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ABSTRACT 

The primary aim of this study was to investigate the influence of customers' 

perceptions on electronic payment implementation in public sector organizations. 

Specifically, the study intended to address three objectives such are; to assess the 

effect of customers' habits on payment on electronic payment implementation, to 

determine customers' awareness of the importance of electronic payment 

implementation, and to examine the influence of customer satisfaction on electronic 

payment implementation in Public Sector Organizations. The UTAUT2 model was 

adopted in this study to refference the electronic payment towards customer’s habits, 

awarenesss and satisfaction. This is to say, success, commitment, circumstances and 

social effect of the information technology use and purpose are evaluated within the 

perception of customers’ either to use or not use the e-payment. This study adopted a 

explanatory sequential mixed method. 100 taxpayers and 7 TRA staffs were selected 

by using systematic and purposive sampling procedures respectively. The study 

measurement was conducted based on specific objective variables. Each variable was 

measured according to its nature to the study. Both inferential and descriptive 

statistics were performed by using SPSS version 21 during data analysis. The 

findings revealed that; lifestyle and attitude of customers in using e-payment have a 

significant positive effect on electronic payment implementation. Also, ages, 

facilitating conditions, and technological exposures have a significant positive 

impact on electronic payment implementation. Furthermore, performance expectancy 

and price value have a significant positive effect on electronic payment 

implementation. Further, the study concluded that using these results, social 

interaction, provision of e-payment education, and psychological education are 

highly needed to impact the implementation of electronic payment. It finally 

recommended to the government that direct specific training sessions and 

sensitization campaigns should be provided to traders in order to increase the 

effective implementation of electronic payment in public sector organizations. Also 

there should be an effective government policy that might reflect the involvement of 

customers in the implementation of electronic payment. This will enable in a 

supportive way the implementation of the system in public sector organizations.  
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CHAPTER ONE 

INTRODUCTION  

1.0 Background information of the Study  

Electronic payment has moved business operations and transactions in a 

sophisticated way to ensure effective business administration. Currently E-payments 

transactions are practiced among individuals, businesses, and the government (Milan 

et al., 2020). Payment methods are substantial, turning from coins and paper-based 

money to electronic forms that provide faster, secured, and more convenient means 

of making payments among individuals and organizations worldwide (Premchand & 

Choudhry, 2015). Electronic payment is a suitable in business process designs and 

customer management strategies (Subramanian, 2018). The world payment report 

revealed that cash transactions are recently replaced by electronic payment 

transactions worldwide (McKinsey & Company, 2020). 

Globally, a large share of government payment transactions to and from individuals, 

businesses, and government entities are turning from the trade-in cash or by check 

when payments are measured by volume or by the number of transactions to e-

payment (Milan et al., 2020). Technological advancement allows companies to meet 

the demands of their customers electronically. Electronic payment facilitates accurate 

and fast transactions that help deliver exemplary services and information to 

businesses (Bezhovski, 2016). However, majority of e-payment users around the 

World perceived that technical protection and past experience determine their 

perception in security and trust when using electronic payment system (Oney et al., 

2017).  

Across Africa's developing countries, millions of electronic payment transactions, 

such as direct credit and bank transfer, are conducted in various enterprises. (GSMA, 

2020). It has become a helpful instrument used by different companies to attain 

competitive advantages (Kumar & Pansari, 2015). These include but not limited to 

increase speed and convenience of transaction, increased revenue, secured 

transaction, easier to administer, and reduced transaction costs (Antwi S. K, 2011).  

The electronic system develops various rules, creating substantial transparency, cost-

efficiency, buyer's purchasing power and choices, strategic alliance, and new 

partnership (Mieseigha & Ogbodo, 2013). Electronic payment has changed how 
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business is helped, and its use is becoming significantly crucial to business success 

(Shaw, 2014). 

In turn, digital platforms are changing the face of access to financial services even 

for those in the deepest parts in Africa. Unfortunately, millions of Africans still don’t 

have access to these services and those who do are sometimes faced with barriers 

(Africanews, 2017). However, current health crisis has accelerated the digital 

transformation already taking place across geographies in areas such as e-commerse 

sales (CSIS, 2021).  Therefore, customers feel more satisfied when they shop through 

direct e-store, whereas their perception and actual experience are different (Rao et 

al., 2021).  

Developing nations have been investing extensively in e-government efforts despite 

their limited budgets because of these benefits (Lessa, 2019). Tanzania's government, 

for example, has been investing extensively in enhancing ICT infrastructure and 

increasing Internet speed in order to provide a favourable climate for executing e-

government programs (Ayo.C.K, 2020). 

In Tanzania, E-payment implementation has been emphasized for the purpose of 

increasing revenue collection (Mtebe & Sausi, 2021). As it has been observed that E- 

payment can monitor revenue sources and improving the quality of the 

implementation of financial reporting (Kessy, 2019). Surprisingly, information about 

the e-payment implementation in Tanzania is not exhaustive (Magalla, 2018). 

Though it has been indicated that the implementation of e-payment needs to meet 

customers’ expectations which will subsequently lead to its increased adoption and 

use (Yeoh et al., 2013). In this regard, the slow rate of e-payment implementation is 

not well known and documented (Mtebe, 2021). 

Government initiatives have looked at the supply side of the electronic payment 

implementation as they addressed things like the rapid increase in global cybercrime, 

inadequate policies and legal frameworks, lack of national ICT policy 

implementation strategies, absence of ICT retention schemes, external stakeholders' 

resistance for change, change in Government policies, Unreliable TANESCO power 

supply, Uncontrolled price increase of data services, unreliable internet and rapid 
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evolution of technology have been reported as a cause (URT, 2020). However 

demanded side have left behind the effect of customer perception of e-payment, 

customer awareness of the importance of electronic payment, and analyze the 

influence of customer satisfaction. 

1.1 Statement of the Problem 

Electronic payment implementation has attracted public sector service (Aziz et al., 

2019). It is indicated that usage of electronic payments has been felt as necessary by 

most public sector organizations. Organizations adopt electronic payment because of 

its importance in response rate, security, reliability, and simplicity of the payment 

process (Widayat et al., 2020). On point of that, perceived usefulness, perceived ease 

of use, perceived behavioral control and trust are linked with customers’ perception 

during electronic payment implementation (Noorhayati, 2011).  

Despite the advantages that e-payment bring to organizations and recent remarkable 

successes in introducing some electronic payment systems in Public Sector 

Organizations, the users' adoption and implementation are affected (Mangana & 

Katundu, 2018). The usfulness of e-payment is affected by perceived ease of use, 

perceived usefulness, perceived cost, perceived mobility, perceived trust and 

perceived expensiveness (Anthony & Mutalemwa, 2014). Its reported that 

implementation of a project can be limeted due to poor experience of the technology 

of tax collectors, and lack of technical assitance are the conditions behind the 

implementation of e-payment in Tanzania (Kessy, 2020). Consequently, it was 

revealed that in Kinondoni, Temeke, and Ilala that little knowledge of taxpayers and 

lack of enough understanding of TRA staff in using electronic systems have an effect 

on tax revenue collections (Mihayo, 2017).  

Moreover, Tanzania customers’ habits seem to be weak in confidence to assist the 

condition to use e-payment (Mwenyasi, 2020). However, awareness of e-payment to 

among users is very important hence it improve selling and product choice, but in 

large customers in Tanzania are not aware in using electronic payment (Salim, 2020). 

Though the ineffectiveness and incomplexity of e-payment affects the satisfaction 

level of customers in using the system (Mihambo, 2020).  
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Addressing E-payment Implementation is not optional, due to the benefits of E-

payment for Public Sector (Mtebe, 2021). Not fully implementing electronic 

payment in public organization can lead to poor quality of services, reduction of 

revenue collection, improper revenue management and control and in accurate 

information mentioning a few (Anyanwu, 2020). In Tanzania focus of most studies is 

on the well-known factors that cause the slow implementation of e-payment, 

particularly in Tanzania (Mbwayo, 2015; Anthony & Mutalemwa, 2014; Mkoka, 

2014) which are on the organization context supply side where they looked at how 

infrastructure, change in rapid technology, cybercrime, and legal frameworks can 

affect e-payment Implementation. 

The major aim of this study is to assess the influence of customers' perception on 

electronic payment implementation in Tanzania's case of the public sector since 

limited scholarly efforts have identified customers' perceptions on influencing e-

payment, especially in public sector organizations. 

1.2 Research Objectives 

1.2.1 General objective 

To investigate the influence of customer’s perception on electronic payment 

implementation in public sector organizations 

1.2.2 Specific objectives 

i. To assess the effect of customers' habits on electronic payment 

implementation in a Public Sector Organization. 

ii. To evaluate customers' awareness of the importance of electronic payment 

implementation in Public Sector Organizations. 

iii. To analyze the influence of customer satisfaction on electronic payment 

implementation in Public Sector Organizations. 

1.3 Research Questions 

i. What is the effect of customers' habits on electronic payment implementation 

in a Public Sector Organization?  

ii. Are customers aware of the importance of electronic payment implementation 

in Public Sector organizations? 
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iii. What is the influence of customers’ satisfaction on electronic payment 

implementation in Public Sector organizations? 

1.4 Significance of the Study 

This study understand e-payment proper implementation by looking at customers' 

perception influence in e-payment total usage in public sector organizations. This 

lead to improvements in diverse approaches for delivering information and 

knowledge to e-payment customers.  

This research is going to help society, entrepreneurs, and public organizations 

understand how consumer perceptions influence e-payment implementation in the 

public sector to develop strategies to improve e-payment implementation in the 

public sector.  

This study provides data for other researchers who are planning to look into a similar 

topic in the future. This research helps policymakers plan long-term operations in 

order to influence the customers in the usefulness of electronic payment. This is 

through government policies by sectors whereby the customers’ habit, awareness, 

and satisfaction will be attained.  

Furthermore, the findings of this study are precious to researchers because they 

provide information for academic purposes and indicate research gaps for Tanzania's 

current research problem. 

1.5 Limitation of the Study  

The first limitation of the study was the inrelevance of the national policy in relation 

to information technology especially the use of e-payment. Also, the focusing only 

on public organization was not sufficient to deliver the influence of customers 

perception on e-payment while there are different interms of policy and sytem 

particulary for private organizations. 
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CHAPTER TWO 

LITERATURE REVIEW 

2.0 Introduction 

This chapter shows definitions of key terms used in the study, a review of other 

literature that focuses on user factors affecting e-payment payment implementation. 

Also, theoretical literature reviews such as performance expectancy, effort 

expectancy, social influence, hedonic motivation, price value, and habit. The chapter 

also provides an empirical literature review, research gap, and conceptual framework 

of the study. 

2.1 Definition of Key Concepts 

Some key terms used in this study are defined under this section to inform readers 

about their meanings in relation to the content of the study in question. These are 

described as follows: 

2.1.1 Electronic Payment 

Electronic payment refers to the transfer of payment via electronic systems to the 

payee in such cases, the electronic payment system arises as the third party serves the 

payee and payer and does not spend cash at any point of payment (Adeoti et al., 

2012). In another perspective, an electronic payment system pays for services and 

products purchased online or in shopping malls and supermarkets using a computer  

(Kaur & Pathak, 2015). E-payment is any electronic value of payment transferred 

from a payer to a payee via an e-payment channel. It allows customers to remotely 

access and supervises their bank accounts and transactions over an electronic 

network to transact and exchange monetary value through electronic means. In this 

study, electronic payment was defined as the transfer of payment from the customer 

to the public organization without using cash at any point (Teoh et al., 2013). 

2.1.2 Customer 

A customer is a person, a group of people, or an organization that receives or may 

receive service, goods, items, or ideas from another person or a business in exchange 

for money or something of equal value (Rahman & Safeena, 2016). Customers are 

needed for a business to succeed. Typically, the higher number of customers the 

more successful the company, and vice versa. Therefore, in this study customers will 
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be referred to as the consumer of e-payment in a public organization (Abukhzam, 

2010). 

2.1.3 Implementation  

Implementation refers to the full usage and execution or an act of resulting in 

something as an output (Elder, 2009). Also Durlak, (2011) asserts that program 

implementation is critical for obtaining intended outcomes and is relevant for 

practitioners, researchers, and policymakers. In this study, implementation was 

referred to as the total usage of electronic payment by the public organization; hence, 

we looked at the full use of service provided to the customers towards the electronic 

payment system (Sumanjeet, 2008).  

2.1.4 Perception  

Perception is a person's primary form of cognitive contact with the world around him 

(Alshitri, 2014). As all conceptual knowledge is based upon or derived from this 

direct form of awareness, the study of perception has always had a unique 

significance for philosophy and science (Efron, 1968). In this study, the perception is 

addressed as how someone regards, understands and interprets the e-payment system 

in public sector organizations (Changsu, 2010). 

2.1.5 Customers’ habit  

Customers habit refers to anytime that customers mind prepare to respond in a 

certain way based on some environmental cues or stimuli (Shaw, 2017). Customer 

habits are an vast driver behavior. One of the best role of customers habit is a valued 

prdictor of purchase behavior. Habits can influence automatically and can be 

perpetuated through a loop of cue-to-routine-to-reward and is followed throughout 

the customer’s path to purchase (Brown, 2018).  

2.1.6 Customers’ awareness 

Cutomers awareness is the concept used by marketing and sales teams. Customer 

awareness refers to the concepts of how knowledgeable potential customers are about 

your brand, services or products. Its also concerning with how concious customers 

are of their needs or wants in relations to the organization offering (Akhtar, 2012). 
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To understand the different levels of customer’s awareness can help to increase an 

unaware customers knowledge of the organization offering (Alafi, 2018).   

2.1.7 Customers’ satisfaction  

Customer satisfaction is defined as a measurement that determines how happy 

customers are with a company’s products, services, and capabilities (Gilaninia, 

2013). Customer satisfaction information, including surveys and ratings, can help a 

company determine how to best improve or changes its products and services. 

Customer satisfaction is determined by perceived value and it can influence customer 

complaints or customer loyalty (Biesok & Wyrod-Wrobel, 2011).  

2.2 Theoretical Review 

According to Thomas, (2017) a theory combines different constructs, such as 

descriptive ability, explanatory power, heuristic value, testability, integration, 

parsimony, clarity, comprehensiveness, and delimitation. He believed that theory is 

refined through research and that understanding these constructs enables theory 

refinement. 

2.2.1 Second generation of the Unified Theory of Acceptance and Use of 

Technology (UTAUT2) 

According to Venkatesh et al., (2003), UTAUT suggested four key factors that affect 

information technology purpose and use. The first is the expectation of success. It is 

the criterion by which an individual assumes that they will be able to improve their 

job performance by using the system. The second factor is expected commitment. It 

is the degree of simplicity in which the device can be used. The third category is 

enabling circumstances. It is the norm by which a person assumes that the system's 

organizational and technological framework is in place to facilitate its use (Morris, 

2003). The social effect is the fourth factor to consider. It is the degree to which 

people think they can use the new system because others do. 

UTAUT2 integrates three constructs into Hedonic inspiration, price worth, and habit 

are all terms used to describe UTAUT. Individual variations, such as name, age, 

gender, and experience, can mitigate the effects of these constructs on behavioral 

purpose and technology usage. The supplement suggested in UTAUT2 provided a 
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significant increase in the variation explained in behavioral target (56 percent to 74 

percent) and technology usage compared to UTAUT (40 percent to 52 percent). 

Venkatesh et al., (2012) have discovered that age, gender, and experience moderate 

the effect of hedonic motivation on behavioral intention; the impact of price value on 

behavioral intention is moderated by age and gender. The habit has both direct and 

mediated effects on technology use, and individual differences moderate these effects 

(Davis, 2003). 

2.2.1.1 Rationale of the theory used in this study 

In previous decades, social psychologists have invented and introduced a lot of 

theories as predicting constructs for analyzing user factor of adapting to the latest 

technology, one of them are the Diffusion of Innovation (DOI), Theory of Reasoned 

Action (TRA), Theory of Planned Behavior (TPB), Technology Acceptance Model 

(TAM), and Unified Theory of Acceptance and Use of Technology (UTAUT). These 

hypotheses have been proven. Made researchers acknowledged and applied them in 

computer science, behavioral science, machine engineering management, and 

education are only a few examples (Venkatesh, 2003). 

Since its inception in 2012, the UTAUT2 model has been considered the most recent 

model; researchers in electronic payment and information systems are increasingly 

evaluating its suitability, validity, and reliability to clarify its implementation and 

adoption in various contexts. In comparison to other models, UTAUT2 significantly 

improves the variation explained in technology use. Furthermore, since it focuses on 

consumer usage meaning, UTAUT2 is more applicable to this analysis (Morris, 

2003).  

The UTAUT2 model in this study was used as a refference of electronic payment 

towards customer’s habits, awarenesss and satisfaction. This is to say, success, 

commitment, circumstances and social effect of the information technology use and 

purpose are evaluated withinn the perception of customers’ either to use or not use 

the e-payment. Aspects of customers’ habits, satisfaction and awareness towards 

electronic payment is intergrated with UTAUT2 model in influencing the intention of 

customers to use e-payment as the current technology (Ul-Anin, 2015).  
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2.2.2 Customers’ Habit Factor 

2.2.2.1 Motivation 

Motivation is referred to as the way to encourage customers to behave in a certain 

way. The degree and direction of behavior and the variables that encourage people to 

act in specific courses are all aspects of motivation (Sekaran, 2000). Motivation can 

relate to various things, including personal aspirations, how people choose their 

goals, and how others try to modify their behavior (Hunter, 1990). Motivating others 

entails persuading them to take action in the direction you desire to attain a goal 

(Cao, 2016). 

2.2.2.2 Learning 

Learning is defined functionally as changes in behavior that occur from experience 

and mechanistically as changes in the organism that occur as a result of experience 

(Shin, 2013). Learning is defined as ontogenetic adaptation or changes in an 

organism's behavior due to regularities in the organism's environment. This 

functional definition not only addresses the shortcomings of earlier definitions but 

also has significant implications for cognitive learning research (Houwer & Moors, 

2013). Learning is referred to as how the customer acquires knowledge of e-payment 

due to experience, being taught, and adopting its usage (Schaupp, 2015).  

2.2.2.4 Attitude 

A settled opinion" and "behavior reflecting this" Behavior-based on conscious or 

unconscious mental beliefs that have developed throughout time (Tanya, 2008). An 

attitude is a negative or positive evaluation of an object which influences human 

behavior towards that object (Hogg, 2010). In this study, attitude is addressed as the 

way the customer of e-payment thinks and feels about the system (Shaaban, 2009).  

2.2.2.5 Lifestyle  

Giddens, (1991) defines lifestyle as a more or less integrated set of practices that an 

individual embraces, not only because they give material form to a particular 

narrative of self-identity, but also because it may be interpreted as a "template for the 

narrative of self," as Torkington, (2012) suggests." Thus, lifestyle is a reflexive 

statement about who an individual is or aspires to be (Veal, 1993) and lifestyle 

choice is an involuntary statement about who an individual is or aspires to be. In this 



11 

study, lifestyle is referred to as the daily interests and opinions in e-payment 

implementation (Afsharpour, 2013). 

2.2.3 Customer Awareness of Importance of E-payment Factor  

The degree to which a customer believes that a technological infrastructure and 

organization exist to facilitate a system is known as the facilitating conditions 

construct (Davis, 2003). Previous research on the factors that influence technology 

acceptance has found that promoting conditions significantly affect emerging 

technology adoptions and user behaviors. These studies revealed that the facilitating 

conditions are influential variables that can predict technology acceptance and use 

(Kang et al., 2015; Venkatesh, 2012). These conditions are education level, age, 

occupation, and technological exposure. 

2.2.4 Customer Satisfaction Factor 

2.2.4.1 Effort Expectancy 

The level of ease of use associated with new technology or a technological product is 

referred to as effort expectation. The variable is similar to the TAM's perceived ease 

of use variable, as well as the TAM's ease of use variable and the diffusion of 

innovation theory's complex variable (Raman & Don, 2013). The new technology 

implementation background, effort, and performance expectations are essential for 

evaluating new technology use behavior and behavioral purpose (Venkatesh, 2003). 

In this study, effort expectancy is referred to as the effort needed to use the e-

payment system to do transactions by customers, whether it's simple or not (Morris, 

2003). 

2.2.4.2 Performance Expectancy 

Performance expectancy refers to the degree to which an individual perceives that 

using a system will help them attain again in job performance (Venkatesh et al., 

2003). A large number of studies have shown that previous habits influence new 

behaviors. Furthermore, several researchers (Kang et al., 2015; Venkatesh, 2012) 

have demonstrated that past use habits are antecedents of potential behaviors. Three 

factors will be developed as the benchmark of user behaviors to obtain the factors 

affecting consumers' adoption of electronic payment in the public sector. The 

function includes the duration of use, frequency of use, and variety of use. According 
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to Venkatesh et al., (2013) the use behaviors should be calculated according to type 

and frequency. In this study, performance expectancy is referred to as the belief that 

using an e-payment transaction system provides benefits for customers of public 

organizations (Cauana, 2002). 

2.2.4.3 Price Value 

The price value constructs are derived from perceived value, which is often an 

important indicator in predicting purchasing behavior that can impact a company's 

competitive advantage (Davis, 2003). The sense of the price value has traditionally 

been a trade-off between happiness and sacrifices. Recently, experts in the 

information technology fields and advertisers of user-electronics appliances have 

stressed the price benefit. The idea of analyzing users' acceptance of new 

technologies was decided (Morris, 2003). When the advantages of using technology 

are considered, the price values are more significant than the financial value. Such 

price value has a good impact on intentions (Venkatesh et al., 2013). In this study, 

price value will be referred to as what the customer of e-payment thinks the service is 

worth and what they're willing to pay to access it (Cheung, 2005). 

2.3 Empirical Review 

2.3.1 Demographic Information Review 

Various studies in terms of age were based on the younger generation. For instance, 

the survey conducted by  Trong et al., (2020) in Vietnam employs survey data of 200 

young internet users aged 18 to 25 years. Likewise, a study conducted by Adharsh et 

al., (2018) revealed that out of all the transactions through e-payments, the higher 

percentage is done by Indian youth.  

Also, Yaokumah et al., (2017) conducted a study about demographic influences on 

electronic payment and revealed that male customers had higher ICT skills,  however 

they perceived less e-payment service. On the other side, Salloum et al., (2019) 

conducted a theoretical construct and empirical analysis study about electronic 

payment system adoption. Higher education uses 289 students at higher learning 

institutions as a sample in their study (Salloum, 2019). 
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Furthermore, Mohamad & Kassim, (2017) conducted a study in Malaysia about an 

overview of E-payment adoption among Muslim Micro entrepreneurs. The study 

revealed that e-payment improves the efficiency in the delivery of financial services 

to micro-entrepreneurs. On the other side, Goodman-Dean et al., (2015) surveyed the 

impact of communication technologies on life and relationship. They revealed that 

online technology of payment has an overall negative effect on personal 

relationships. 

2.3.2 The effect of customers’ habit of payment on electronic payment 

implementation in Public Sector Organization 

The effect of mobile payment on payment options was investigated by Tobias 

Trutsch, in this study the research was based on data from a representative survey of 

customer payment preferences in the United States conducted in 2016 (Trutsch, 

2016). The study found that while mobile payment does not replace physical 

payment cards, it is more likely to replace paper-based payment methods like cash 

and checks in the early stages of adoption. Furthermore, the study found that mobile 

payment has no statistically relevant impact on the choice of payment method at the 

point of sale in terms of use (Trutsch, 2016). 

In Jordan, a study was also performed on the effect of electronic payment on 

electronic shopping decisions (Aldiabat, 2019). To complete secondary and primary 

data sources, the analysis used descriptive-analytical methods. Secondary data was 

gathered in paper and electronic form from related academic records and professional 

bodies. Questionnaires were used to obtain primary data. According to the findings, 

there is a positive relationship between the use of electronic cards and the reliability, 

confidence, and safety types of e-cards on the decision to shop online, with the help 

of electronic cards increasing the decision to shop online (Coulson, 2019). 

The study looked into the factors that influence customers' use of electronic payment 

systems, specifically the case of NMB Bank in Tanzania (Shaaban, 2020). A cross-

sectional mixed study design was used, which included both qualitative and 

quantitative data. Information was collected from 250 NMB bank customers in Dar 

es Salaam using convenient sampling techniques. The results showed that ICT 

expertise has a positive impact on bank customers' use of e-payment systems. 



14 

However, security concerns have a significant negative impact on bank customers' 

use of e-payment systems. 

Wulantika & Zein, (2020) reported how much influence the E-Wallet on community 

behavior. Ultimately, the community experienced many changes, one of which is 

changing consumer behavior in daily life. Rawash & Al-Tal, (2020) indicated that 

self-efficacy, ease of use, performance expectation, and perceived gain have a 

significant association with the intention of the learners to adopt E-payment, while 

security and perceived danger have an important connection.  

Blommé & Lindbäck, (2010) established that the model showed that convenience 

was the most beneficial attribute in mobile payment, followed by security and 

privacy. Likewise, Jing et al., (2018) reported that payment culture (measured by 

coverage of mobile payment context and uncertainty avoidance) and security 

measures (measured by security technology protection, security rules and policies, 

and security responsibility commitment) have significantly positive impacts on the 

perceived security and trust, except that the positive impact of security on trust is not 

supported. 

2.3.3 Customers' awareness of the importance of electronic payment 

implementation in Public Sector Organization 

In Hyderabad, Pakistan, a study was conducted to determine awareness and the 

reasons for the slow adoption of electronic payment systems (Pahwer et al., 2020). 

The research was performed using the survey approach, with questionnaires based on 

existing measurement instruments from previous research papers. According to the 

findings, customers' understanding and sluggish acceptance of E-payment systems 

were influenced by system reputation, enabling circumstances, perceived ease of use, 

and perceived utility. 

In the Thanjavur and Kumbakonam regions, a study was conducted on the 

knowledge and use of digital payments among customers of private and public sector 

banks. Only systematic questionnaires were used to collect primary data, and both an 

online and a direct survey model were used. The findings revealed a connection 

between respondents' age and their regular use of digital payments. Furthermore, the 
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findings show that there is a strong connection between respondents' location and 

their knowledge of using digital payment (Thanjavur, 2018).  

Shaaban, (2020) revealed that ICT know-how has a significant positive effect on 

using e-payment systems among bank customers. However, security-related matters 

have a significant negative influence on the use of e-payment systems among bank 

customers. Moreover, Rengaraan et al., (2018) revealed a significant association 

between the age of the respondents and frequent usage of digital payments.  

The study conducted by Pahwer et al., (2020) indicated that system credibility, 

facilitating conditions, perceived ease of use, and perceived usefulness are the most 

critical factors that affect the customer's awareness and slow adoption of the e-

payment system. However, Oyelami et al,. (2020) indicate that electronic payment 

influences consumers’ purchase decisions and thus increasing consumers’ spending 

growth in Nigeria. 

2.3.4 The influence of customer satisfaction on electronic payment 

implementation in Public Sector organizations. 

The study of Assessment of rural citizens' satisfaction on service quality of e-

governance looked at the use of electronic payments and customer satisfaction 

(Vasantha, 2020). The study aimed to review the literature on various e-payment 

platforms and investigate different aspects of customer satisfaction with e-payment. 

The results showed that technological advancement would only succeed if users were 

satisfied. In addition to maintaining current customers, steps must be taken to 

encourage new customers to use digital payments. Customers' satisfaction will 

facilitate the maintenance of existing customers to use digital payments, and the 

quality of e-payment service boosts customers' satisfaction (Chen, 2016). 

A study was also conducted to determine the impact of a high-quality e-payment 

system on customer satisfaction (Alhammadi & Tariq, 2020). The study looked at six 

aspects of service quality: tangible, reliability, responsiveness, assurance and 

security, performance, and empathy. The study used a quantitative research approach 

to collect data from 233 respondents through a closed-ended questionnaire with a 

Likert scale. The results showed that e-payment service quality had a positive effect 
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on e-payment users' satisfaction. Thus having customer satisfaction in e-payment 

service, there is a need for adequate service quality like having personnel who will 

support the service items of quality and accessibility.  

The study conducted by Al-Emran et al., (2019) entails that perceived benefit and 

performance expectancy has a significant positive relationship with the students' 

intention to use e-payment systems, whereas perceived security/privacy and 

perceived risk exhibited a significant negative relationship. Consequently, in their 

study, Commer et al., (2018) showed that the performance expectancy and effort 

expectancy significantly influence the behavioral intentions to adopt mobile 

commerce. Likewise, Dong, (2018) in his study reported that effort expectancy and 

relative advantage were the two significant factors that affected Chinese customers' 

decision to use mobile payment in Bangkok at the considerable level of 0.5.  

2.4 Research Gap 

A review of the literature has shown that some studies tried to address the 

implementation of electronic payment in the public sector. Yet, the available studies 

(Mbwayo, 2017: Mvungi, 2019) have generalized the implementation of electronic 

payments among organizations. The organization's origin and sometimes different 

socio-political grounds under which the organizations operate may limit this 

generalization. This point to inadequate empirical literature addresses the influence 

of customers' perception on the implementation of electronic payment, particularly in 

public sector organizations.  

The available literature addresses factors affecting the adoption of e-payment 

systems on ride-sharing businesses in Tanzania, (Mvungi 2019), factors influencing 

its implementation in commercial banks, (Mbwayo 2017), and electronic banking 

factors that influence its adoption in Tanzania at NMB Bank - Morogoro. However, 

less focus is on e-payment implementation in Tanzania public sector organizations. 

Therefore, the present study will attempt to contribute to this gap in the literature by 

exploring the influence of customers' perceptions on electronic payment 

implementation in public sector organizations in Tanzania, a case of Ilala city. 

https://www.researchgate.net/profile/Mostafa-Al-Emran
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2.5 Conceptual Framework 

The conceptual framework is utilized in research investigations to demarcate the 

numerous options for delivering an optimal technique (Svinicki, 2008). It is a set of 

assumptions developed to aid a researcher in resolving a problem. It depicts the 

research problem in a visual form. In the conceptual framework, variables are 

represented. 

The revised literature and Second Generation of Unified Theory of Technology 

Usage and Acceptance conceptual frameworks are below. The theory illustrates how 

the three independent factors, customer habit, customer awareness, and customer 

satisfaction, influence the dependent variable electronic payment implementation in 

the public sector in a linear correlation relationship. The characteristics of 

independent variables are based on UTAUT2 theory, which emphasizes the 

relevance of using social interactions and perception in system implementation 

(Davis, 2003). It yielded three factors that explain the habits, awareness, and 

contentment of public-sector customers. Motivation, learning, attitude, and lifestyle 

are four indications in customer habit. The second independent variable contains four 

indicators: customer occupation, education level, technology exposure, and 

facilitating conditions. Customer satisfaction is the third independent variable, and it 

has three indicators: effort expectancy, performance expectancy, and the pricing 

value of the e-payment system (Venkatesh, 2003). 

On the dependent variable side, e-payment accessibility, which is the degree to 

which the client perceives, understands, navigates, and interacts with the system, was 

conceptualized. Customers should not face any system-related hurdles according to 

the goal of accessibility (Davis, 2003). These aspects of the dependent and 

independent variables allow the study to contribute to the gap in Tanzanian 

government organizations by conducting a study that demonstrates the impact of 

customer perception on e-payment deployment (Morris, 2003). 
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Figure 2. 1: Conceptual Framework based on Theoretical and Empirical Review 
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CHAPTER THREE 

RESEARCH METHODOLOGY 

3.0 Introduction 

The research methodology section focused on ways to be used in gathering 

information. The research approach and design are presented in this section.  Also, 

the study area and study population were indicated to enhance the coverage of the 

study. Also, the sampling procedures, methods of data collection, and data analysis 

were proposed. 

3.1 Research Design 

According to Creswell, (2014) a research design is a system that directs the research 

process and strategy for data collection and analysis. The research design aims to 

ensure that the data is accurate, valid, and reliable for the study. According to 

Kothari, (2006) a research design is a set of conditions for collecting and analyzing 

data to combine research goals with the procedural economy. This study adopted a 

explanatory sequential mixed method.  According to (Creswell, 2012), explanatory 

sequential mixed method refers to the design whereby researcher first analyses 

quantitative results by gathering participant’s views, then build up on data by 

identifying instruments that fits and follow qualitative approach.  

3.2 The Target Population  

The term "target population" refers to a group of people or organizations with 

characteristics that can be identified and studied (Creswell, 2012). Customers and 

employees (staff) of the Tanzania Revenue Authority who use e-payment are the 

population targets in this study. the target population encompases to 133 wholesallers 

who are recognized by TRA in the use of e-payment (TRA Ilala, 2021).  

3.3 Study area 

This study was conducted in Ilala city, Dar es Salaam. Dar es Salaam is the leading 

region in Tanzania, contributing about 17 percent of the country's Gross Domestic 

Product (GDP) annually (URT, 2020). Ilala is the city in Dar es Salaam which is 

mainly centered through economic potentials in industrial production. On the other 

hand, TRA is a public institution used for a governance model for revenue 

administration. The revenue collection function is typically removed from the 



20 

ministry of finance departments into an agency with a degree of autonomy from civil 

service rules to structure and manage it (Fjeldstad, 2007).  Therefore, as a leading 

city on revenue collection through TRA Ilala public institution, Ilala was selected to 

be the area of this study because all-payment models are aligned with tax 

compliance. And it's also suggested that there is a positive linear relationship 

between the e-payment system and revenue collection (Kessy, 2019). The study area 

was choosen beacause in order to get the views of perception of technology the 

respondent must have had an experience on the system before they state a view on 

how they perceive it (Hashmi, 2017). 

3.4 Sample and sample size 

The sample size is the number of units used in finding estimates of a given 

population (Kothari, 2009). According to Saxena, (2015) the following formula by 

Yamane (1967) calculates the sample size of the study,  

n = N/ (1+Ne2) 

          Where: 

            N = Study population  

n = sample size of the study 

e = The acceptable sampling error 

n= 133/ (1+133*0.052) = 100 

Therefore, the sample size of this study was 100 customers from the and 7 TRA staff 

were also, selected purposively as the key informants.  

3.5 Sampling Technique 

Sampling is the process of drawing a sample from a large population (Johnson & 

Christensen, 2017). The study employed simple random sampling and purposive 

sampling whereby the sample presented a large population with the same 

characteristics in the respected area.  
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Simple random technique helped the select researcher to select a sample from a 

number of TRA customers who are wholesalers and are using e-payment in Ilala city 

council (Creswell, 2012). In this technique, the researcher used a list of customers in 

TRA Ilala and selected a sample of 100 wholesalers. The process was smooth, simple 

random sampling was no bias, and every wholesaler in the pupolation in Ilala city 

had an equal chance of being selected.  

In addition, the study used a non-probability sampling design, with respondents were 

chosen using a purposive sampling process (Kothari, 2009). Since the 

implementation of e-payment is a technical issue, purposively sampling helped in 

selecting respondents with technical knowledge and experience on user factor 

affecting e-payment implementation in public sector service. Purposive sampling 

represents a group of sampling techniques that help researchers to select units from a 

population that they are interested in studying. In this technique, 7 TRA staffs such 

are customer care officers (2), IT officer (1), customs officers (2), and tax 

management officers (2).  

3.5.1 Inclusion Criteria  

All customers who visited Ilala-TRA offices and who were above 18 years old met 

during conducting this study.  

3.5.2 Exclusion Criteria  

All those customers below 18 years old, non-wholeselers and non-entreprenuer who 

visited TRA offices during the course of this study. Also, those who did not show 

consent to participate in this study were excluded. 

3.6 Types of Data and Data Collection Methods 

3.6.1  Types of Data 

There was one type of data which is primary. Primary data is the types of data 

collected for a project (Kothari, 2004). Primary data is collected when a specific need 

occurs (Ajayi, 2017). The primary data were obtained for the first time.  

In this study primary data was collected. Primary data was collected from customers 

by using a questionnaire and TRA staff by using an interview.  
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3.6.2 Data Collection Methods  

The study used interviews and survey as the data collection methods. As data 

collection tools, a questionnaire and a checklist were used. It solely consisted of the 

use of questionnaires that were evenly distributed to respondents for primary data 

collection and interviews done by the interview guide. These questionnaires, on the 

other hand, were adapted from journals in relation to the impact of customers' 

perceptions on e-payments in relation to their implementation in Tanzania's public 

sector, and were provided with the sole purpose of collecting responses from the 

sample provided, with those responses regarded as "valid data" (Wendy et al., 2013).  

3.6.2.1 Interviews 

The interview method of data collection entails presenting oral verbal stimuli and 

receiving responses in the form of oral-verbal responses (Kothari, 2010). The 

unstructured interview was used to interview staff in charge of the Tanzania Revenue 

Authority to understand their view on user perception affecting e-payment in 

Tanzania. An interview guide guided this method as an instrument of data collection. 

7 interviews were conducted with 7 staff of TRA in Ilala city. The interview was 

used to capture insight information that was not easy to be accessed by the 

questionnaires. 

3.6.2.2 Questionnaire 

Prabhat et al., (2015) define a questionnaire as a systematic compilation of questions 

submitted to a population sampling from which information is desired. The 

questionnaire is a device used to collect data objectively and systematically for the 

research (Orodho, 2009). Thus, the study used questionnaires as the main data 

collection instruments to collect primary data from the customers and public sector 

institution staff. According to Dempsey, (2003) questionnaires are preferred because, 

they are effective data collection instruments that allow respondents to give much of 

their opinions regarding the researched problem. According to (Kothari, 2009) the 

information obtained from questionnaires is free from bias and researchers' influence, 

and thus accurate and valid data was gathered. The questionnaires were divided into 

four sections, respondents' personal information, the influence of customers' 

perception on e-payment in Tanzania Public sector service. The questionnaires 

sought to obtain reliable information on the subject matter.  
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3.7 Data Analysis 

Since the study used both closed and open-ended questionnaires, quantitative and 

qualitative data were generated. The study used the descriptive statistics data analysis 

method to analyze numerical data gathered using closed-ended questions. The 

Statistical Package for Social Sciences (SPSS) computer software was used for the 

analysis of data. SPSS Version 21 has descriptive and inferential statistics features 

that assist in variable response comparison and indicate responses frequencies, 

percentages, mean, standard deviation, variance results, and regression 

analyses.Qualitative analysis was done using thematic analysis which involves 

familiazation of the results, assigning codes, establishing themes and linking themes 

and objectives based on importance (Braun, 2019). 

Thus, the empirical model are: 

 

 

 

 

 

 

Where;  

β0 =Constant term of the model,  

εi =Error term for each observation  

Y= Accessibility 

X1= Customers’ habit 

X2= Customers’ awareness 

X3= Customer’s satisfaction 

β1=beta coefficient for customers’ habit 

β2= beta coefficient for customers’ awareness 

β3= beta coefficient for customer’s satisfaction 

3.7.1 Multicollinearity  

Multicollinearity refers to the linear relation among two or more variables (response 

and predictors). It is a data problem that may cause serious difficulty with the 
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reliability of the estimates of the model parameters (Allin, 2010). Multicollinearity 

increases the variances of the regression coefficient so that they may vary 

substantially with small changes in the sample of observations or the set of predictors 

(Franke, 2010).  

Multicollinearity is not associated with violations in the statistical assumptions 

underlying multivariate statistical techniques but does affect the model's 

generalizability (Daoud, 2017). On the same side, the variance inflation factor (VIF) 

and tolerance are two related statistics for diagnosing collinearity in multiple 

regression (Miles, 2014). VIF measures how much the associated independent 

variable is highly collinear with other variables in the model. Tolerance measures 

how much beta coefficients are affected by predictor variables in a model (Garethe et 

al., 2017). Therefore, if the VIF is above 10, it indicates a high correlation and is 

cause for concern, and if the tolerance level ranges from 0 to 1, it indicates a good 

level of tolerance (McClelland, 2017).  

3.8 Measurement of Research Variables  

The study measurement was conducted based on specific objective variables. Each 

variable was measured according to its nature to the study. The study used 5 points 

likert scale to measure effort expectancy and performance expectancy because it is 

the most recommended scale by the researchers that would increase response rate 

and response quality to the customers (Khan, 2014). Because of its reliability and 

accessibility, the 5-point Likert scale was employed for some of the Accessibility 

variables. 



25 

3.9 Operationalization of variable 

S/N Variable Measurements Analysis 

1 Motivation Ordinal  

5 point Likert scale 

Descriptive statistics (Mean 

& Standard Deviation) 

2 Learning Ordinal  

5 point Likert scale 

Descriptive statistics (Mean 

& Standard Deviation) 

3 Attitude 

 

Ordinal  

5 point Likert scale 

Descriptive statistics (Mean 

& Standard Deviation) 

4 Lifestyle Ordinal  

5 point Likert scale 

Descriptive statistics (Mean 

& Standard Deviation) 

5 Facilitating conditions 

 

Nominal  

Dichotomous variable  

Descriptive statistics 

(Frequency & Percent) 

6 Education level Nominal  Descriptive statistics 

(Frequency & Percent) 

7 Age   Scale  Descriptive statistics (Mean 

& Standard Deviation) 

8 Technological 

exposure 

Nominal  

Dichotomous variable  

Descriptive statistics 

(Frequency & Percent) 

9 Location  Nominal  

Dichotomous variable  

Descriptive statistics 

(Frequency & Percent) 

10 Occupation  Nominal Descriptive statistics 

(Frequency & Percent) 

11 Effort expectancy  Ordinal  

5 point Likert scale 

Descriptive statistics (Mean 

& Standard Deviation) 

12 Performance 

expectancy 

Ordinal  

5 point Likert scale 

Descriptive statistics (Mean 

& Standard Deviation) 

13 Quality of the system Ordinal  

5 point Likert scale 

Descriptive statistics (Mean 

& Standard Deviation) 

14 Implementation 

(Accessibility) 

Ordinal  

5 point Likert scale 

Descriptive statistics (Mean 

& Standard Deviation) 
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3.10 Research Data Matrix 

S/N Objective  Research 

design  

Data 

collection 

method 

Data 

analysis  

Statistical 

software  

1. To assess the 

effect of 

customers habit 

of payment  

Crossectional 

Research 

Design  

Questionnaire 

Interview   

Descriptive  

statistics 

(Mean & 

Percent) 

Content 

analysis 

SPSS 

2. To determine 

customers' 

awareness of 

the importance 

of electronic 

payment 

implementation. 

Crossectional 

Research 

Design  

Questionnaire 

Interview  

Documentary 

review 

Regression 

analysis 

(multiple 

regression) 

SPSS 

3. To analyze the 

influence of 

customer 

satisfaction on 

electronic 

payment 

implementation. 

Crossectional 

Research 

Design  

Questionnaire 

Documentary 

review 

Regression 

analysis 

(multiple 

regression 

SPSS 

 

3.10 Validity and Reliability 

Designing the report, evaluating the data, and assessing the study's quality were all 

done with reliability and validity in mind. Drost (2011) defines reliability as the 

degree to which measures are reproducible whether performed by various people on 

different occasions, under different conditions, and ostensibly with different 

equipment that measure the construct or skill. It can alternatively be described as the 

consistency with which a construct's measure is applied. 
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3.10.1 Reliability  

The study outcomes' consistency, stability, or reproducibility is termed reliability 

(Johnson & Christensen, 2017). This study improves the researcher's ability to 

forecast construction, planning, and production by expanding knowledge and 

reducing errors and bias in the study for the user factor affecting electronic payment 

implementation in Tanzania. As a result, the reliability of this study was verified 

using chronobach's alpha, which was used to test scale data for internal consistency. 

The data are internally consistent if the chronobach's alpha is greater than 0.7. 

3.10.2 Validity 

Validity refers to the accuracy with which the study's findings are interpreted. 

Furthermore, the study used two ways to ensure validity: triangulating data and using 

various data sources (Johnson & Christensen, 2017). It is an important criterion 

because it shows how well an instrument calculates what it's supposed to measure. 

It's often referred to as utility. In other words, validity refers to the extent to which 

the variations discovered by the measuring instrument represent actual differences 

between the people being measured (Kothari, 1990). To ensure the validity of the 

exercise and data collected, the researcher raised awareness of the research process 

among the people in the respective areas, which allowed them to provide fair 

information that is critical in the study's design. Furthermore, the researcher did what 

he could to make sure that the data gathering methods, sampling, and research 

methodology were appropriate and relevant to the investigation. Limited samples of 

questionnaires were pre-tested to some entrepreneurs who use e-payment nearby 

TRA Ilala.  

3.11 Ethical Consideration 

Ethical considerations in dissertations, particularly this type of research, are very 

important, according to (Bryman & Bell, 2007). Ethical concern was taken prior to 

starting this research.  The research obtained research authorization from the 

University of Dodoma before data collection.  Furthermore, the researcher applied a 

research permit from regional administration secretary in Dar es Salaam.  The 

respondents were informed of the study's purpose and ensured confidentiality 

because their names was not revealed; instead, the research employed codes.  The 

researcher assured the participants that the information they provided would only be 
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utilized for academic purposes.  An informed consent form was used during data 

collection, participants were requested to engage willingly to expedite the provision 

of information. 

 

 



29 

CHAPTER FOUR 

FINDINGS AND DISCUSSION 

4.0 Introduction 

The major goal of the findings and discussion section is to provide an overview of 

how the results are discussed and presented in a logical and organized manner 

(Arikan, 2009). Furthermore, this part summarizes the conclusions based on three 

specific study questions:  

i. To assess the effect of customers' habits of payment on electronic payment 

implementation in a Public Sector Organization. 

ii. To determine customers' awareness of the importance of electronic payment 

implementation in Public Sector Organizations. 

iii. To analyze the influence of customer satisfaction on electronic payment 

implementation in Public Sector Organizations. 

Also, the study analyzes both descriptive and inferential statistics in all variables. 

Descriptive statistics were performed to show the general picture of the data and how 

the researcher was  ensuring the reliability and validity of the information gathered. 

Inferential statistics were used to show the influence of each objective on the 

implementation of electronic payment.   

4.1 Demographic Information  

Using the research questions, the study explores the demographic characteristics 

which were useful to the researcher (questionnaires). Respondents' age, sex, 

education, occupation, and marital status are examples of such characteristics. 

4.1.1 Age  

As presented in Table 4.1 below, results revealed that there were 3 people of the age 

of between 18-20 years, 27 people of the age of 31 and 40 years, 23 people of the age 

between 41 and 50 years, 8 people of the age between 51 and 60 years and 7 people 

of the age above 61 years. The majority of customers involved in this study (32%, 

N= 32) have the age between 21 and 30 years. These results imply that most of the 

younger customers use electronic implementation, and thus they are the group that 

influences the implementation of e-payment in the public sector. These results are in 
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line with those of Adharsh et al., (2018) revealed that out of all the transactions 

through e-payments, the higher percentage is done by Indian Youth. However, the 

study conducted by  Trong et al., (2020) in Vietnam employs survey data of 200 

young internet users aged 18 to 25 years. Therefore, the younger customers had more 

internet skills and used the service of electronic payment much more.  

Table 4. 1: Age of respondents 

  Frequency Percent 

  

18 – 20 years 3 3 

21 – 30 years 32 32 

31 – 40 years 27 27 

41 – 50 years 23 23 

51 – 60 years 8 8 

61 and Above 7 7 

Total 100 100 

 

4.1.2 Sex 

As presented in Table 4.2 below, the study findings show that the total number of 

respondents involved was 100 customers in the study area, where 54% were female, 

and 46% were male. These results imply that most females had higher e-payment 

perceptions. Thus, they participate in the implementation of electronic payment as 

customers, and it can be concluded that the runners of electronic payment 

implementation in public sectors are females. These results are not in harmony with 

Yaokumah et al., (2017) who revealed that male customers had higher ICT skills, 

however, they perceive less e-payment service. Likewise , Lwoga, (2017) revealed 

that the influence of ease of use on behavioral intention was moderated by gender in 

using mobile payment. It is more significant for men more than women. Sex 

according to Laukkanen and Pasanen (2008). They discovered that customer age had 

a positive impact on customer perception. 
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Table 4. 2: Sex of Respondents 

  Frequency Percent 

  

Male 46 46 

Female 54 54 

Total 100 100 

 

4.1.3 Education  

As presented in Table 4.3, the study findings revealed that, there were 7 primary 

education customers, 24 secondary education customers, 5 certificate level 

customers, 16 customers with diploma level of eduaction, 16 masters degree level of 

education and the majority of customers assessed in the study (32%, N= 32) have 

undergraduate education level followed by those (24%, N= 24) who had secondary 

level of education. These results entail that undergraduate customer of electronic 

payment implementation in the public sector has specific knowledge and skills to 

implement the service. These results were supported by Salloum et al., (2019) who 

used 289 students at higher learning institutions as a sample in their study.  

Therefore, the increase in the level of education is influencing the increase in the use 

of e-payment. Thus it will lead to the effective implementation of the service to the 

public sector.  

Table 4. 3: Education level of respondents 

  Frequency Percent 

  

Primary education 7 7 

Secondary education 24 24 

Certificate level 5 5 

Diploma level 16 16 

Undergraduate Degree 32 32 

Master’s Degree 16 16 

Total 100 100 
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4.1.4 Occupation  

As presented in Table 4.4, the study findings revealed that 21 of the customers were 

Government employees, 16 were private organization employees and  the majority of 

customers assessed (63%, N= 63) were entrepreneurs. These results imply that most 

of the implementers of e-payment in the public sector are entrepreneurs. These 

results were in line with Mohamad & Kassim, (2017) conducted a study in Malaysia 

about an overview of E-payment adoption among Muslim Micro entrepreneurs. The 

study revealed that e-payment improves the efficiency in the delivery of financial 

services to micro-entrepreneurs. Therefore, entrepreneurs are affected directly by the 

implementation of e-payment in the public sector, hence this  group of respondents 

activities depend on payment mechanisms either electronically or traditionally.  

Table 4. 4: Occupation of respondents 

  Frequency Percent 

  

Government Employee 21 21 

Private Organization 

Employee 
16 16 

Entrepreneurs 63 63 

Total 100 100 

 

4.1.5 Marital status  

As presented in Table 4.5, the study findings revealed that, 32 of the respondents 

were married, 14 respondents were separated, 9 respondents were widows and  the 

majority of respondents assessed in the study (45%, N= 45) were single. These 

results entail that customers of electronic payment implementation in the public 

sector are the young generation; thus, they can cooperate with skills and knowledge 

in the use of e-payment to influence the implementation of the service in the public 

sector. These results are in line with those of Goodman-Dean et al., (2015) revealed 

that online payment technology has an overall negative effect on personal 

relationships. Therefore, single people can use their morale and willingness to adapt 

and engage with e-payment for personal use. Thus, they are elements of the 

implementation of the service to the public sector.  
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Table 4. 5: Marital status of respondents 

  Frequency Percent 

  

Single 45 45 

Married 32 32 

Separated 14 14 

Widow 9 9 

Total 100 100 

 

4.2 Testing the assumptions of multiple linear regression 

In the study, multiple regression analysis was used to cross-check the relationship 

between independent and dependent variables. Before proceeding with the actual 

analysis, reliability, normality, and multi-collinearity tests were carried out. 

4.2.1 Multicollinearity test 

Multicollinearity refers to the linear relation among two or more variables (response 

and predictors) (Allin, 2010). It is a data problem that may cause serious difficulty 

with the reliability of the estimates of the model parameters (Allin, 2010). Multi-

collinearity problem was performed, and the results are shown in Table 4.10, which 

includes the values of the inflation factor (VIF) and tolerance. When the tolerance 

value is less than 0.10 and the VIF is greater than 10, the problem of multi-

collinearity emerges. If the tolerance value is less than 0.1 and the VIF is larger than 

10, the independent variable should be eliminated from the analysis due to 

multicollinearity (Garson, 2012).Below Table 4.6 indicate the situation of 

multicollinearity, in which it has revealed that all variables are below 10 of VIF, 

which shows no problem of multicollinearity. 
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Table 4. 6: Multicollinearity 

Model Collinearity Statistics 

Tolerance VIF 

 

Motivation .211 4.747 

Attitude .120 8.356 

Lifestyle .196 5.091 

Learning .322 3.101 

Effort expectancy .766 1.306 

Price value .406 2.463 

Technological exposure .379 2.638 

Facilitating condition .218 4.597 

Performance expectancy .596 1.679 

 

4.2.2 Linearity of variable 

In regression analysis, the assumption of linearity is a common assumption. Multiple 

linear regression, according to Civelek (2018), implies the existence of linear 

relationships between variables. The dots are closer to the diagonal line in Figures 

4.1. Because the straight linear line starts at zero (0) and there is no data deviation, 

this shows that the data are normally distributed. As a result, the premise of linearity 

is accepted. 
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Figure 4. 1: Normal P-P plot of regression for linearity test 

4.2.3 Normality of the variables 

Skewness and kurtosis were used to assess the normality of the observed variables. 

According to Balanda and MacGillivray (1988), a normalcy range of -3 to 3 is 

appropriate. As a result, the values for each measure were within acceptable bounds, 

indicating that the observable and latent variables in this investigation were normally 

distributed. 

The skewness and kurtosis for all variables were within acceptable bounds, as shown 

in tables 4.9, 4.13, and 4.17. As a result, the fact that each measure's values were 

within acceptable ranges shows that the observable and latent variables in this study 

were normally distributed. 

4.2.4 Reliability Test 

The consistency of a measurement is called reliability (Haryono and Sweens 2012), 

and the goal of this study is to see if any existing statements in the questionnaire as a 
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measurement of the latent variable are reliable (Wijanto 2018). Reliability, according 

to Mohajan (2017), is defined as the consistency of results from other studies on the 

same issue despite changes in methodology used. 

In this investigation, the Cronbach's Alpha Coefficient was employed to assess the 

instrument's capacity to provide the required findings. To see how effectively the 

Likert scale items measured the same basic feature, Cronbach's alpha was utilized 

(Pallant, 2002). The influence of customers' habit, awareness, and satisfaction on E-

payment implementation was investigated using Likert scales and the Cronbach 

coefficient's Alpha. For Cronbach Alpha values, George and Maleri (2003) offer the 

following thumb rules: > 0.9 = excellent, > 0.8 equals good, > 0.7 equals acceptable, 

> 0.6 equals doubtful, > 0.5 equals poor, and > 0.5 equals unacceptable in terms of 

reliability and validity. 

Table 4. 7: Overall Reliability Statistics for all variables 

Variable Cronbach's Alpha No of Items 

Customer Habit 0.892 14 

Customer Awareness 0.787 6 

Customer Satisfaction 0.747 12 

 

As presented in Table 4.7 above, about 32 items were used in this analysis to analyze 

the customers' perception on electronic payment implementation. The crobonach’s 

alpha of for Cusomer’s habit is 0.892, Customer Awareness is 0.787 and Customer 

Satisfaction is 0.747 indicate an internal consistency of the scale data.  
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Table 4. 8 Reliability Test for each item included in all Three Variables 

 Scale 

Variance if 

Item 

Deleted 

Corrected 

Item-Total 

Correlation 

Cronbach's 

Alpha if Item 

Deleted 

Motivation: E-payment 

implementation makes me to 

consume more the products and 

services 

459.055 .271 .919 

Motivation: The service of e-

payment during payment 

procedures encourage me to use 

the service 

453.708 .401 .917 

Motivation: The time in use of e-

payment during payment 

procedures facilitate me in my 

consumption 

441.206 .643 .914 

Motivation: The customer care 

service from the e-payment 

services encourage me to use the 

service 

442.349 .637 .915 

Motivation: The knowledge 

sharing procedures of e-payment 

services lead to know the service 

more and more 

440.025 .698 .914 

Attitude: I feel e-payment 

implementers are important 

432.377 .794 .912 

Attitude: I feel the use of e-

payment is fair 

456.443 .356 .918 

Attitude: I feel customers are 

strong in using e-payment 

443.362 .614 .915 

Attitude: Using e-payment device 

is easy 

444.373 .614 .915 
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Attitude: I can use e-payment 

without relying on someone help 

439.022 .714 .914 

Lifestyle: Using of e-payment is 

wastage of time 

431.989 .792 .912 

Lifestyle: My friends and relative 

doesn’t use e-payment systems 

430.786 .766 .912 

Lifestyle: Normally I do not 

demand for e-payment receipts 

430.596 .798 .912 

Lifestyle: As a customer I feel 

shay to demand the e-payment 

receipts 

460.169 .280 .919 

Lifestyle: I normally use normal 

payment procedures, then no need 

for e-payment 

455.753 .354 .918 

Learning: E-learning provides 

automating the payment process 

468.274 .105 .921 

Learning: E-learning enhance to 

payment site that encourages 

payments 

436.865 .735 .913 

Learning: E-learning increases the 

conversion rate between servers 

and users 

432.377 .794 .912 

Learning: Do you have an 

opportunity in managing e-

learning payments through 

convenient client interface 

465.956 .180 .919 

Technological exposure: I have an 

idea about the use of electronic 

payment 

433.181 .783 .913 

Technological exposure: I have 

experienced with e-payment 

procedures 

450.861 .434 .917 
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Technological exposure: I have a 

satisfactory knowledge to pay for 

the services via electronic 

methods 

449.617 .482 .916 

Facilitating conditions: I satisfied 

with using e-payment more than 

traditional methods 

434.237 .774 .913 

Facilitating conditions: I have 

well-servicing conditions (like 

internet access) that are favorable 

in satisfying and use electronic 

payments 

436.262 .654 .914 

Facilitating conditions: My living 

conditions (rural/urban) makes me 

to be aware with e-payment 

462.075 .233 .919 

Performance expectancy: I gain 

more time when I use e-payment 

452.169 .399 .917 

Performance expectancy: As a 

customer electronic payment 

optimize my financial operations 

458.905 .287 .919 

Performance expectancy: 

Electronic payment allows me to 

make my payments quicker 

441.488 .616 .915 

Performance expectancy: I will 

improve my purchasing power 

using electronic payment 

464.703 .153 .920 

Effort expectancy: Learning to 

use electronic payment is easy 

476.525 -.070 .923 

Effort expectancy: It’s easy to 

enter in the electronic payment 

page 

472.804 .007 .922 
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Effort expectancy: It’s easy to use 

electronic payment service 

skillfully 

480.368 -.157 .923 

Effort expectancy: I do not have 

any doubts about what I’m doing 

when I’m using the service 

474.943 -.038 .922 

Price value: The growth of 

electronic payments can 

substantially reduce the social 

cost of a customer’s payment 

system 

469.535 .062 .922 

Price value: The demand for 

payment instruments is derived 

from their use in transactions 

436.865 .735 .913 

Price value: Electronic payment 

methods allow processing in all 

faster, cheaper and decrease in 

customer’s indirect costs 

432.377 .794 .912 

Price value: Electronic payment 

provide customers with 

substantial incremental value, 

especially compared with 

traditional payment methods 

460.887 .271 .919 

 

4.3 The Effect of Customers' Habit of Payment on Electronic Payment 

Implementation  

This is the first objective of the study, the researcher wanted to show the effect of 

customers’ habit of payment on electronic payment implementation in public sector 

organizations. Both descriptive and inferential statistics were analyzed, interpreted, 

and discussed. 
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4.3.1 Descriptive Statistics for Customers’ habit 

The study involved descriptive statistics where mean, standard deviation, skewness, 

and kurtosis were performed. Table 4.11 below shows the distribution of the results 

of all items for customers' habits. 

Table 4. 9: Descriptive Statistics for Customers’ Habit 

Item  Mean 

Statistic 

Std. 

Deviation 

Statistic 

Skewne

ss 

Statistic 

Kurtosis 

Statistic 

Motivation: E-payment 

implementation makes me 

consume more the products and 

services 

2.70 1.196 .451 -.473 

Motivation: The service of e-

payment during payment 

procedures encourages me to use 

the service 

2.61 1.133 -.309 -547 

Motivation: The time in use of e-

payment during payment 

procedures facilitate my 

consumption 

2.71 1.176 .260 -.658 

Motivation: The customer care 

service from the e-payment 

services encourage me to use the 

service 

2.76 1.146 -.214 .728 

Motivation: The knowledge 

sharing procedures of e-payment 

services lead to know the service 

more and more 

2.55 1.128 .318 -.926 

Attitude: I feel e-payment 

implementers are important 
2.73 1.226 -.352 .803 

Attitude: I feel the use of e-

payment is fair 
2.58 1.097 .295 -.452 
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Attitude: I feel customers are 

strong in using e-payment 
2.80 1.147 -.147 -.591 

Attitude: Using an e-payment 

device is easy 
2.83 1.109 .105 -.553 

Attitude: I can use e-payment 

without relying on someone help 
2.54 1.138 -.312 .951 

Lifestyle: Using e-payment is a 

wastage of time 
2.70 1.240 .282 -.991 

Lifestyle: My friends and 

relative does not use e-payment 

systems 

2.75 1.316 .295 -1.065 

Lifestyle: Normally, I do not 

demand e-payment receipts 
2.72 1.271 .318 -.990 

Lifestyle: As a customer, I feel 

shay to demand the e-payment 

receipts 

2.85 1.083 -.202 .560 

Lifestyle: I normally use normal 

payment procedures, then no 

need for e-payment 

2.90 1.143 .104 -.653 

Learning: E-learning provides 

automating the payment process 
2.65 1.080 .224 .844 

Learning: E-learning enhance a 

payment site that encourages 

payments 

2.45 1.175 -.365 -.993 

Learning: E-learning increases 

the conversion rate between 

servers and users 

2.73 1.226 .352 .803 

Learning: Do you have an 

opportunity in managing e-

learning payments through a 

convenient client interface 

2.84 .959 .029 1.409 
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Table 4.9 indicate that the overall means score for all items included in customers' 

habit is below 3.00. This implies that lifestyle, learning, attitude, and motivation 

support the analysis that the customer has a poor perception of e-payment hence 

affecting the implementation of e-payment.  

4.3.2 Inferential Statistics for Customers’ Habit of Payment 

The multiple regression analysis was used to deliver the effect of customers' habits 

on electronic payment implementation. Lifestyle, learning, attitude, and motivation 

were used as the variable to predict the quality of service provided in e-payment 

implementation in the public sector. Below, Figure 4.2 shows the necessity of using 

multiple regression analysis as the plot indicates a linear relationship of the variables.  

 

Figure 4. 2: Scatter Plot for Customers Habit 
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4.3.3.1 Regression Model Goodness of Fit for Customers’ habit of Payment 

As presented in Table 4.10, the coefficient of determination (R square) is 0.509 

(50.9%), which indicates explained variation from the total variation. These results 

suggest the model's goodness of fit; hence, the explained variation exceeds 

unexplained variation from the total variation.  

Table 4. 10: Model Summary for Customers’ Habit of Payment 

Model R R Square Adjusted R 

Square 

Std. Error of the 

Estimate 

1 .713a .509 .487 .42394 

Also, the analysis as presented in Table 4.11 below revealed a regression of 

64.070and a residual of 6.184. These results indicate the goodness of fit of the 

model; hence the regression results exceed those of residual.  

Table 4. 11: ANOVA Test for Customers’ habit of Payment 

Model Sum of Squares Df Mean 

Square 

F Sig. 

 

Regression 64.070 4 16.018 227.930 .000b 

Residual 6.184 88 .070   

Total 70.254 92    

 

4.3.4 Variables in Equation for Customers’ habit of Payment 

Inferential statistics were used to analyze the effect of customers' habits of payment 

on e-payment implementation. Based on the nature of the data, multiple regression 

analysis was adopted in this section. Table 4.12 presents the information drawn in the 

following mathematical equation of the multiple regression model below.  

Y = -0.123 + 0.015X1 + 0.598X2 + 0.342X3 + 0.077X4 + Ԑ 

Where: 

 X1= Motivation 

 X2= Attitude  

 X3= Lifestyle 

 X4= Learning  
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 Ԑ = Error term  

 Y = E-payment implementation (Accessibility) 

Table 4. 12: Customers' habit on e-payment implementation 

 B Std. 

Error 

Beta T Sig Toler

ance 

VIF 

 

(Constant) -.123 .112  -1.092 .278   

Motivation .016 .059 .015 .270 .788 .305 3.279 

Attitude .644 .089 .598 7.262 .000 .147 6.786 

Lifestyle .315 .044 .342 7.167 .000 .439 2.280 

Learning .094 .061 .077 1.529 .130 .390 2.562 

Accesibility = -0.123 + 0.015X1 + 0.598X2 + 0.342X3 + 0.077X4 + Ԑ 

 4.3.4.1 Lifestyle 

The study findings, as presented in Table 4.12 revealed, lifestyle is positively 

significantly related to electronic payment implementation in the public sector at p= 

0.000. Also, the findings indicate that at every 1 unit increase in lifestyle, electronic 

payment implementation will increase by 34.2%. These results were in line with 

Wulantika & Zein, (2020) which show how much influence the E-Wallet has on 

community behavior. Ultimately, the community experienced many changes, one of 

which is changing consumer behavior in daily life. Nowadays, social life cannot be 

separated from information system technology, where technology has entered all 

aspects of social life. With various business strategies that startups have done, this E-

Wallet is easily accepted by the general public. These results were supported by 

qualitative findings which exhibit: 

 “Majority of customers are normally using e-payment in their 

businesses not for our effort but they feel to implement it as one of 

their behavior and lifestyle to encourage on the use of EFD 

machine." An interview was done with one TRA staff in Ilala 

municipality on 17th August 2021.  
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4.3.4.2 Learning 

As presented in Table 4.12 revealed that learning is positively related and not 

significant to electronic payment implementation in the public sector at p= 0.130. 

These results were in line with those of Rawash & Al-Tal, (2020) who indicated that 

self-efficacy, ease of use, performance expectation, and perceived gain have a 

significant association with the intention of the learners to adopt E-payment, while 

security and perceived danger have a significant connection. Be that as may, the 

comes about activated out that belief has an immaterial relationship with the learners' 

purposeful to utilize E-payment frameworks. These results were supported by 

qualitative findings which exhibit: 

“We actually teach the customers on the use of EFDs machine and 

this helped on the other side to increase tax collection through e-

payment. For instance, here in Ilala there are staffs who are 

working on training of using EFDs to the customers, this has 

increased the implementation on the use of the system". An 

interview was done with one TRA staff of Ilala municipal on 17th 

August 2021. 

4.3.4.3 Attitude  

The study findings, as presented in Table 4.12 revealed, attitude is positively 

significantly related to electronic payment implementation in the public sector at p= 

0.000. Also, the findings indicate that at every 1 unit increase in attitude, electronic 

payment implementation will increase by 59.8%. These results were supported by 

Blommé & Lindbäck, (2010) who established the model showed that convenience 

was the most beneficial attribute in mobile payment, followed by security and then 

privacy. Security was the attribute that the survey participants valued the most 

regarding payment methods, but they also thought mobile payment would lack the 

most. Therefore, security was determined to be the most important aspect of the 

success of mobile payment. 

Likewise, Jing et al., (2018) reported that payment culture (measured by coverage of 

mobile payment context and uncertainty avoidance) and security measures (measured 

by security technology protection, security rules and policies, and security 
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responsibility commitment) have significantly positive impacts on the perceived 

security and trust, except that the positive impact of security on trust is not 

supported. 

4.3.4.3 Motivation 

The study findings, as presented in Table 4.12 revealed, motivation is positively 

related and not significant to electronic payment implementation in the public sector 

at p= 0.788. These results were supported by Chemingui and Ben lallouna, (2013) 

that there were certain roadblocks to people wanting to use mobile financial services 

when it came to mobile banking uptake. Customers' aversion to change their routines 

and behaviors by permitting connection with service providers through mobile 

services and the offers presented was a big hurdle. (Cao, 2016) Customers are 

motivated to use services that are compatible with their needs and behaviors; another 

factor is if they can try the product or service, the emotional enjoyment they 

experience while using the service, and how they perceive the word quality, all of 

which have a positive impact on increasing customers' confidence in the service 

(Mtebe, 2021). 

4.4 Customers' Awareness of Electronic Payment Implementation  

This was the second objective of the study. The author wanted to show the effect of 

customers’ awareness of payment on electronic payment implementation in public 

sector organizations. Both descriptive and inferential statistics were analyzed, 

interpreted, and discussed. 

4.4.1 Descriptive Statistics for Customers Awareness 

The study involved descriptive statistics where mean, standard deviation, skewness, 

and kurtosis were performed. Table 4.12 below shows the distribution of the results 

of all items for customers’ perception. 
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Table 4. 13: Descriptive Statistics for Customers Awareness 

 Mean 

Statistic 

Std. 

Deviation 

Statistic 

Skewne

ss 

Statistic 

Kurtosis 

Statistic 

Technological exposure: I have 

an idea about the use of 

electronic payment 

2.73 1.217 .275 -.946 

Technological exposure: I have 

experience with e-payment 

procedures 

2.65 1.158 .261 .878 

Technological exposure: I have 

a satisfactory knowledge to pay 

for the services via electronic 

methods 

2.57 1.097 -.322 -.446 

Facilitating conditions: I am 

satisfied with using e-payment 

more than traditional methods 

2.77 1.199 .217 .907 

Facilitating conditions: I have 

well-servicing conditions (like 

internet access) that are 

favorable in satisfying and 

using electronic payments 

2.76 1.330 -.277 -1.142 

Facilitating conditions: My 

living conditions (rural/urban) 

makes me aware with e-

payment 

3.26 1.102 .214 1.135 
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The results in Table 4.13 indicate that the overall means score for all items included 

in customers' awareness is below 3.00. This implies that most of the respondents 

agreed that age, education level, facilitating condition, and technological exposure 

are important factors that support the analysis that the customers have low awareness 

of e-payment hence the implementation of e-payment. 

4.4.2 Inferential Statistics for Customers' Awareness on Electronic Payment 

Implementation 

The multiple regression analysis was used to analyze the effect of customers' 

perceptions on electronic payment implementation. Age, education level, facilitating 

condition, and technological exposure was used as the variable to predict the quality 

of service provided in e-payment implementation in the public sector. Below, Figure 

4.3 shows the necessity of multiple regression analysis as the plot indicates multiple 

relationships between variables.  

 

Figure 4. 3 :Scatter Plot for Customers Awareness 
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4.4.2.1 Regression Model Goodness of Fit for Customers' Awareness on 

Electronic Payment Implementation 

As presented in Table 4.14, the coefficient of determination (R square) is 0.808 

(80.8%), which indicates explained variation from the total variation. These results 

suggest the model's goodness of fit; hence, the explained variation exceeds 

unexplained variation from the total variation. 

Table 4. 14: Model summary for Customers' Awareness  

Model R R Square Adjusted R 

Square 

Std. Error of the 

Estimate 

1 .899a .808 .799 .39160 

 

Also, as presented in Table 4.15 below, the analysis revealed a regression of 56.760 

and a residual of 13.495. These results indicate the goodness of fit of the model; 

hence the regression results exceed those of residual.  

Table 4. 15: ANOVA Test for Customers' Awareness 

Model Sum of 

Squares 

df Mean 

Square 

F Sig. 

 

Regression 56.760 4 14.190 92.533 .000b 

Residual 13.495 88 .153   

Total 70.254 92    

 

4.4.2.2 Variables in Equation for Customers’ Awareness on E-payment  

Inferential statistics were used to analyze the effect of customers' awareness of 

payment on e-payment implementation. Based on the nature of the data, multiple 

regression analysis was adopted in this section. Table 4.15 presents the information 

for customers' awareness of e-payment implementation, drawn in the below 

mathematical equation of the multiple regression model.  
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Accessibility = -0.039 + 0.280X1 + 0.038X2 + 0.190X3 + 0.535X4 + Ԑ 

Where: 

 X1= Age 

 X2= Education 

 X3= Technological exposure 

 X4= Facilitating condition 

 Ԑ = Error term  

 Y = E-payment implementation (Accessibility)  

Table 4. 16: Customers' awareness on e-payment implementation 

Accessibility = -0.039 + 0.280X1 + 0.038X2 + 0.190X3 + 0.535X4 + Ԑ 

4.4.3 Education level 

The study findings, as presented in Table 4.16 revealed, that education level is 

positively related and not significant to electronic payment implementation in the 

public sector at p= 0.420. Also, the findings indicate that at every. Also, Shaaban, 

(2020) revealed that ICT know-how has a significant positive effect on using e-

payment systems among bank customers. However, security-related matters have a 

significant negative influence on the use of e-payment systems among bank 

customers. Moreover, Rengaraan et al., (2018) revealed a significant association 

between the age of the respondents and frequent usage of digital payments. Also, the 

findings indicate a significant association between the location of the respondents 

and their awareness of using digital payment.  

 B Std. 

Error 

Beta t Sig Toler

ance 

VIF 

 

(Constant) -.039 .171  -.231 .818   

Age  .236 .058 .280 4.086 .000 .465 2.150 

Education  .023 .028 .038 .809 .420 .969 1.031 

Technological 

exposure 
.189 .065 .190 2.921 .004 .515 1.943 

Facilitating 

condition 
.526 .083 .535 6.359 .000 .308 3.245 
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4.4.4 Facilitating condition  

As presented in Table 4.16, the study findings revealed that facilitating condition is 

positively significantly related to electronic payment implementation in the public 

sector at p= 0.000. Also, the findings indicate that at every 1 unit increase in 

facilitating conditions, electronic payment implementation will increase by 53.5%. 

These results align with those of Pahwer et al., (2020), who indicated that system 

credibility, facilitating conditions, perceived ease of use, and perceived usefulness 

are the most important factors that affect the customer's awareness and slow adoption 

of the E-payment system.  

4.4.5 Technological exposure 

As presented in Table 4.16 revealed that technological exposure is positively 

significantly related to electronic payment implementation in the public sector at p= 

0.004. Also, the findings indicate that at every 1 unit increase in technological 

exposure, electronic payment implementation will increase by 19%. These results 

were in harmony with those of Oyelami et al., (2020), who indicated that electronic 

payment influences consumers' purchase decisions and thus increasing consumers’ 

spending growth in Nigeria. 

4.4.6 Age 

The study findings, as presented in Table 4.16 revealed, age is positively 

significantly related to electronic payment implementation in the public sector at p= 

0.000. Also, the findings indicate that at every 1 unit increase in age, electronic 

payment implementation will increase by 28%. These results are in line with those of 

Adharsh et al., (2018), who revealed that out of all the transactions through e-

payments, the higher percentage is done by Indian youth. Therefore, if the youth is 

the most aged group in the implementation of e-payment, the increase in age of these 

youth is an increase in their knowledge know how to deal with the service. It 

essentially meant that one's age when they are young can have a significant impact 

on the general acceptance of the electronic payment system, whereas as they get 

older, they lose interest in the value the electronic payment system can provide, and 

thus have a negative attitude toward its general acceptance. Similar findings have 

been made in the United States. Dewan et al. (2009), as well as Laukkanen and 
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Pasanen (2008) in Finland, demonstrated that mobile technology has a place in 

today's technological environment. 

4.5 Customer Satisfaction on Electronic Payment Implementation 

This was the third objective of the study. The researcher wanted to show the effect of 

customers' satisfaction with payment on electronic payment implementation in public 

sector organizations. Both descriptive and inferential statistics were analyzed, 

interpreted, and discussed. 

4.5.1 Descriptive Statistics for Customer Satisfaction 

The study involved descriptive statistics where mean, standard deviation, skewness, 

and kurtosis were performed. Table 4.17 below shows the distribution of the results 

of all items for customers’ satisfaction. 
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Table 4. 17: Descriptive Statistics for Customer Satisfaction 

 Mean 

Statist

ic 

Std. 

Deviation 

Statistic 

Skewness 

Statistic 

Kurtosi

s 

Statistic 

Performance expectancy: I gain 

more time when I use e-payment 
2.45 1.220 .500 .879 

Performance expectancy: As a 

customer, electronic payment 

optimize my financial operations 

2.51 1.148 .229 -.788 

Performance expectancy: Electronic 

payment allows me to make my 

payments quicker 

2.71 1.212 -.393 .697 

Performance expectancy: I will 

improve my purchasing power using 

electronic payment 

2.82 1.233 .002 -1.078 

Effort expectancy: Learning to use 

electronic payment is easy 
2.75 1.139 .007 -.963 

Effort expectancy: It is easy to enter 

in the electronic payment page 
2.84 1.106 -.278 .782 

Effort expectancy: It is easy to use 

electronic payment services 

skillfully 

2.97 1.026 .181 -.610 

Effort expectancy: I do not have any 

doubts about what I am doing when 

I am using the service 

2.91 1.120 -.078 .839 

Price value: The growth of 

electronic payments can 

substantially reduce the social cost 

of a customer’s payment system 

2.66 1.229 .259 -.836 

Price value: The demand for 

payment instruments is derived from 

their use in transactions 

2.45 1.175 -.365 -.993 

Price value: Electronic payment 

methods allow processing in all 

faster, cheaper and decrease in 

customer’s indirect costs 

2.73 1.226 -.352 .803 

Price value: Electronic payment 

provide customers with substantial 

incremental value, especially 

compared with traditional payment 

methods 

3.22 1.062 .447 -1.004 
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The results in Table 4.16 indicate that the overall results for the means score for all 

items included in customers' satisfaction are below 3.00. This implies that most of 

the respondents agreed that price value, performance expectancy, and effort 

expectancy support the analysis that the customers have poor satisfaction with e-

payment services hence factors that bring about the slow implementation of e-

payment. 

4.5.2 Inferential Statistics for Customers Satisfaction on electronic payment 

implementation 

The multiple regression analysis was used to analyze the effect of customers’ 

satisfaction on electronic payment implementation. Price value, performance 

expectancy, and effort expectancy were used as the variable to predict the quality of 

service provided in e-payment implementation in the public sector. Below, Figure 4 

shows the necessity of using multiple regression analysis as the plot indicates 

multiple relationships of the variables.  

 

Figure 4. 4: Scatter Plot for Customers' Satisfaction 
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4.5.2.1 Regression Model Goodness of Fit for Customers Satisfaction on 

electronic payment implementation 

As presented in Table 4.17, the coefficient of determination (R square) is 0.544 

(54.4%), indicating the variation from the total variation. These results suggest the 

model's goodness of fit hence, the explained variation exceeds unexplained variation 

from the total variation.  

Table 4. 18: Model Summary for Customers Satisfaction  

Mo

del 

R R Square Adjusted R 

Square 

Std. Error of the 

Estimate 

1 .748a .559 .544 .59009 

 

Also, as presented in Table 4.18 below, the analysis revealed a regression of 39.264 

and a residual of 30.991. These results indicate the goodness of fit of the model; 

hence the regression results exceed those of residual.  

Table 4. 19: ANOVA Test for Customers Satisfaction 

Model Sum of 

Squares 

Df Mean 

Square 

F Sig. 

 

Regression 39.264 3 13.088 37.586 .000b 

Residual 30.991 89 .348   

Total 70.254 92    

 

4.5.3 Variables in Equation for Customers Satisfaction on E-payment  

The multiple regression analysis was used to deliver the effect of customers’ 

satisfaction on electronic payment implementation. Performance expectancy, effort 

expectancy and price value were used as the variable to predict the quality of service 

provided in e-payment implementation in public sector. Table 4.20 presents the 

information for customers’ satisfaction on electronic payment implementation, drawn 

in the below mathematical equation of the multiple regression model.  
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Accessibility = 1.150 + -0.272X1 + 0.629X2 + 0.143X3 + Ԑ 

Where: 

 X1= Effort expectancy 

 X2= Price value 

 X3= Performance expectancy  

 Ԑ = Error term  

 Y = E-payment implementation (Accessibility) 

Table 4. 20: Customer Satisfaction on Electronic Payment Implementation 

Model  B Std. 

Error 

Beta T Sig Toleran

ce 

VIF 

 

(Constant) 1.150 .301  3.815 .000   

Effort 

expectancy 
-.259 .068 -.272 -3.795 .000 .963 1.038 

Price value .726 .095 .629 7.666 .000 .736 1.358 

Performance 

expectancy 
.141 .083 .143 1.712 .090 .714 1.401 

Accessibility = 1.150 + -0.272X1 + 0.629X2 + 0.143X3 + Ԑ 

4.5.3.1 Performance expectancy  

The study findings, as presented in Table 4.20 revealed, that performance expectancy 

is positively significant and related to electronic payment implementation in the 

public sector at p= 0.090. These results are in harmony with those of Tariq, (2020) 

revealed that the service quality of e-payment had a positive impact on e-payment 

users’ satisfaction. Also, the results were against with those of Al-Emran et al., 

(2019) which revealed that perceived benefit and performance expectancy have a 

significant positive relationship with the students' intention to use e-payment 

systems, whereas perceived security/privacy and perceived risk exhibited a 

significant negative relationship. However, the results showed that trust has an 

insignificant relationship with the students' intention to use e-payment systems. The 

results acquired from this research provide fresh and up-to-date information on the e-

payment systems adoption in the higher educational institutions. On the other hand, 

Dong, (2018) reported that performance expectancy, social influence, and facilitating 

https://www.researchgate.net/profile/Mostafa-Al-Emran
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conditions did not affect Chinese customers' decision to use mobile payment in 

Bangkok. 

4.5.3.2 Effort expectancy 

The study findings, as presented in Table 4.20 revealed, that effort expectancy is 

negatively significantly related to electronic payment implementation in the public 

sector at p= 0.000. Also, the findings indicate that at every 1 unit increase in effort 

expectancy, electronic payment implementation will decrease by 27.2%. These 

results are in harmony with those of Alhammadi, (2020) who revealed that the 

service quality of e-payment had a positive impact on e-payment users' satisfaction. 

Likewise, Dong (2018) in his study reported that effort expectancy and relative 

advantage were the two significant factors that affected Chinese customers’ decision 

to use mobile payment in Bangkok at the significant level of .05. Consequently, in 

their study, Commer et al., (2018) showed that the performance expectancy and 

effort expectancy significantly influence the behavioral intentions to adopt mobile 

commerce.  

4.5.3.3 Price value  

The study findings, as presented in Table 4.20 revealed, that price value is positively 

significantly related to electronic payment implementation in the public sector at p= 

0.000. Also, the findings indicate that at every 1 unit increase in price value, 

electronic payment implementation will increase by 62.9%. These results are in 

harmony with those of Alhammadi & Tariq, (2020) who revealed that the service 

quality of e-payment had a positive impact on e-payment users’ satisfaction. 

4.6 Electronic Payment Implementation  

Electronic payment implementation was used in this study to assess the accessibility 

of e-payment services as an outcome from the predictor variables. Accessibility was 

used to measure electronic payment implementation to customers of TRA in Ilala 

city because it is easy to be assessed, and accessibility is first on the list of all 

variables under implementation because, without it, others cannot be attained. This 

section was presented with the reliability test and descriptive statistics for the 

accessibility of electronic payment services. 
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4.6.1 Descriptive Statistics  

The results in Table 4.21 indicate that the overall means score for most items 

included in the Accessibility of e-payment is below 3.00. This implies that most of 

the respondents agreed that accessibility is poor; hence supporting the analysis used 

in this case, implementation of e-payment is slow. These results were supported by 

Charles (2018), who revealed that mobile money is the most popular and most 

patronized electronic payment system in Nzega East municipality.  

Table 4. 21: Descriptive statistics for accessibility 

 Mean 

Statisti

c 

Std. 

Deviation 

Statistic 

Skewness 

Statistic 

Kurtosis 

Statistic 

Accessibility: Electronic payment 

is a consistent system 
2.81 1.182 .184 -.864 

Accessibility: Electronic payment 

provides Efficiency service to us 

as customers 

2.78 1.334 .237 -1.173 

Accessibility: Electronic payment 

is a reactive system to the 

customers 

2.73 1.199 .229 -.814 

Accessibility: Electronic payment 

provides accurate services and 

information 

2.89 1.098 .117 -.688 

Accessibility: Electronic payment 

services are available all the time 
2.45 1.175 .365 -.993 

Accessibility: Electronic payment 

is a flexible system 
2.80 1.239 .224 -.927 

Accessibility: Electronic 

payment’s professional help is 

always available 

3.08 1.125 .457 -.933 

Accessibility: Electronic payment 

services are affordable any time 
2.73 1.226 .352 -.803 
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CHAPTER FIVE 

CONCLUSION AND RECOMMENDATIONS 

5.0 Introduction 

This chapter summarizes the findings, conclusion, and recommendations of the study 

conducted in Ilala city to explore the influence of customers' perception on electronic 

payment implementation in public sector organizations.  

5.1 Summary of the Findings 

This study was conducted in Ilala city. Ilala is a city in Dar es Salaam with the 

highest population of 634,924 people among all municipals in Dar es Salaam (URT, 

2012). This vast population analyzes the researcher to determine the high number of 

e-payment customers in the city. The findings revealed that: 

i. Customers' habit on electronic payment implementation in Public Sector 

Organization 

The multiple regression analysis was used to deliver the effect of customers' habits 

on electronic payment implementation. Lifestyle, learning, attitude, and motivation 

were used as the variable to predict the quality of service provided in e-payment 

implementation in the public sector. The findings revealed that lifestyle, learning, 

and attitude of customers in using e-payment are positively significantly related to 

electronic payment implementation through the accessibility of electronic payment. 

On the other side, motivation seems to be positively related but not significant to 

electronic payment implementation. Therefore, the government through TRA shall 

consider using their ability to invest (advertisement and promotion) in the learning, 

attitude, and lifestyle to influence the implementation of e-payment in public sector 

organizations. However, much emphasis should be on motivation to capture the mind 

of customers to be motivated to use electronic payment to enhance the influence of 

the implementation of the public sector.  

ii. Customers' awareness of the importance of electronic payment 

implementation in Public Sector Organizations 

Age, education level, facilitating condition, and technological exposure was used as 

the variable to predict the quality of service provided in e-payment implementation 

in the public sector. Also, multiple regression analysis was used to deliver the effect 
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of customers' awareness on electronic payment implementation. The findings 

revealed that; age, facilitating condition, and technological exposure of customers in 

using e-payment are positively related to electronic payment implementation. 

Therefore, accessing electronic payment is influenced by the age of the customers, 

facilitating conditions that will enable customers to access the service without any 

economic, social, and political problems and technological exposure in which is 

supported by the customers themselves to be exposed by the new technologies.  

iii. Customers’ satisfaction on electronic payment implementation in Public 

Sector Organizations 

The multiple regression analysis was used to deliver the effect of customers' 

satisfaction on electronic payment implementation. Performance expectancy, effort 

expectancy, and price value were used as the variable to predict the quality of service 

provided in e-payment implementation in the public sector. The findings revealed 

that performance expectancy is positively related and not significant, effort 

expectancy and price value significantly affect the electronic payment 

implementation. For customers, it is now essential that they are satisfied with the 

services supplied by specific applications. The outstanding outcomes achieved as a 

result of the electronic payment deployment, as well as the benefits. 

5.2 Conclusion  

From the findings, it is then concluded that; there is a significant relationship 

between lifestyle, learning, and attitude of customers to the electronic payment 

implementation in Ilala city. Nowadays, social life cannot be separated from 

information system technology, where technology has entered all aspects of social 

life. Be that as may, the comes about activated out that belief has an immaterial 

relationship with the learners' purposeful to utilize E-payment frameworks. 

Therefore, using these results, social interaction, provision of e-payment education, 

and psychological education are highly needed to impact the implementation of 

electronic payment.  

However, the findings from qualitative information are against the view of 

customers, and the study concluded that there is average awareness of using e-

payment to the customers of Ilala city. Therefore, if the youth is the most aged group 
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in the implementation of e-payment, the increase in age of these youth is an increase 

in their knowledge know how to deal with the service. Also, the customers' 

awareness of the importance of electronic payment is affordable. Therefore, there is a 

need to conduct e-payment education to increase the sense of awareness to the 

customers on how they can use the system. (Alghamdi, 2011) 

Performance expectancy has no significant though has a positive relationship with 

the customers' intention to use e-payment systems. In contrast, effort expectancy was 

revealed to affect customers' decision to implement e payment. Furthermore, on price 

value, the study revealed that the service quality of e-payment had a positive impact 

on e-payment users’ satisfaction. 

5.3 Recommendations 

5.3.1 Recommendation for customers on e-payment  

a) Based on findings and discussion, customers should be provided with 

awareness through building workshops to facilitate them in the effective use 

of electronic payment. This will increase the implementation of the system in 

public sector organizations. Therefore, competent personnel from the 

Tanzania Revenue Authority could be used in these training and workshop.  

b) The customers are supposed and suggested to use the electronic payment to 

be in line with today's world of technology. This will assist them not only for 

their safety but also for their government in tax avoidance and evasion.  

Therefore, the government is responsible for making advertisements and 

promotions to emphasize the customers using electronic payment.  

5.3.2 Theoretical Recommendations 

Theoretical approaches is needed in order to adhere the influence of customers’ 

perception on e-payment through public sector organization. Through this the 

following recommendations are provide to the government through theoretical 

approaches;  

a) The Government should work closely to ensure that traders and customers are 

intensively educated. The government should take overall responsibility for 

ensuring that citizens are highly sensitized and educated on the importance of 
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issuing and demanding EFD receipts. This could be done through the radio, 

television, newspapers, brochures, leaflets, etc. Specific training sessions and 

sensitization campaigns could also be directed at traders. 

b) The government should enhance the enforcement of e-payment laws and 

regulations. To do this, the courts, police, and other intelligence organs are 

recommended to work closely with TRA to address unlawful practices.   

c) TRA should therefore enhance the training of its internal staff (mainly 

technicians) to ensure that appropriate human capacity is available to service 

and maintain EFDs. The technicians should promptly undertake repairs and 

maintenance of EFDs to keep them in good condition and ensure continuous 

applications of EFDs machines in tax collection to enhance effective 

implementation of e-payment. 

5.3.3 Policy recommendations 

There should be an effective government policy that might reflect the 

involvement of customers in the implementation of electronic payment. This 

will enable in a supportive way the implementation of the system in public 

sector organizations.  

5.4 Area for further studies 

a) A study can be conducted on assessing the effect of the government 

policy on ensuring effective implementation of e-payment in the public 

sector.  

b) Also, the researcher suggests further research on using longitudinal 

studies. 

c) The study only focused on Public organizations in the Ilala City Dar es 

salaam region. To get more widely results, further research could develop 

a research location in some areas. 



64 

REFERENCES 

Abukhzam, M., & Lee, A. (2010) Factors affecting bank staff attitude towards e- 

banking adoption in Libya.The Electronic Journal on Information Systems 

in Developing Countries,42(1), 1-15. 

Afsharpour, M., & Pahlevani, M. (2013). Review and prioritization of payment tools 

and equipment of e-banking using Analytical Hierarchy Process (AHP). In 

Seventh National Conference and the First International Conference of 

Ecommerce and Economy, Tehran. 

Alghamdi, R., Drew, S., & Al-Ghaith, W. (2011) Factors influencing e-commerce 

adoption by retailers in saudi arabia: a qualitative analysis, The Electronic 

Journal on Information Systems in Developing Countries, 47(1), 1-23. 

Antwi, S. K., Hamza, K., & Bavoh, S. W. (2015) Examining the effectiveness of 

electronic payment system in Ghana: The case of e-ZWICH in the Tamale 

Metropolis. Research Journal of Finance and Accounting, 6(2), 163-177. 

Anyanwu, A. C., Ezugwu, A. E., and Abdullahi, S. E. (2012) Electronic Payment 

System (EPS): Facilitating the development and adoption in Nigeria. 

International Journal of Computer Science Issues, 9(2), 462-467. 

Ayo, C.K., & Ukpeke, W.I. (2010), Design of a secure unified e-payment system in 

Nigeria: A case study. African Journal of Business Management, 4 (9), 1753 

–1760. 

Andrew, D. F., & Rosenzweig , M. R. (2010). Microeconomics of technology 

adoption. Annual Review of Economics, 2(1), 395–424. 

Adharsh, R., Harikrishnan, J., Prasad, A., & Venugopal, J. (2018). Transformation 

towards E-wallet payment systems about Indian youth. International 

Journal of Pure and Applied Mathematics, 119(12), 2583-2594. 

Anthony, D., & Mutalemwa, D. K. (2014). Factors influencing the use of mobile 

payments in Tanzania: Insights from Zantel's Z-pesa Services. Journal of 

Language, Technology, and Entrepreneurship in Africa, 5(2), 69-90. 



65 

Aziz, A., Ahmed, A., & Muneeb, M. (2019). Electronic payment system: A complete 

guide. Journal of Multidisciplinary Sciences, 1(2), 1-17. 

Bezhovski, Z. (2016). The future of the mobile payment as electronic payment 

system. European Journal of Business and Management, 8(8), 127-132. 

Brandsen, T., & Pestoff, V. (2006). Public management review. Co-production, The      

Third Sector and The Delivery of Public Services, 8(4), 493-501. 

Bryman, A. & Bell, E. (2007). Ethical considerations and their applications to 

research. Educational policy and entrepreneurial research. London: Oxford 

Publishers 

Cao, T. K., Dang, P. L., & Nguyen, H. A. (2016). Predicting consumer intention to 

use mobile payment services: Empirical evidence from Vietnam. 

International Journal of Marketing Studies, 8(1), 117- 124. 

Cauana, A., & Malta, M. (2002). Service loyalty: The effects of service quality and 

the mediating role of customer satisfaction. Journal of Marketing Research, 

36(7/8), 811-828. 

CBL. (2014). Central Bank of Libya. Retrieved on 10 Jun ,2019 from 

https://cbl.gov.ly/en/market-operations/ 

Changsu, K., Wang, T., Namchul, S. & Ki-Soo, K. (2010) An empirical study of 

customers perceptions of security and trust in E-payment systems.             

Electronic Commerce Research and Applications, 9(1), 84-95. 

Chen, X., & Li, S. (2016). Understanding continuance intention of mobile payment 

services: an empirical study. Journal of Computer Information Systems, 

57(4), 287-298. 

Cheung, C. M., & Lee, M. K. (2005). Consumer satisfaction with internet shopping: 

a research framework and propositions for future research. In Proceedings 

of the 7th international conference on Electronic commerce (pp. 327-334). 



66 

Coulson, A. (1999). Electronic commerce: The ever evolving online marketplace. 

IEEE Communications Magazine, 37(9), 58-60. 

Creswell, J. W. (2012). Educational research: Planning, conducting and  evaluating 

quantitative and qualitative researches. Lincoln: Pearson Inc. 

Dube, S., & Danescu, D. (2011). Supplemental guidance: Public sector definition. 

Florida: The Institute of Internal Auditor 

Gabriel, M. E., & Ogbodo, U. K. (2013). An empirical analysis of benefits of the 

cashless economy on Nigeria's economic development. Journal of Finance 

and  Account, 7(1), 11-16. 

Gogoski, R. (2012). Payment systems in economy-presend end future tendencies. 

Social and Behavioral Sciences, 44(7), 436-445. 

Goodman-Dean, J., Mieczakowski, A., Johnoson, D., Goldhaber, T., & Clarkson, J. 

(2015). The impact of communication technologies on life and relationship. 

Brisbane: Queensland University of Technology. 

Grönroos, C. (2001). The perceived service quality concept – a mistake? Managing 

Service Quality: An International Journal of Economic, 150-152. 

GSMA. (2020). State of the industry report on mobile money. Barcelona: Bill and 

Melinda Gates Foundation. 

Johnson, B., & Christensen, L. (2017). Educational research: Qualitative, 

quantitative, and mixed approaches. London: SAGE Publishers. 

Kar, A. (2020). What affects usage satisfaction in mobile payments: Digital service 

usage satisfaction mModel. Information Systems Frontiers, 23(4), 1341–

1361 

Kessy, S. (2019). Electronic payment and revenue collection in local government 

authorities in Tanzania. Dar es Salaam: University of Dar es Salaam. 



67 

Kumar, V., & Pansari, A. (2016). Competitive advantage through engagement. 

Journal of Marketing Research, 53(4), 497-514. 

Leadbeater, C., Miller, P., & Demos. (2004). The pro-am revolution: How 

enthusiasts are changing our society and economy. London: Demos. 

Magalla, A. B. (2018). The development of payment systems in Tanzania. A 

discussion on the laws governing electronic cheque Tanzania, 1-75. 

Mangana, K., & Katundu, M. (2018). Determinants for effective implementation of 

electronic payment by hospitals in Tanzania: A Kilimanjaro Christian 

Medical entre Case. Business and Management Horizons, 4(1), 25-32. 

Mbwayo, E. M. (2015). Factors influencing adoption of electronic payments by 

commercial banks in Kenya. Nairobi: University of Nairobi. 

McKinsey & Company. (2020). The 2020 McKinsey global payments 

report.Washington: Global Banking Practice. 

Mihayo, P. J. (2017). Challenges facing using electronic payment systems in 

Tanzania. Dar es Salaam: University of Dar es Salaam. 

Milan, J., M., Ghezzi, A., & Arvidsson, N. (2020). Exploring the growth challenge of 

mobile payment platforms: A business model perspective. Electronic 

Commerce Research and Applications, 40(4), 34-41. 

Ming‐Yen Teoh, W., Choy Chong, S., Lin, B., & Wei Chua, J. (2013). Factors 

affecting consumers' perception of electronic payment. Berlin: Emerald 

Group Publishing Limited. 

Mkoka, I. J. (2014). The factors affecting the adoption of e-banking in 

Tanzaniabanking industry: The Case of banks in Dar es Salaam region. Dar 

es Salaam: Open University of Tanzania. 



68 

Mohamad, S., & Kassim, S. (2017). An overview of E-payment adoption among 

Muslim Micro-Entrepreneurs in Malaysia. International Journal of 

Accounting, 2 (5),49-59. 

Mtebe, J., & Sausi, J. (2021). Revolutionization of revenue collection with 

government e-payment gateway system in Tanzania. East African Journal 

of Science Technology and Innovation 2(3), 1-17. 

Premchand, A., & Choudhry, A. (2015). Future of payments - ePayments. Mumbai: 

Tata Consultancy Services Limited. 

Sadeghi, A.-R., & Schneider, M. (2003). Digital rights management, Volume 

2770.Berlin: Springer, Berlin, Heidelberg. 

Salloum, S., Al-Emran, M., Khalaf, R., Habes, M., & Shaalan, K. (2019). An 

innovative study of e-payment systems adoption in higher education: 

Theoretical constructs and empirical analysis. International Journal of 

Interactive Mobile Technologies, 13 (6), 17-23. 

Schaupp, L.C., & Bélanger, F. (2005). A conjoint analysis of online consumer 

satisfaction. Journal of Electronic Commerce Research, 6(2), 95-101 

Schober, P., Boer, C., & Schwarte, L. A. (2018). Correlation coefficients: appropriate 

use and interpretation. Anesthesia & Analgesia, 126(5), 1763-1768. 

Sekaran, G. (2000). Understanding reliability analysis. International Journal of 

Educational Technology in Higher Education, 17(1), 20-28. 

Shaaban, E., & Alireza, H. (2009) A framework for evaluating electronic commerce 

adoption in Iranian organizations International Journal of Information 

Management 29, (1), 27-36. 

Shaw, N. (2014). The mediating influence of trust in the adoption of the mobile 

wallet. Journal of Retailing and Consumer Services, 21(4), 449-459. 



69 

Shin, J. I., Chung, K. H., Oh, J. S., & Lee, C. W. (2013) The effect of site quality on 

repurchase intention in Internet shopping through mediating variables: The 

case of university students in South Korea. International Journal of 

Information Management, 33(3), 453-463. 

Sumanjeet, S. (2008). Emergence of payment systems in the age of electronic 

commerce: The state of art. Global Journal of International Business 

Research, 2(2), 17-36. 

Silverman, D. (2006). Methods for analyzing talk, text, and interaction (3rd 

ed.).North America: Sage Publications Ltd. 

Thomas, J. (2017). Scholarly views on theory: Its nature, practical application, and 

relation to world view in business research. International Journal of 

Business Management, 12(9), 11-17. 

Trong, N., Truc, V., & Phuong, V. (2020).  Factors affecting the behavioral intention 

and behavior of using e-wallets of youth in Vietnam. The Journal of Asian 

Finance, Economics, and Business, 7(10), 295-302. 

Urio, W. I. (2020). Assessment of government electronic payment gateway system in 

revenue collection. Arusha: Institute of Accountancy Arusha. 

United Republic of Tanzania. (2020). Government electronic payment gateway. 

Ministry of  Finance and Planning. Dar es Salaam: Government Printer 

Vargo, S. L., & Lusch, R. F. (2004). Evolving to a new dominant logic for 

marketing. Journal of Marketing, 68(1), 1-17. 

Venkatesh, V., Morris, M. G., Davis, G. B., & Davis, F. D. (2003). User acceptance 

of information technology: Toward a unified view. MIS Quarterly, 27(3), 

425-478. 

Wegrich, K. (2020). Is the turtle still plodding along? Public management reform in 

Germany. Public Management Review, 23(8), 1107-1116. 



70 

Widayat, W., Masudin, I., & Satiti, N. R. (2020). E-Money payment: Customers’ 

adopting factors and the implication for open innovation. Journal of Open 

Innovation: Technology, Market, and Complexity, 6(3), 57-65. 

Yaokumah, W., Kumah, P., & Okai, E. S. A. (2017). Demographic influences on e-

payment services. International Journal of E-Business Research (IJEBR), 

13(1), 44-65. 

Yan, H., & Yang, Z. (2015). Examining mobile payment user adoption from the 

perspective of trust. International Journal of u-and e-Service, Science and 

Technology, 8(1), 117-130.  

Yang, Z., & Fang, X. (2004). Online service quality dimensions and their 

relationships with satisfaction; A context analysis of customer reviews of 

securities brokerage services. International Journal of service Industry 

Management, 15(3), 79-85. 

Yu, H.C., Hsi, K.H., & Kuo, P. J. (2002) Electronic payment systems: an analysis 

and comparison of types, Technology in Society, 24(3), 331-347. 

Zhou, T. (2014). An empirical examination of initial trust in mobile payment. 

Wireless Personal Communications, 77(2), 1519-1531. 

 

 

 

 

 

 



71 

APPENDICES 

Appendix 1: Questionnaire For Customers 

My names are Joel Mwendamaka, a student of Masters of Business Administration 

at the University of Dodoma (UDOM), Tanzania. I am currently doing academic 

research focusing on “…Influence of customers' perception on electronic payments 

implementation in Tanzania…." I respectively request your participation in this 

study. Your opinion is critical in this questionnaire, and I promise you that 

information shall be kept anonymous. Thank you for your time, and be blessed. 

PART I: RESPONDENT’S PERSONAL INFORMATION 

1. Age of the respondent in years: a) 18 – 20 years [  ] b) 21 – 30 years [  ] c) 30 

– 40 years [  ] d) 41 – 50 years [  ] e) 51 – 60 years  [  ] f) Above 61 years [  ]  

2. Sex of respondent : Male  [  ]  Female [  ] 

3. Highest level of education attained : a) Certificate level  b) Diploma level [ ] 

c)Undergraduate degree [  ] d) Master Degree [ ] e) Doctorate Degree [  ] f) 

Others specify here……………… 

4. Your Occupation a) Government Employee [ ] b) Private Organization 

Employee [  ]    c) Entrepreneur [ ]        (d) Others Specify here 

.......................... 

5. Your Position :a) Accounts and Finance [  ] b) Human Resource Management 

[ ] c) ICT [  ]  (d) Procurement departments [  ] e) Others specify 

here……………… 
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PART II: SPECIFIC INFORMATION BASED ON SPECIFIC OBJECTIVES 

SECTION A: CUSTOMER’S HABIT ON ELECTRONIC PAYMENT 

IMPLEMENTATION IN TANZANIA PUBLIC SECTOR ORGANIZATION 

6. Please indicate the following according to importance as your payment habit 

affects electronic payment implementation in the public sector! 

 Statements  Strongly 

disagree  

Disagree  Neutral  Agree  Strongly 

agree 

a Motivation       

1 The service provided by the public 

sectors regarding the use of e-

payment implementation makes me 

consume more the products and 

services 

1 2 3 4 5 

2 The service of e-payment during 

payment procedures encourage me 

to use the service 

1 2 3 4 5 

3 The time in use of e-payment during 

payment procedures facilitate me in 

my consumption  

1 2 3 4 5 

4 The customer care service from the 

e-payment services encourage me to 

use the service 

1 2 3 4 5 

5 The knowledge sharing procedures 

of e-payment services lead to know 

the service more and more 

1 2 3 4 5 

b Attitude       

1 I feel e-payment implementers are 

important 

1 2 3 4 5 

2 I feel the use of e-payment is fair 1 2 3 4 5 

3 I feel customers are strong in using 

e-payment 

1 2 3 4 5 
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4 Using an e-payment device is easy 1 2 3 4 5 

5 I can use e-payment without relying 

on someone help 

1 2 3 4 5 

c Lifestyle       

1 Using e-payment is a wastage of 

time 

1 2 3 4 5 

2 My friends and relative does not use 

e-payment systems 

1 2 3 4 5 

3 Normally I do not demand e-

payment receipts 

1 2 3 4 5 

4 As a customer, I feel shay to demand 

the e-payment receipts 

1 2 3 4 5 

5 I normally use normal payment 

procedures, then no need for e-

payment 

1 2 3 4 5 

d Learning       

1 E-learning provides automating the 

payment process. 

     

2 E-learning enhances a payment site 

that encourages payments. 

     

3 E-learning increases the conversion 

rate between servers and users. 

     

4 Do you have an opportunity to 

manage e-learning payments through 

a convenient client interface?  
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SECTION B: CUSTOMERS AWARENESS INFLUENCING ELECTRONIC 

PAYMENT IMPLEMENTATION IN TANZANIA PUBLIC SECTOR 

ORGANIZATION:  

SN Statements Strong 

disagree 

Disagree  Neutral  Agree  Strong 

agree  

 Technological exposure       

1 I have an idea about the use 

of electronic payment 

1 2 3 4 5 

2 I have experience with e-

payment procedures 

1 2 3 4 5 

3 I have a satisfactory 

knowledge to pay for the 

services via electronic 

methods 

1 2 3 4 5 

 Facilitating conditions 

 

     

4 I am satisfied with using e-

payment more than 

traditional methods 

1 2 3 4 5 

5 I have well-servicing 

conditions (like internet 

access) that are favorable in 

satisfying and using 

electronic payments 

1 2 3 4 5 

6 My living conditions 

(rural/urban) makes me 

aware with e-payment  

1 2 3 4 5 
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SECTION C: THE INFLUENCE OF CUSTOMER’S SATISFACTION IN 

ELECTRONIC PAYMENT IMPLEMENTATION IN THE PUBLIC SECTOR 

7. Please indicate the following as the customer satisfaction factors to electronic 

payment implementation in the public sector! 

  Strongly 

disagree  

Disagree  Neutral  Agree  Strongly 

agree 

a Performance expectancy       

1 I gain more time when I use 

e-payment 

1 2 3 4 5 

2 As a customer, electronic 

payment optimize my 

financial operations 

1 2 3 4 5 

3 Electronic payment allows 

me to make my payments 

quicker 

1 2 3 4 5 

4 I will improve my 

purchasing power using 

electronic payment 

1 2 3 4 5 

b Effort expectancy       

1 Learning to use electronic 

payment is easy 

1 2 3 4 5 

2 It is easy to enter the 

electronic payment page 

1 2 3 4 5 

  Strongly 

disagree 

Disagree Neutral  Agree  Strong 

agree 

3 It is easy to use electronic 

payment services skillfully 

1 2 3 4 5 

4 I do not have any doubts 

about what I am doing when 

I use the service 

1 2 3 4 5 

c Price value      

1 The growth of electronic 1 2 3 4 5 
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payments can substantially 

reduce the social cost of a 

customer’s payment system  

2 The demand for payment 

instruments is derived from 

their use in transactions 

1 2 3 4 5 

3 Electronic payment methods 

allow processing in all 

faster, cheaper and decrease 

in customer’s indirect costs 

1 2 3 4 5 

4 Electronic payment provide 

customers with substantial 

incremental value, 

especially compared with 

traditional payment methods 

1 2 3 4 5 

 

SECTION D: ELECTRONIC PAYMENT IMPLEMENTATION IN PUBLIC 

SECTOR ORGANIZATION (ACCESSIBILITY) 

14. Do the organizations provide the quality of service to the customers?   

 IMPLEMENTATION 

(Accessibility) 

Strongly 

disagree  

Disagree  Neutral  Agree  Strongly 

agree 

1 Electronic payment is a 

reliable system 

1 2 3 4 5 

2 The electronic payment 

provides Efficiency service 

to us as customers 

1 2 3 4 5 

3 Electronic payment is a 

responsive system 

1 2 3 4 5 

4 The electronic payment 1 2 3 4 5 
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provides accurate services 

5 Electronic payment services 

are available all the time 

1 2 3 4 5 

6 Electronic payment is a 

flexible system 

1 2 3 4 5 

7 Electronic payment’s 

professional help is always 

available 

1 2 3 4 5 

8 Electronic payment services 

are affordable any time 

1 2 3 4 5 
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Appendix 2: Interview Guide For Staffs 

My names are Joel Mwendamaka, a student of Masters of Business Administration 

at the University of Dodoma (UDOM), Tanzania. I am currently doing academic 

research focusing on “Influence of Customer’ Perception on Electronic Payments 

Implementation in Tanzania." I respectively request your participation in this study. 

Your opinion is critical in this questionnaire, and I promise you that your information 

shall be kept anonymous. Thank you for your time, and be blessed. 

An interview will be held with the selected staff (almost eight interviews will be 

conducted) under the below guide: 

1. What are the customers’ choices of payment in electronic payment 

implementation in the public sector? 

2. How are you interpreting the customers ' e-payment awareness on electronic 

payment implementation? 

3. What are the challenges customer faces when applying for e-payment 

implementation in the public sector? 

4. How do these challenges hinder the progress of using e-payments? 

5. What should be done in dealing with these challenges? 

6. How do you engage in dealing with effective e-payment transactions? 

 

 

 

 

 

 


