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Social Influence and mPOS Use: The Effects of Gender
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Abstract: Mobile points of sale become popular as countries migrate to cashless approaches. Small and medium enterprises embrace the techno-
logy, and users are attracted to it due to its benefits compared to traditional points of sale. However, scant literature refers to its use in emerging
countries despite the relevance of small companies for such economies. This research presents a model of mobile point of sale use in Mexico based
on a survey of graduate and undergraduate students. The study uses structural equation modeling to relate variables such as awareness and social
influence with gender interaction. Results indicate that social influence influences awareness of the technology and is higher in males than in fe-
males. This study suggests that the mobile point of sale service providers in Mexico should consider social influence in their advertising. As users,
men should be aware that social influence may influence their decision to use the technology.
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1. Introduction

mPOS is an electronic device, which uses a bank card to process
payments for goods and services through a mobile phone using an
internet connection. This payment innovation is different from tradi-
tional points of sale, where credit or debit cards were used to process
payments using a large device that produced a printed paper slip. On
the one hand, mobile technology brings a simple and inexpensive way
for small businesses to process payments. On the other hand, mPOS
helps users carry less cash than some existing payment platforms. For
a bank account owner, the type of point-of-sale terminal used is pro-
bably indifferent. The question is, what motivates users to embrace
mPOS technology then? One reason may be the concern for the en-
vironment, as tickets for each transaction via mPOS are sent to the
user’s e-mail address. Such concern may be present in certain users
with a “modern” attitude to card payments, such as young students.

There is literature on mPOS, especially in developed countries and
some emerging ones. Mexico is a country with a vast population and
many small and medium enterprises (SMEs), where mPOS technolo-
gy has been around for about a decade. Frequent insecurity issues in
the country related to organized crime and, more recently, the CO-
VID-19 pandemic are making users choose to use less cash. Consu-
mers are certainly using cards for payments more frequently and even
for small transactions (Polasik et al. 2012), driven by more people
with access to banking cards in emerging market economies and by
greater availability of point-of-sale terminals. Lower-cost smartpho-
ne or tablet-based POS terminals have emerged, encouraging even
smaller businesses to invest in them (Polasik et al., 2012). However,
besides the economic incentive behind cashless technologies, social
factors may influence users and contribute to their adoption.

Micro, small, and medium enterprises represent 99.8% of total busi-
ness units in the country (INEGI, 2020). mPOS technology has the

advantage of providing access to cheaper payment methods (the cost
of an mPOS terminal can be as low as 200 Mexican pesos (10 USD)
with commission starting at 3%, quick processing times (cash avai-
lable within three days) without having to deal with a bank. Some
mPOS terminals allow the business owner to defer payments, which
represents an advantage for the customer. If we also consider the vast
young population in the country and the global high increase of mo-
bile phone ownership, the study of mPOS becomes relevant.

Previous studies have been concerned with the study of new techno-
logies to replace cash. Polasik et al. (2012) analyzed payment methods
from cash and standard cards, contactless cards, RFID stickers, and
mobile payments (NFC and remote). These authors found that the
most popular electronic payment method in history was contactless
cards (used offline and without printing paper slips). Also, informa-
tion systems researchers have found that social influence is an essen-
tial factor that influences technology adoption. The socio-economic
level is relevant in this respect, as 53% of adults in the country do not
hold a bank card (Forbes, 2021), and there is still a traditional use of
cash.

Understanding the factors that affect the use of mPOS technology
among young Mexican consumers is helpful as the technology is rela-
tively recent in the market. Hence, our research question: What is the
impact of social influence and awareness on mPOS use in the context of
a developing economy such as Mexico? Moreover, what role does gender
play in such social influence? We developed a survey with 249 res-
ponses and used structural equation modeling (SEM) to confirm the
critical role of social influence on mPOS use among young adults in
Mexico. The first part of this paper presents a review of the literature
on mPOS, focusing on the variables of awareness, social influence,
and gender. The methodology section explains the sample, questionnaire
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design, and measurement model. Finally, the paper presents the re-
sults and a discussion and conclusion section with practical implica-
tions and further research suggestions.

2. Literature review

2.1 Use of Mobile Point of Sale (mPOS)

Diverse research streams have used well-known theories to explain
the adoption and use of mPOS technology, such as Unified Theory of
Acceptance and Use of Technology Model (UTAUT) and Technology
Acceptance Model (TAM). This study presents a model of mPOS use
in an emergent country using awareness, social influence, and gender
as a moderating variable. The three variables proposed are used to
hypothesize on the use of mPOS technology due to their proven rele-
vance in the mobile technology context.

2.2 Awareness

Rogers (1995) defined awareness as the user's knowledge about the
capabilities of technology, its features, potential use, and cost and
benefits. According to Mutahar et al. (2018, p. 184), "awareness
implying knowledge about a technology and its benefits, and is,
therefore, a key factor in the voluntary use of systems,” and such
voluntary use is related to its adoption. Also, according to Muthar
et al. (2018), such awareness is likely to reduce the level of the risk
perceived as well.

Studies on information systems awareness are numerous. Velmuru-
gan and Velmurugan (2016) consider consumer’s awareness of 3G
mobile technology in India to study its adoption. This study finds that
consumer awareness does indeed influence technology adoption to-
gether with ease of use. Mutahar et al. (2018) study mobile banking in
Yemen and find an effect on perceived risk and awareness as external
variables of the TAM. Also, a lack of awareness and understanding of
the benefits of mobile banking services hinders acceptance and adop-
tion (Laforet and Li, 2005). Following Ilesanmi (2012), where there is
awareness, the penetration of a system will be high.

Research on technology awareness is vital to understand the behavio-
ral intention to use technology. For example, Charbaji and Mikdashi
(2003) empirically investigated the adoption factors that influence e-
government services among Lebanese postgraduate students, finding
that awareness significantly influenced the intention to use e-govern-
ment. Likewise, Rehman et al. (2012) empirically examined the adop-
tion of e-government services among internet users in Pakistan, also
finding that awareness significantly influences behavioral intention.

Awareness has also been found to influence women’s membership in
table banking groups, which increases the adoption of mobile pay-
ments services in Kenya (Gichuki and Mulu-Mutuku, 2018). The
same study also established that women’s control of business finan-
ces and decision-making significantly impact awareness and usage of
mobile money technologies.

Specific research on POS conducted by Yaqub et al. (2013) posits that
the reason for the slow adoption of e-payment in Nigeria is a lack of
awareness of the system’s advantages. These authors stressed a need
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for awareness to aid in the diffusion of POS in Nigeria (Ilesanmi,
2012). The higher the awareness, the higher the diffusion of the POS.
By extension, the lower the awareness, the lower the diffusion (Abu-
bakar and Ahmad, 2013). Abubakar and Ahmad’s (2013) work con-
firms that technology awareness moderates the relationship between
performance expectancy, effort expectancy, social influence, facilita-
ting conditions, and the behavioral intention to use POS terminals.

The awareness of the benefits of mPOS is significant since it deter-
mines users’ behavior. Therefore, awareness cannot be ignored when
studying the adoption of technology such as mPOS in an emergent
country. Hence, the following research hypothesis is proposed:

H1: Awareness has a positive impact on the use of mPOS.

Figure 1. Proposed framework for mPOS use

H1
mPos Awareness l
mPos Use
H2
mPos Social H3
Influence

2.3 Social influence

Previous research found that original models such as TAM did not ac-
count for social influence (Malhotra and Galletta, 1999), viewing this as
a limitation. Venkatesh et al. (2003) stated that performance expectan-
cy, effort expectancy, social influence, and facilitating conditions were
determinants of behavioral intention or use behavior. Social influence is
defined as the extent to which a person perceives that important other
believe he or she should use a new information system (Venkatesh et al.,
2003). It can also be defined as the pressure exerted on the individual by
the opinions of others (Van Biljon and Kotze, 2008). Interestingly, Van
Biljon and Kotze (2008) divided social influence into human nature in-
fluences (inherited) and cultural (learned) influences.

Other researchers have found that social influence is significant in
shaping personal intention to use new technology (Venkatesh and
Davis, 2000). Yang and Forney (2013) adapt the UTAUT model to
examine whether consumers’ levels of technology anxiety modera-
te the causal relationships among determinants of mobile shopping
adoption. They find that consumers with a high level of technology
anxiety rely more on social influence in mobile shopping than con-
sumers with a low level of it. Similarly, Da Silva et al. (2009) study
explains the importance of social influence in mobile adoption in two
modes: one related to pressure on individuals to adopt technology,
and another related to benefits via social networks tied in with busi-
ness networks.
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In a service context, technology research-based service supports so-
cial influence as a strong determinant of using the service (Taylor and
Todd 1995). This service context has been widely studied in research
that shows the relevance of online reviews. Researchers agree that the
expectations and perceptions of significant others, such as friends,
family, and colleagues, contribute to the social factors that affect an
individual consumer’s decision-making and perception towards a
specific behavior (Phau and Teah 2009). In particular, consumer
adoption of high technology is influenced by socialization forces as-
sociated with the desire to follow referent group norms (Kulviwat et
al.,, 2009). We, therefore, propose the following research hypothesis:

H2: Social influence will influence the behavioral intention to use
mPOS.

2.4 Gender

The moderating effect of gender has been demonstrated in the adop-
tion of e-commerce (Hwang, 2010). These studies show behavioral
differences in online purchasing among users, according to their gen-
der. Van Slyke et al. (2002) find that men have a greater tendency to
make planned purchases (such as e-hardware), while women tend to
buy other types of products or to make less planned purchases (like
food and drinks). However, research on technology adoption that
studies the moderating effect of gender has found contrasting results.

According to the findings of previous researchers (Venkatesh and
Morris, 2000; Venkatesh et al., 2003), gender has proved to play a mo-
derating role in the influence of performance expectancy on behavio-
ral intention, and that the effect will be more substantial for men. It
has also been suggested that women tend to be more sensitive to the
influence of others, and therefore, social influence will be more salient
when women form an intention to use new technology (Venkatesh et
al,, 2003). That is, finding that gender, age, experience, and voluntari-
ness of use have moderating effects in accepting technology (Venka-
tesh et al., 2003).

Wang and Wang (2010) use the UTAUT model to understand whether
or not there are gender differences in the acceptance of m-Internet.
They find that although the main effects of perceived value and so-
cial influence on behavioral intention were significant, there were no
gender differences. They also find that performance expectancy on
behavioral intention was significant for men but non-significant for
women. Also, effort expectancy was a more vital determinant of in-
tention for women than for men, confirming the findings of previous
studies (Venkatesh and Morris, 2000; Venkatesh et al., 2000, 2003).

Other studies are neutral regarding the gender variable. Li et al.
(2008) study the impact of gender differences on the adoption and
use of m-commerce, finding that both genders had a similar adoption
rate. They found that both groups adopted a similar staged pattern in
their use of m-commerce services. According to their study, the only
salient difference was that males move through the adoption stages at
a more rapid rate than females do. Faqgih and Jaradat (2015) confirm
such neutrality finding that gender does not have any moderation
effect on the adoption process of mobile commerce technology.

ISSN: 0718-2724. (http://jotmi.org)

J. Technol. Manag. Innov. 2021. Volume 16, Issue 4

Regarding mobile payment, Liébana-Cabanillas et al. (2014) showed
that the impact of the ease of use on the usefulness of the payment
system was higher among men than among women, this way con-
firming previous studies, The authors suggested that the higher the
ease of use of the tool, the greater the usefulness perceived by men.
Liébana-Cabanillas et al. (2014) also confirm that the perceived use-
fulness by men will increase their intention to use, more than in the
case of women. Therefore, the relevance of gender, given its modera-
ting effect on the intention to use m-payment, was confirmed.

In a mobile banking context, gender has been linked to cultural is-
sues. Goh and Sun (2014) find that male Muslims favor status and
values orientations, so the perceived self-expressiveness significantly
influenced their acceptance of mobile banking. On the other hand,
female Muslims prefer social and utilitarian orientations. Thus, their
acceptance of mobile banking was significantly influenced by percei-
ved usefulness and social norms.

Gender is tied to diverse variables ranging from performance expec-
tancy to social influence. We focus on social influence and propose
the following research hypothesis:

H3: Social influence perception on the use of mPOS by males is hig-
her than in females.

3. Methodology

This study employed a mixed methodology to access the participant’s
rich experience and use the qualitative response to complement the
quantitative respondents’ opinion. First, an in-depth interview with
an expert in the banking sector was conducted. This person has
worked both for private and public institutions for about 25 years in
the payment industry and is currently a manager of one the leading
mPOS companies in the country. The interview output led to the
identification of relevant factors that may affect mPOS use. In addi-
tion to literature, it helped to configure the survey to consumers.

Second, this study utilized quantitative methodology for the objecti-
vity and accuracy of the results based on the opinions of the Mexican
segment that uses mPOS. Inferring from the earlier study that used stu-
dents’ samples (Mallat, 2007), a student’s sample is found useful for a te-
chnologically inclined study like mPOS. The students, due to their cu-
riosity, are described as digital natives with high levels of multitasking.

3.1 Questionnaire design

The questionnaire was designed and administered in Spanish (the
official language of Mexico) to ensure that the respondents unders-
tood the survey better. Qualtrics online platform for surveys was uti-
lized for the questionnaire administration. The study adapts factors
from the existing literature and utilized a 5-point Likert scale where
1 stands for strongly disagree and 5 for strongly agree. The survey
was launched in April 2020 and ran for about 30 days. The study uses
the awareness variable together with social influence and mPOS use.
Likewise, it emphasizes the moderating effect of gender on social in-
fluence.
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3.2 Sampling

The study is based on a survey directed to undergraduate and gradua-
te students from the Universidad de las Américas, Puebla (UDLAP),
one of the country’s best private universities in Mexico. The univer-
sity has a student population of 10,000; the study has a 320-person
sample size, with an 85% confidence level and a 4% margin of error.
However, out of the 320-questionnaire administered, only 249 were
relevant after the data cleaning process. The study used SPSS v. 26 for
descriptive analysis, and the results show that the female participants
are more than the male (female=57%, male=43%). Education-wise,
the bachelor students recorded 83% while the masters account for
17%. The participants aware of mPOS were 59%, 29% were not aware
of it, while only 12% were not sure about the technology. 74% of the
participants are interested in mPOS, and 26% are not interested. 72%
see mPOS as a path to a cashless economy and believed it has benefits,
while 28% did not see any benefits in a cashless system. 43% of the
participants have Near Field Communication enabled phones, whi-
le 57% do not have NFC-enabled phones. In the future, 74% of the
participants will be willing to use NFC-enabled mPOS devices, while
26% are not willing (details in Table 1).

This study utilized SmartPLS ver. 3.3.3 software to analyze mPOS
data, focused on structural equation modeling partial least square
and tested the hypotheses with SmartPLS bootstrapping. The study
also conducted moderation analysis with SmartPLS.

Table 1. Demographics and Psychographics

Demographics and Psychographics  Criterion Frequency Percent

Gender Male 107 43
Female 142 57
Education Bachelor 206 83
Masters 43 17
mPOS Awareness Yes 147 59
No 72 29
Not Sure 30 12
mPOS Interest Yes 185 74
No 64 26
Cashless System Benefits Yes 179 72
No 70 28
NEFC enabled phone Yes 106 43
No 143 57
Use of NFC enabled mPOS device Yes 185 74
No 64 26

4. Results

This study employed SmartPLS to predict mPOS use as the driver
of user’s awareness and social influence (Hair, Ringle, and Sarstedt,
2011). This section captures the results of the measurement and struc-
tural model. In the first step, the study examined the quality criteria of
the mPOS data with SmartPLS, checked the structural relationship in
the second step, and tested the formulated hypotheses. The measurement
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model shows that items under the awareness construct loaded well
and above the threshold of 0.5. Ttems 3 and 4 loaded below the thres-
hold and were removed to have an accurate model (Hair, Anderson,
Babin and Black, 2010).

Table 2. Factors Loading

Items Awareness Social Influence mPos Use
Awareness1 0.854

Awareness2 0.956

SInfluencel 0.928

SInfluence3 0.941

mPOSUsel 0.932
mPOSUse2 0.970
mPOSUse3 0.956

Note. Awareness 3 and 4, Social Influence 2 and 4, mPOS Use
4 did not meet the thresholds of the factor loading.

Similarly, items 1 and 3 loaded well, and items 2 and 4 were remo-
ved while three items under mPOS use loaded and met the set thres-
holds. Only one item (4) did not meet the thresholds of the factor
loading (details in Table 2). For construct reliability and validity, both
Cronbach, rho_A, Composite reliability, and Average Variance Ex-
tracted (AVE) were examined in Table 3. The results show that the
instrument adopted is reliable as the Cronbach loaded between (0.798
and 0.949). The Cronbach values are above the threshold of 0.7 as
proposed by Tavakol and Dennick, (2011). Both rho_A and Compo-
site Reliability supported the Cronbach’s results reliability. Also, the
Average Variance Extracted meets the thresholds of 0.5, and the bol-
ded diagonal values as the square root of AVE in Table 3 confirmed
the convergent validity of the study while Tables 4 and 5 established
discriminant validities of the study.

Table 3. Construct Reliability and Validity

Cronbach’s

Composite Average Variance

Alpha ™MO-A  Reliability Extracted (AVE)
Awareness 0.798 0.986 0.902 0.822
Social Influence 0.856  0.861 0.933 0.874
mPos Use 0.949 0.951 0.967 0.908

Table 4. Discriminant Validity
Fornell-Larcker Criterion

Awareness Social Influence mPos Use
Awareness 0.906
Social Influence 0.339 0.935
mPosUse 0.480 0.443 0.953

Table 5. Heterotrait-Monotrait Ratio (HTMT)
Awareness Social Influence mPosUse

Awareness 1
Social Influence 0.394 1
mPosUse 0.514 0.486 1
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Table 6 shows the structural model of two independent varia-
bles (Awareness and Social Influence) and one dependent variable
(mPOS Use). The current study shows that Hypotheses 1 — 3 were
above the thresholds of 1.96. H1 Awareness -> mPos Use (f=0.373,
P<0.001, f=0.18), H2 Social Influence -> Awareness (p=0.339,
P<0.001, f=0.13), H3 Social Influence -> mPos Use (p=0.316,
P=0.005, f=0.13)

Table 6. Path Coefficients (Mean, STDEV, T-Values, P-Values)
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H4 in Figure 3 shows the interaction effect of Social
Influence*Gender*mPos Use (=-0.321, P<0.001, f=0.10). Awareness
is the highest predictor of mPOS in this context. Among the variables,
awareness has the largest effect size, while social influence as predic-
tors of awareness and mPOS use had the same effect size. which indi-
cates a small effect size. The mPOS Awareness explained (R?) 11.2%
while mPoS Use explained (R?) 31.4% (Figure 2). Further, the study
summarized the interview conducted with the mPOS company ma-
nager in Mexico and presents the excerpt in the discussion section.

Path Original Standard Vil T P
HYP Coefficient Sample Deviation Statistics Values
H1 Awareness -> mPos Use 0.373 0.116 0.18 3.221 0.001
H2 Social Influence -> Awareness 0.339 0.090 0.13 3.778 0.001
H3 Social Influence -> mPos Use 0.316 0.113 0.13 2.812 0.005
H4 Social Influence*Gender*mPos Use -0.321 0.049 0.10 6.387 0.001

Figure 2. Results of the framework of mPOS

0.37
mPos Awareness
RZ=11.2% l
024 sz'os Use
R*=31.4%
mPos Social 0.32
Influgnce

Figure 3. Interaction Effect of Social influence and mPOS use through Gender

—— Male

Low Social Influence High Social Influence
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5 Discussion and conclusions

According to studies conducted by the interviewed mPOS company
manager, millennials use little cash and do many daily transactions,
making them an exciting segment to address. The manager reported a
growth of about 80% in the use of mPOS in the country. This finding
reflects the initiative of companies that sell the mPOS readers, who
are concerned about financial inclusion in the country and see Mexi-
co as a well-positioned country in terms of regulations. The large in-
formal sector in the country, besides the high growth in mobile phone
use throughout the country, make the business of mPOS attractive.
On one side, merchants may prefer to receive cash due to tax regula-
tions in the country. On the other side, mPOS companies deal with
an intermediary bank leaving the small company free to manage their
business. They provide reports, which help the SME owner with its
accounting. Another advantage is that mobile terminals do not requi-
re a recurrent number of sales by banks, as traditional terminals do.

Therefore, it seems clear why merchants would adopt mPOS. On the
other side are consumers who decide between using cash or conduc-
ting transactions with the mobile terminal. mPOS is an easy-to-use
technology; however, probably not well known by users in Mexico,
and there may be other factors driving consumers to use it. As repor-
ted by the manager, its company uses mainly social media to adver-
tise as it is addressing young adults. This raised the question whether
users are really aware of the technology and if social influence could
be exerting an influence on mPOS awareness.

Small businesses and individuals move towards an alternative pa-
yment system in Mexico due to the existing banks’ pricey fees and
the bank’s excessively complicated administrative procedure. Howe-
ver, despite the benefits of an alternative payment system, there is
still a gap in mPOS adoption, use, and continuous use in Mexico.
In their study, Din et al. (2013) employed descriptive, measurement,
and structural statistics to explain the phenomenon of mPOS and to
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answer the research questions. The present study intends to know
why social influence and gender compatibility are determinants of
mPOS use in Mexico among young adults.

This study empirically shows that awareness and social influence
have a significant impact on mPOS use while social influence impacts
mPOS awareness and gives a theoretical understanding of factors res-
ponsible for mPOS use in the context of Mexico. This result is in line
with the earlier study that established the importance of the aware-
ness variable and mentioned that it is a crucial variable to study the
attitude and behavior of the people (Din, Haron and Ahmad, 2013).
It is essential to create a knowledge of mPOS in Mexico, especially for
the illiterate merchants and other target group of users. There is an
indication that people are willing to use mPOS in Mexico. This group
of innovators can greatly influence early adopters, early majority, and
even laggards. There is power in the life of influence, and the innova-
tors can share their experience of mPOS to influence the undecided
users. The mPOS managers can take advantage of the social influence
of opinion leaders in Mexico to acquire more users through confor-
mity, compliance, obedience, or minority influence.

This study also reveals the predominant role of gender and social in-
fluence as a change agent of mPOS use. The study established a strong
moderation effect of gender and theoretically contributed that males
have a stronger social influence than females in mPOS use. This study
confirmed Mexico as a masculine culture. The male has upper social
influence over their female counterpart. mPOS managers should put
gender differences into consideration when planning their adverti-
sing campaigns and their segmentation strategy. Contrary to other
research, social influence, particularly in males, resulted in an impor-
tant influencer to the use of mPOS. Theoretically, this study integrates
awareness, social influence, and the moderating effect of gender as
drivers of mPOS use. Overall, the study contributed to advance exis-
ting literature on mobile payment.

5.1 Practical implications and further research

As expressed by the manager interviewed, mPOS technology is a way
to address the bottom of the pyramid, those small businesses that
otherwise would struggle to comply all requisites to have a direct re-
lationship with a bank. To increase financial inclusion in the country,
studies of this nature are important as they provide a guidance for
mPOS developers, advertisers and SMEs owners.

Managerial-wise, this study suggests that the mPOS service providers
in Mexico should pay closer attention to mPOS users’ social influen-
ce. Besides, mPOS service providers should consider the social in-
fluence and gender when addressing their product to a specific custo-
mer segment. Male users should also be aware that the decision to use
mPOS may be related to specific social influence.

This study was limited to university students and a single country
since mPOS disruption is a global phenomenon. Further research
should test the model of this study in other countries and other age
groups. The researcher should add psychological variables such as
anxiety, mood, and satisfaction to add an emotional attachment to
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mPOS linked to gender. Future researchers should link this study
with the merchants being the focal users of mPOS and examine the
merchant’ use and continuous use of mPOS.
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