthiness of the system is vital. Chandra 

Srivastava and Theng (2010) revealed that trust influences customers’ acceptance of 

new technology and determine customer’s confidence in the e-payment transactions. 

Customers’ decisions to use EPS will careful depend on system with safety, 

protection and trustworthiness of the system. Therefore, for Uber operators to attract 

and retain users of e-payment systems on Uber service its virtual to improve 

customer’s perception of trust during e-payment transactions. 

The study revealed that perceived convenience significant influencing EPS adoption 

on Uber service. It further observed that perceived convenience was crucial factor 

regarding to EPS adoption as 86 percent of respondents agreed with the perceived 

convenience indicators. The findings revealed that Uber customers preferred system 

with least steps in the registration phase due to fact that during registration phase 

customers has a certain level of tolerance for EPS that being complex and effortful. 

The more difficult the system is and more effort required the fewer customers 

become willingly to adopt EPS on Uber service they purchase The findings conform 

with the previous study of Fisher, (2016) which revealed that credit cards were the 

most accepted payment method as users perceived it to be the most convenient way 

of making payment.  Perceived convenience was the most important factor that affect 

customer’s intention to use EPS. 

The result from analysis revealed that customer’s awareness and willingness have no 

significant influence on the influence of EPS adoption on Uber services. The aspect 

of customer’s awareness revealed to have no significant influence in EPS adoption in 

Uber services. Due to factor that most of 75 percent Uber customers disagreed on the 
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awareness indicators. The result is contrary with theoretical perspective of 

technology acceptance model, which identifies customer’s awareness as external 

factor that influence adoption behaviour of individuals in new technology. The study 

also was contrary with empirical findings of other study that has been reviewed. The 

study by Mkoka (2014) revealed that customer’s awareness has a significant 

influence on the adoption of E-banking. The study further revealed that customer’s 

willingness influence EPS adoption in indirect way because it depends on other 

factors affecting EPS adoption in Uber service influences.  

6.4 Conclusion 

 Findings from the study revealed that EPS adoption rate in Uber customers is 

growing at a low rate due to various factors that hindering its adoption. EPS offered 

by Uber app are perceived as not easy to use due to fact that most of customers 

agreed that the systems offered are not user friendly due to complications and long 

registration procedures, which end up requiring highly trained technical staff for 

support. Uber operators should provide convenient ways that are simple, user 

friendly and entail the least steps in the transaction process. EPS needs to be 

trustworthy; lack of trust creates circumstances for a security threat. Once trust is 

established with the EPS offered by Uber service, customers are likely to have huge 

trust on the EPS offered and become more willingly to adopt and use it.  

There is also the issue of knowledge, customer’s knowledge on how the EPS 

functions are vital in order to create customer’s confidence when adopting EPS. Uber 

operators should train users through advertisement in various medias in a convincing 

manner on how the system work and elaborate stepwise procedures on how EPS 

operates so as to increase customer’s tendency to accept and adopt it. Customer’s 

knowledge on how they can safely protect their bank account or cards information 

from hackers and internet thieves will improve customer’s perception of trust during 

e-payment transactions on Uber service they purchase. 

Generally, the study indicated that customer’s knowledge, perceived trust and 

convenience has significantly influence while customer’s awareness and willingness 

have no influence on the adoption of e-payment system on Uber services in 
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Tanzania. Ride sharing service is fast growing in the country as becoming a matter of 

need to find the keys that will help the ride sharing industry to formulate their 

marketing strategies aiming to imparting knowledge, to update EPS to be convenient 

and user friendly and improving trust among e-payment users. So as it will help them 

to continue competing in the globe networks and gaining market competitive 

advantages.  

6.5 Recommendations: 

i. Uber operators should consider access to security guidelines as a major concern 

and try to adopt most recent technical security solution which keeps transaction 

safe and simple. This strategy will create a sense of security by giving information 

about possible fraud and providing guidance for protection. 

ii. The government, through the Financial inclusion initiative, should harmonize 

mobile money charges so as to increase its adoption rate to those using it paying 

for the ride-sharing services they purchase; 

iii. Uber Tanzania should modify and improve their registration forms for the e-

payment services to be user friendly that will end up not requiring highly trained 

technical staff for support; 

iv. TCRA should make sure that internet connections for all mobile operators are 

accessible and easily found all over the country.  

v. Uber operators should continue to provide awareness campaigns to its customers 

on the advantage of using e-payments by advertise their services on the social 

media platforms such as Instagram, and Facebook. 

6.6 Policy Implication 

The findings of this study have both business and policy implication. The result 

indicates that knowledge has significant influence on EPS adoption in the Uber 

service. This means that customers will only adopt the system they have an 

understanding on how it functions. Because understanding on how the system 

functions is vital and creates customers with confidence to adopt it. Therefore, Uber 

operators should elaborate stepwise procedures to Uber customers on how to register 

and make transaction in EPS in a convincing manner through media to increase 
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customer’s adoption rate. In addition, Uber operators should design system that is 

useful. According to Tanzania National Council of Financial Inclusion Framework 

(2014). Most of Financial products designed do not meet the need of the customers 

and service providers; it tends to offer products, which are generic in nature. While 

in our country, customers of financial products have different knowledge level and 

other characteristics so their products fail to meet some of the specific needs. 

 

Perceived trust was found to have significant influence on the adoption of EPS in the 

Uber services. This indicates that a customer not having knowledge on how safely 

they can protect their bank account or card details from hackers and internet thieves 

limits their trust on e-payment systems offered by Uber. They also revealed that for 

Uber operators to attract and retain electronic payment systems customers in Uber 

services it is vital to improve trust perception during e-payment transactions.  

Perceived convenience found to have significant influence on the adoption of EPS on 

Uber service. This indicates that customers of e-payment systems always preferred 

the system with least steps in the process. The more difficult the system is and more 

effort required the fewer customers are willingly to adopt e-payment system on Uber 

services they purchase. In addition, e-payment systems that are not user-friendly end 

up requiring highly trained technical staff for support.  It is further urged that during 

registration phase users had a certain tolerance for e-payment system that being 

complex and effortful which create resistance toward adoption of e-payment systems 

on Uber service. Therefore, technical aspect of online financial services must be 

considered carefully before the implementation and after the implementation in order 

to minimize the possibility of risk that may cause losses to users.  

Financial inclusion policies emphasise the access of financial service at a reasonable, 

affordable cost and convenience for all users. The result provides insights of how 

mobile financial services can be priced, designed and be delivered to the EPS users. 

Tanzania National Council for Financial Inclusion Framework, (2014) identifies 

proximity, payment infrastructure and information availability as core enablers of 

financial inclusion. The result on the perceived convenience implies that these 
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infrastructures should be support the provision of financial services at an affordable 

price and services that are useful. 

Customer’s willingness and awareness found to have no significant influence in the 

adoption of EPS on Uber service. This implies that customer’s awareness found to be 

insignificant but there are some awareness programs that Uber can apply which has 

strong influence in changing the behaviour of customers on which method to apply in 

making payments in Uber service they purchase. 

Therefore, it’s essential for Uber Company to promote EPS by focusing their 

business goals and policy that will emphases on persuading, draw attention and 

imparting knowledge to consumers on the use and benefits of EPS. 

6.7 Areas for further study  

Electronic Payment Systems (EPS) are still in the infant stage in Uber service, users 

understanding and perception about this service are different and changing. The 

usage of cross-sectional analysis gives results that are not useful in the future due to 

the changing nature of customers’ perception. This research provides a room and 

avail further research to be conducted in relation to EPS adoption not only in Uber 

but in also covering other ride sharing companies in the country. Also, longitudinal 

research is recommended to be conducted to give more light on the influence of the 

adoption behaviour at various levels of the maturity of market and point of time. 
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APPENDIX 1 

QUESTIONNAIRES 

QUESTIONS TO THE UBER CONSTOMERS 

 Dear Respondent, I am Shakira Mvungi a student of Mzumbe University Dar es 

salaam Campus, pursuing Master of Business Administration in Corporate 

Management for the year of study 2017/2018. The information sought in this 

questionnaire relates to the research titled: Factors Affecting the Adoption of E-

Payment Systems on Ride Sharing Business in Tanzania; A Case of Uber: Dar 

es Salaam. The success of this research relays much on your heavily support. In that 

concern may, I request your precious and limited time to respond to questionnaires to 

the best of your knowledge. This is an academic research and the information will be 

used for academic purposes only. I declare that the information obtained will be for 

academic purpose only and will be confidential. Thank you in advance.  

Instructions  

• There are 14 questions in this questionnaire and it will consume no more than 

15 minutes to fill it.  

• The collected data will be coded and confidential. 

• Please make your answer by selecting (put tick √) in the appropriate box, or 

entering an answer in the text box, where applicable.  

•  If you have questions at any time about the questionnaire or the procedures, 

you may contact Shakira Mvungi by phone through the mobile number 

provided at the end of questions paper. 
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PART I: 

PARTICULARS OF THE RESPONDENT/ CONSUMERS 

A. Demographic features of respondents 

1. What is your Gender? put tick (√) in the appropriate box 

 

  

 

2. What is your age? put tick (√) in the appropriate box 

20-29 30-39 40-49 50 and above 

    

  

3. What is your education level? put tick (√) in the appropriate box 

Secondary Certificate Diploma Bachelor 

Degree 

Master’s Degree 

     

  

B. GENERAL QUESTIONS 

4. Are you familiar with the availability of Uber service in Tanzania? 

Yes No 

  

 

5. Based on your daily activity, how often do you use Uber services in every 

Week? (Tick once) 

Every day Two to three 

times 

Average More on weekends 

    

 

6. Does Uber app offer different payment methods? 

Male Female 
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Yes No I don’t know       

   

 

7. What are the main payment methods do you use on Uber service you 

purchase? (circle Once) 

a) Card 

Why this 

method?............................................................................................... 

b) Mobile money transfer 

Why this 

method?............................................................................................... 

c) Cash 

Why this 

method?............................................................................................... 

 

8. How frequently do you use e-payment method to make payments on Uber 

service you receive per month (Tick once)? 

a) never   ( )  

b) 1 to 4 times  (    ) 

c)  5 to 8 times  (    )  

d) over 8 times (    ) 

e) If the answer is never, give the 

reasons…………………………………………………………………

………………………………………………………………………… 

 

9. When comparing payment methods offered by Uber service, what makes you 

use your preferred one? (Choose one)     

a) Convenient      

b) Awareness     
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c) Knowledge   (    )   

d) Trust  

e) Willingness    

f) Any other reasons please specify 

…………………………………………………………………………

…………………………………………………………………………

………………………………………………………………………… 

 

Please tick √ the appropriate box from strongly agrees to strongly disagree. 

10. Assessing the influence of customer’s awareness on the adoption of e-

payment systems in Uber services. 

 Strongly 

Agree 

Agree Neutral Disagree Strongly 

disagree 

Slow adoption rate of EPS in Uber 

service is due to lack of awareness 

on the available e-payment facilities 

     

Establishing awareness programme 

among Uber customers to a great 

extent can influence the adoption of 

EPS 

     

It is important for Uber operators to 

develop an understanding to Uber 

customers on the role EPS plays 

and increase awareness for the aim 

to improve its adoption rate  

     

 

11. Identify customer’s willingness on the adoption of e-payment systems in 

Uber services  

 Strongly Agree Neutral Disagree Strongly 
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Agree disagree 

Customers decision to 

accept a product depends 

on his/her willingness 

toward the product 

     

Ease of use enhance users 

willingness towards the use 

and adoption of EPS 

     

Level of customers 

willingness towards  EPS 

adoption increases for 

every additional increase in 

perceived functionality 

     

 

 

12. Analyse the influence of customer’s knowledge in the adoption of e-payment 

systems in the Uber services. 

 Strongly 

Agree 

Agree Neutral Disagree Strongly 

disagree 

Knowledge on how the 

EPS functions is vital in 

providing customers with 

the confidence to adopt 

EPS 

     

For Uber customers to 

adopt EPS, Uber operators 

should advertise and 

training users in a 

convincing manner on how 

the system works 

     

Uber operators should      
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elaborate stepwise 

procedures on how EPS 

operates/functions to users 

through media so as to 

increase their tendency to 

adopt and accept EPS 

 

13. Examine perceived convenience on the adoption of e-payment systems in 

Uber services 

 Strongly 

Agree 

Agree Neutral Disagree Strongly 

disagree 

long EPS registration 

procedures and system 

complications hinder its 

adoption  

     

EPS that are offered by 

Uber app are user friendly  

     

Level of usage of EPS 

increases for every 

additional increase in 

perceived cost, time and 

efficiency 

     

 

14. Analyse perceived trust on the adoption of e-payment systems in Uber 

services 

 Strongly 

Agree 

Agree Neutral Disagree Strongly 

disagree 

Trust is an important 

determinate of adoption 

behaviour in the phase of 
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EPS because transaction of 

this nature contain 

sensitive information 

Once trust is established 

with the e-payment 

systems offered by Uber 

service, customers are 

more likely to have greater 

trust on the systems offered 

and become more willingly 

to adopt and use it 

     

Lack of trust on e-payment 

system create a 

circumstances for a 

security threat 

     

 

Thank you very much for your precious time and responses! 

0717 – 913140 
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PART II 

QUESTIONNAIRE TO THE UBER DRIVERS 

Instructions  

• There are 9 questions in this questionnaire and it will consume 10 minutes to 

fill it.  

• The collected data will be coded and confidential.  

• Please make your answer by selecting (put tick √) in the necessary box, or 

entering an answer in the text box, where applicable.  

 

 

1. What is your Gender?  

a) Male  (    )  

b) Female   (    ) 

2.  What is your age?  

a) 18 – 29   (   )  

b) 30 – 49  (   )  

c) 50 – 59   (   ) 

d) 60 and above   (   )  

3. What is your level of education?  

a) Primary  (   ) 

b) Secondary   (    )  

c) Certificate   (    )  
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d) Diploma   (    )  

e) Bachelor’s degree  (    )  

4. Does Uber app offer different payment methods? 

a) Yes      (   ) 

b) No       (   ) 

c) I don’t know      (   ) 

5. Do you consider lack of trust on the e-payment systems offered by Uber app as a 

limitation for you to accept e-payment transactions? 

a) Yes    (    ) 

b) No    (    ) 

6. Does lack of knowledge on how the available e-payment systems offered by Uber 

app functions limits e-payment on Uber service?  

a) Yes    (    ) 

b) No    (    ) 

7. Do Uber operators spend much on promotion and advertisement on the e- payment 

systems offered?  

a) Yes    (    ) 

b) No                               (    ) 

8. Does Uber app provide convenient ways for its customers to make electronic 

payment? 

a) Yes        (    ) 

b) No         (    ) 

10. What could you think have been the cause of the inconveniences in making e-

payment in Uber app? Please tick √ the appropriate box from strongly disagrees to 

strongly agree. 
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Causes  Strongly 

disagree 

Disagree  Neutral Agree  Strongly 

agree 

Lack of Customer’s awareness on the 

availability of e-payment systems  

 

     

Lack of Customer’s knowledge on 

how the e-payment systems on Uber 

app functions 

 

     

Customer’s unwillingness to make e-

payment 

 

     

Lack of customers trust on the e-

payment systems offered by uber app 

 

     

inconvenient ways for customers to 

make electronic payment 
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PART III 

QUESTIONNAIRE TO THE UBER OPERATORS 

Instructions  

• There are 7 questions in this questionnaire and it will take no longer than 15 

minutes to fill it.  

• The collected data will be coded and confidential.  

• Please make your answer by selecting (put tick √) in the necessary box, or 

entering an answer in the text box, where applicable.  

 

1. To what extent e- payment systems on Uber apps acceptable by all the Uber 

users? (Tick once) 

a) Very adequately (   ) 

b) Adequately  (   ) 

c) Moderately                  (   )  

d) Inadequately  (   )   

e) Very Inadequate (   ) 

 

2. How many Uber customers do register for e-payment systems in a month? 

(Tick once)  

a) 5 – 10 customers  (    ) 

b) 10 -20 customers        (    ) 

c) Above 20 customers (    ) 
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3. Does electronic payment systems provided by Uber app offer a comprehend 

guide and manual on how to review, record, cancel or modify a payment? 

a) Yes    (    ) 

b) No                              (    ) 

4. Does your company promote e-payment systems by focusing its marketing 

strategies that aims to influence, draw attention and imparting knowledge to 

consumers on the use and benefits? 

a) Yes    (    ) 

b) No                              (    ) 

5. Is there frequency of customers complaining on usage of electronic payment 

systems provided by the uber app? 

a) Yes    (    ) 

b) No                              (    ) 

If the answer is yes, what are the complains 

……………………………………………………………………………………

……………………………………………………………………………………

……………………………………………………………………………………

……… 

6. What could you think have been the cause of the inconveniences in making e-

payment in Uber app? Please tick √ the appropriate box from strongly 

disagrees to strongly agree. 

Causes  Strongly 

disagree 

Disagree  Neutral Agree  Strongly 

agree 

Lack of Customer’s awareness on the 

availability of e-payment systems  
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Lack of Customer’s knowledge on 

how the e-payment systems functions 

on Uber app   

     

Customer’s unwillingness to make 

payment online 

 

     

Lack of customers trust on the e-

payment systems 

 

     

inconvenient ways for customers to 

make electronic payment 

     

 

7. What are the advantages of adopting EPS to both consumers and 

Uber 

operators?............................................................................................................

.............................................................................................................................

.............................................................................................................................

....... 

Thank you very much for your precious time and responses! 

0717 - 913140 

 

 

 


