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Abstract

The aim of this research is to assess the
mediating role of perceived trust (PT) on
consumer adoption of POS e-payment system.
The population of the study comprise of all
bank account holders and this is an unknown
population hence Cochran formula was used to
determine a sample of 400 respondents in
Awka, Anambra State out of which 282
responded. Questionnaire was used to collect
data while partial least squares structural
equations modelling was used to analyse the
data with the aid of XLSTAT-PLSPM 2018 and
based on 2000 bootstrap resample. The results
of the study show that all the variables:
consumer awareness (CA), perceived ease of
use (PEOU) and perceived usefulness (PU) as
well as the mediator perceived trust (PT) have
statistically significant effect with the adoption
of POS, which are in line with literature. The
results of the study also show that PT partially
mediates the effects of CA, PEOU and PU on
POS adoption. These findings have
implications for research, as it will spur
further studies that further integrate how the
causal variables transmit effect on POS and
other e-payments adoption. Most studies have
concentrated on direct effect with measures
and studies of indirect effect still scanty. For
practice, the study points to the need for
operators and regulators to create stronger
awareness and change behaviour as it
concerns POS usage.

Introduction

The Nigerian payments system has undergone
remarkable changes over the years in terms of
the number of instruments, and breadth of
operations; occasioned by new policies and
other revolutions in the environments. In 2006,
the Federal government of Nigeria initiated a
new payment system strategy 2020, which is
part of the overall financial sector strategy
(FSS) 2020, the aims of which are to make the
Nigeria payments system effective, efficient,
technology driven and in line with emerging
global trends. The CBN also came up with its
cashless policy the aim of which is to limit the
amount of cash in circulation and to encourage
people to key into the new payments system.
Mantel (2000) maintain that though the
checkless society has been predicted for
decades, cheques remain the most frequently
used noncash payment method in the US. The
point of sale (POS) or point of purchase (POP)
is the time and place where a retail transaction
is completed. It is the point at which a
customer makes a payment to the merchant in
exchange for goods or after provision of a
service. It is one of the electronic payments (e-
payment) systems occasioned by advances in
technology which is enabling new methods of
banking cum payments to be introduced more
easily and frequently. The advent of
Information and Communication Technology
(ICT) and its wide application in banking and
non-banking institutions in the increasingly
globalizing world lead to the development of
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electronic payment devices and services one of
which is the point of sale (POS) terminals. The
success of this new payment channel for
products and services depends on customer
adoption and usage of the service. For us to

accept that e-payments like the POS is gaining
traction in Nigeria, customer’s acceptance,
attitude and confidence in the system need to
be validated.

Table 1: Market Share in the Electronic Payment in Nigeria 2013-2017

E- Volume (Millions) (Nos. in Brackets | Value in (N¥) (Nos. in Brackets are
payment | are Percentages) Percentages)
segment 2013 | 2014 | 2015 | 2016 |2017 |2013 2014 | 2015 |2016 | 2017
295.3 | 400.1 | 433.6 | 590.2 | 800.5 |2,828.9 | 3676.9 | 3970.2 | 4988.1 | 6437.6
(91.3) | (88.1) | (83.5) | (82.5) | (78.2) | (88.9) | (83.5) |(80.2) | (75.2) | (70.5)
Web 2.9 5.6 8.0 14.0 |29.0 47.3 74.3 91.6 132.4 | 184.6
(internet) | (0.9) | (1.2) |(1.5) |(2.0) |(2.8) | (1.5 (1.7) (8 |20 |(2.0
POS 9.4 208 |33.7 |63.7 |146.3 |161.0 |312.1 |4485 |759.0 |1409.8
(29) | (46) |(6.5) |(8.9 |(14.3) | (5.1) (7.1) ](9.1) | (11.4) | (15.4)
Mobile 158 | 27.7 |439 |47.1 |4738 142.8 |339.2 | 4424 |756.9 |1102.0
(4.9) |(6.1) |(85) |(6.6) |(4.7) |(4.5) 7.7y (89 |(11.4) | (12.1)
TOTALS |323.4 | 455.6 | 519.2 | 715 |1023.6 | 3180.1 | 4391.4 | 4952.7 | 6636.4 | 9134.0

NB: Figures in Brackets are percentage share of total.
Source: Central Bank of Nigeria: Annual Report and Statement of Accounts 2015, 2017.

Table 1 show that ATM has 70.5% of the
market for e-payments in value terms; and
78.2% in terms of volume while POS accounts
for 15.4% of the market in value terms and
14.3% in terms volume by 2017. KPMG 2016
survey of bank customer satisfaction in Nigeria
however show that over 80% of those that use
ATM use it only for withdrawals. POS is
maintaining consistent and steady growth
despite commanding a small share of the
market. Studies have been conducted to
underpin customer behaviour toward electronic
payments systems (Safeena, Abdullah & Date
2010; Khan, 2010; Okeke, 2013 and Gan,
Clemes, Limsombunchai & Weng 2006;
Okeke, Nwatu & Ezeh, 2017). These studies
have established the direct effects of
independent variables on e-payments adoption.
No study has been conducted on the mediating
effect of any of the variables on consumer
adoption/behaviour towards POS in particular
in Nigeria. Mantel (2000) conducted a study in
the United States (US) on why customers pay
bills electronically and employed two models:
new product diffusion model and new market
development model; and the following
variables: security, control, convenience,
consumer resources and awareness were tested.
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Similarly, Osakwe and Okeke (2016) study on
facilitating m-Commerce growth through m-
Money use was based on these variables:
perceived risk, perceived trust, network failure,
cost effectiveness, convenience ease of use
regulator assurance and bank distance, which
they measured with single item each but this
present adopted multiple item measurement for
the variables. This study rely on the following:
ease of wuse, awareness, and perceived
usefulness. Importantly all the variables depend
on trust and as the objectives of the Nigerian
Payments System (NPS) includes inter-alia to
instil public confidence; hence this study
concerns finding out how these variables
influence consumer adoption of POS with trust
as a mediating variable. Mediation analysis is a
statistical method used to help answer the
question as to how some causal agent X
(independent variable(s)) transmits its effect on
Y (dependent) (Hayes, 2013). The aim of this
study is to find out if the IVs (CA, PEOU, and
PU) influence adoption of POS and how. The
study is significant as it contribute to literature
as well as to enhancing the adoption of the
payment system.




Literature and Theoretical underpinning

In understanding customers’ acceptance of
innovations, prior works have adapted the
TAM model (Davis, 1989) which is strongly
connected to the earlier theory of reasoned
action (TRA). Briefly, TRA is about the
linkages between beliefs, attitudes, and
intentional behaviour (Fishbein & Ajzen,
1975). The TRA beliefs were replaced in the
TAM Dby perceived usefulness (PU) and
perceived ease of use (PEOU). According to
Davis (1989), the user’s attitude towards
acceptance of a new system is important for the
successful adoption of any information system.
To be clear, the quality and effectiveness of a
system can only be validated with its level of
users’ acceptance which depends trust. It is no
wonder that TAM, including its extended
version, has been extensively used by scholars
in understanding the success factors behind the
adoption of mobile financial services (MFS)
such as POS (cf. Chauhan, 2015; Dass & Pal,
2011; Tobbin, 2010). In a similar fashion,
Morgan and Ravindran (2014) in their work
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adopted a revised TAM, which the authors
referred to as “A Reduced Form Technology
Consumer Product Adoption Model” (p. 6) to
study important factors impacting the
interaction(s) between home Internet and
mobile device use in the US context. The
model incorporates perceived affordability,
perceived risk, and user demographics among
others to evaluate US consumers’ use of home
Internet as well as mobile devices (see Morgan
& Ravindran, 2014). Also, from the
perspective of the Kenyan consumers, Lule,
Omwansa, and Waema (2012) applied the
extended TAM model by adding three
variables— transaction cost, perceived norm,
and perceived self-efficacy — to study
mBanking adoption in Kenya. All these studies
dwell on other aspects of financial innovations
but our study is on POS which has attracted
limited attention in this part of the world. The
variables used in this study are: perceived
usefulness, perceived ease of use, and
awareness with perceived trust as the mediating
variable.

Figure 1: The proposed research model

Perceived Usefulness (PU): Perceived
usefulness relates to whether a customer sees a
particular system as relevant to the
performance of his day to day activities. It is
seen as the most prominent belief in TAM and
explains that a user’s perception about latent
benefits of using a technology based product
elicits positive feelings towards it (Davis,
1989; Davis, Bagozzi, & Warshaw, 1989).
Some of the latent benefits for a user (as
reported in the literature) are the reduction of
time and effort to complete a task, better
control during interaction with the system, and
greater expediency (see Davis et al., 1989).

Equally, empirical evidence shows that PU is a
strong predictor of consumer adoption of an
innovation (cf. Adesina & Ayo, 2010; Dass &
Pal, 2011; Tobbin, 2010; Osakwe & Okeke,
2016; Okeke et al. 2017). If customers perceive
POS as useful, it will create an atmosphere of
trust that will eventually lead adoption of the
POS payment system. Based on this the
following hypotheses are proposed:

Hia: PU has a significant and positive effect on
adoption of POS.

Hip: PT mediate the significant and positive
effect of PU on POS adoption.
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Perceived Ease of Use (PEOU): This refers to
the extent to which a customer believes that an
innovation is easy to use and that it requires
little or no effort to use (Davis, 1989). PEOU is
one of the constructs in the original TAM
model. An individual would opt for a product
from a range of available options if it requires
little or no effort to use (Davis, 1989). Over the
years, several studies have clearly
demonstrated about the predictive ability of on
the perceived usefulness of an innovative
service as well as its actual adoption rate (for
example, see Adesina & Ayo, 2010; Dass &
Pal, 2011; Tobbin, 2010). Also in the realm of
mobile technology use, a number of studies
point out the importance of the PEOU in the
adoption story of mobile enabled services (e.g.,
Adesina & Ayo, 2010; Rusu & Shen, 2012;
and Osakwe & Okeke, 2016; Okeke, et al.
2017). While previous studies agree that PEOU
influence adoption of an innovation like POS
little is known on its effect on trust that will
lead to adoption of POS. It is expected that
PEQU relate positively with trust as a mediator
variable that will in turn positively affect
customer adoption of POS. Based on this, the
following hypotheses are proposed:

H.a: PEOU has a significant and positive effect
on adoption of POS.

Hop: PT mediate the positive and significant
effect of PEOU on adoption of POS.

Consumer Awareness (CA): New product
diffusion theories point to the important role of
consumer awareness in promoting adoption.
There is relatively little public data on
consumer awareness and perceptions of
electronic payment. Clearly, communications
efforts in the early stages of an innovation and
product life cycle is fundamentally important
when compared to communications efforts
used for more mature products. Studies have
also shown that a consumer’s awareness is
fundamental for online channel adoption
(M’sallem & Mzoughi 2009; Okeke, et al.
2017). This study aims among others to
ascertain the relation between consumer
awareness and trust and subsequently adoption
of POS in paying for goods and services by
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customers. Many studies on innovation
adoption rarely use awareness but it is included
in this study because it is considered important
for an innovation like POS in a developing
economy. Based on this the following
hypotheses are proposed:

Hsa.. CA has a significant and positive impact
on customer PT of POS.

Hap: PT mediate the significant and positive
impact of CA on customer adoption of POS.

Perceived Trust (PT): Trust is a critical factor
in the success of the adoption of mobile
platforms (Masinge, 2010). According to Kim,
Chung, and Lee (2011), trust is a psychological
expectation that the trusted party will not
behave opportunistically. It is defined as the
feeling of security and willingness to depend
on someone or something (Kim et al., 2011).
Arguably, the adoption of mobile platforms has
fallen short of wvarious service providers’
expectations and this might be ascribed to a
lack of (initial) trust on the part of several
prospective adopters (see Kim et al., 2011,
Osakwe, 2013). As shown in Table 1 on e-
payments market in Nigeria, ATM commands
more than 70% of the market in volume and
value terms. Since the emergence of e-
payments the objective of the payments system
include among others to open channels for
effective information dissemination, customer
convenience orientation and total quality
delivery. Hence it has been suggested that users
experience with mobile platforms correlate
with initial trust (Masinge, 2010). Thus, lack of
trust will impede the usefulness and the overall
adoption rate of technology-based services like
POS. As Osakwe (2013) maintains that the
Nigerian society is characterised by high level
of mistrust and this has implications for the
adoption of technology based payment system
like POS. This mistrust is further exacerbated
by the overly skewed income distribution and
endemic poverty in the country. A study
conducted by Zhou (2011) found that the main
factors that affect initial trust are structural
assurance and information quality. Information
quality and system quality significantly affect
perceived usefulness and that initial trust




affects perceived usefulness and both of these
factors predict the usage intention of the POS.
In this study, it is expected that PT mediates
PU, PEOU, convenience, awareness level,
security; to impact POS adoption. Based on
this the following hypothesis is proposed:

Hy: PT as a mediator variable will
significantly and positively impact customer
adoption of POS.

Methodology

This study was conducted in Awka, Anambra
State; and the data were collected with
structured questionnaire and each of the five
variables used was measured with four items
on a five point Likert scale- of: strongly agree,
agree, undecided, disagree, and strongly
disagree. The sampling procedure adopted this
is quota sampling method and this sampling
method was chosen to allow for the selection of
respondents from the different gender,
educational background and age in the sample.
Before giving a copy of the questionnaire to a
respondent, a feeler question is asked whether
the person uses POS and if the answer is No we
discontinue with that respondent. The
population of the study consists of all bank
account holders in the State and this is an

Table 2: Descriptive Statistics
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infinite population hence the Cochran formula
for infinite population was used to determine
the sample size thus: n = (Z% *P*Q)/e?, where
Z = standard normal deviation which at .05
margin of error is 1.96; P = the estimated
proportion of the population with the desired
attribute which in this case is the use of POS
and which from our preliminary study is 50%
or .5; Q =1 — P which is 50% or .5; while e =
is the desired margin of error which in this
study is 5% or .05. Thus, the study was based
on an approximate sample of 400 respondents
that make use of POS; out of which 282 copies
were returned and certified usable. This
represents a response rate of 70.5 percent and
is considered appreciable for a study of this
nature. The demographic variables used in the
study are: gender, marital status, income, age
bracket, occupation and education. Analyses of
these socio-demographics show that the
respondents have requisite education, income,
occupation among others to understand the
import of the study. The responses are equally
not skewed to any gender or marital group. The
descriptive analysis of the items used to
measure the constructs are displayed in Table
2.

Items Mean Median Min Max SD Kurtosis Skewness
PEOU1 2.089 2 1 4 0.928 -0.047 0.813
PEOU?2 2.039 2 1 5 0.980 1.766 1.287
PEOUS3 2.046 2 1 5 0.961 1.786 1.209
PEOQU4 2.500 2 1 5 0.983 -0.455 0.462
PU1 2.152 2 1 5 0.800 1.452 0.971
PU2 2.358 2 1 5 1.046 0.107 0.903
PU3 2.582 2 1 5 0.980 -0.847 0.305
PU4 3.436 4 1 5 1.138 -0.437 -0.436
CA1l 2.025 2 1 5 1.153 0.428 1.124
CA2 2.663 3 1 5 1.016 -0.599 0.204
CA3 2.855 3 1 5 1.295 -1.18 0.115
CA4 2.656 2 1 5 1.075 -0.905 0.254
PT1 2.202 2 1 4 0.645 0.659 0.496
PT2 2.202 2 1 4 0.985 -0.563 0.638
PT3 2.635 2 1 5 1.116 -0.594 0.712
PT4 2.387 2 1 5 0.932 0.597 0.955
AoPOS1 2.082 2 1 5 1.060 0.876 1.146
AoPOS2 2.319 2 1 5 1.027 0.357 0.831
A0POS3 1.755 2 1 4 0.730 0.326 0.746
A0oPOS4 2.082 2 1 5 1.064 -0.008 0.903
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Table 2 presents the information requested for
each of the items used to measure the variables
of the study. The minimum and maximum are
1 and 5 respectively. This is a confirmation that
the variables were measured with five-point
scale coded one to five. All the items have
mean above 2 while some of the standard
deviation values are below one, some are
above. Standard deviations measure variability
hence with standard deviations above one is an
indication that the respondents are not in
agreement as their opinions are diverse. The
skewness of the items are mixed with high and
low values. Also the kurtosis show high and
low or values below zero. This implies that
there is a mix of peakedness and flattened
values in the items. This problem of
distribution was overcome by the fact that
partial least squares (PLS) structural equations

modelling was used in the analysis. One of the
advantages of PLS-SEM over other tools of
multivariate statistical analysis is that it does
not require a normally distributed data (Urbach
& Ahlemann, 2010). Also Tabachinick and
Fidell (2013) maintain that with reasonably
large samples (200+ cases) skewness ‘will not
make substantive difference in the analysis’;
and this is so in our study.

Results/Findings

Partial least squares Structural equations
modelling (PLS-SEM) was used to test the
hypotheses as well as the mediation. The
analysis was conducted with XLSTAT-PLSPM
2018. After the preliminary/blindfolding
analyses, items that did not load up to .6 were
eliminated and the remaining used to run the
analysis and validate the research model.

Table 3: Composite reliability (Monofactorial manifest variables)

Cronbach's
alpha

Latent Dimensio
variable ns

D.G. rho
(PCA)

Critical
value

Condition
number

Eigen
values

CA 3 0.751 0.858

2.185 1.000 2.006
0.574

0.420

PEOU 3 0.718 0.842

1.995 1.000 1.918
0.600

0.482

PU 2 0.549 0.816

1.488 1.000 1.378

0.622

PT 3 0.623 0.799

1.662 1.000 1.710
0.671

0.619

A0POS 3 0.770 0.868

2.623 1.000 2.066
0.634

0.300

Table 3 checks the dimensionality of the
blocks. For each latent variable, a PCA is run
on the covariance or correlation matrix of the
manifest variables in order to determine the
dimensionality. The Cronbach’s alpha, the
Dillon-Goldstein’s rho, the critical eigenvalue
and the condition number are displayed to
facilitate the determining of the dimensionality.
AVE reflects the average communality for each
latent factor in a reflective model, and should
be greater than .5 (in Garson, 2016). Composite
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reliability measures internal consistency and
the values range from 0 to 1. The closer the
values are to 1 the better. All our constructs are
above 0.5 and closer to 1 which indicates that
our data has internal consistency. The Critical
values and the condition numbers show that the
correlations are significantly different from
zero while the Eigenvalues overall are greater
that one which implies that all the constructs be
retained.
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Table 4: Discriminant validity (Squared correlations < AVE):

CA PEOU PU AoPOS | Mean Communalities (AVE)
CA 1 0.661
PEOU 0194 1 0.638
PU 0.260 0.062 1 0.687
AoPOS 0.211 0.398 0123 1 0.688
Mean Communalities (AVE) | 0.661 0.638 0.687 0.688 0

Discriminant validity is the extent to which a
construct is truly distinct from other constructs
by empirical standards (Hair et al. 2014). The
discriminant validity in Table 4 show that the
squared correlations are less than the average
variance extracted (AVE) which is an

281(11.320

182(8.

143(6.905)

indication that there is discriminant validity.
Mean communalities is the mean of

correlations and for the four constructs in our
study these means are above the 0.5 threshold
and this implies that our data has discriminant
validity.

647(18.543)

Figure 2: The Research SEM Model showing PT mediating the 1Vs and the DV.

Hypotheses Testing and Mediation Analyses
Mediation refers to a situation when the
relationship between a predictor variable and
an outcome variable can be explained by their
relationship to a third variable, the mediator
(Field, 2013). The top of our proposed research
model (Figure 1) shows a basic relationship
between the independent variables (I1Vs) and
the dependent variable (DV) (represented by
c). The bottom of the figure however shows
that these variables are also related to the
mediator or third variable in specific ways: (1)
the 1Vs significantly relate to the mediator
through the paths denoted by al, a2, and a3;
(2) the mediator has a significant statistical
relationship with the DV through the path
denoted by b. The relationship between the IVs
and the DV will probably be different when the
mediator is included in the model and so is
denoted c’. Mediation is said to have occurred
if the strength of the relationship between any
IV and the DV is reduced by including the
mediator. Perfect mediation occurs when ¢’ is

zero: in other words, the relationship between
the predictor and outcome is completely wiped
out by including the mediator in the model
(Field, 2013). This four step procedure is
regarded as the traditional/causal method of
testing mediation and the model is tested
through a series of regression analyses, which
reflect the four conditions necessary to
demonstrate mediation (Baron & Kenny,
1986). Another method of testing mediation
which is hitherto widely used is the Sobel test
which is an iterative methods for calculating
mediating effects.

A commonly used approach for testing
mediating effects is the Sobel (1982) test,
which examines the relationship between the
IV and the DV compared with the relationship
between the IV and DV, with the mediator
construct (in Hair, et al. 2014). However, this
test relies on distributional assumptions, which
usually do not hold for the indirect effect as it
uses unstandardized path coefficients as input
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for the test statistic and lacks statistical power,
especially when applied to small sample sizes
(Hair, et al. 2014). In view of this, Preacher
and Hayes (2004, 2008) introduced the new
method of mediation testing called
“bootstrapping the indirect effects.” Thus Hair,
et al (2014) recommend that when testing
mediating effects, researchers should rather
follow Preacher and Hayes (2004, 2008) and
bootstrap the sampling distribution of the
indirect effect, which works for simple and
multiple mediator models. Hair, et al. add that
the approach is perfectly suited for the PLS-
SEM method because “the approach exhibits
higher levels of statistical power compared
with the Sobel test”.

Hair, et al. (2014) provided a flow guideline for
mediation analysis thus: assess the significance
of the direct effect without including the
mediator if significant; include the mediator, if
the indirect effect is significant; then assess the
variance accounted for (VAF). Based on extant
literature, mediation analyses can produce any
of three results: full mediation, partial
mediation, and no mediation at all. The rule of
thumb (cf. Hair et al. (2014) is: if VAF > 80%,
full mediation is inferred; If VAF > 20% <
80%, partial mediation; and VAF < 20% is no
mediation. We followed this bootstrapping
approach as well as the rule of thumb in testing
for mediation in this research.

Table 5: Path coefficients (AoPOS / 1): direct effect

Path coefficients (AoPOS / 1):

Standard Critical Lower Upper
Latent Value error ratio bound bound
variable  Value (Bootstrap) (Bootstrap) (CR) Pr>|t| (95%) (95%0)
CA 0.188 0.191 0.049 3.837 0.000  0.092 0.289
PEOU 0519 0,514 0.062 8.415 0.000  0.388 0.632
PU 0.111 0.117 0.048 2.313 0.011 0.022 0.207

Table 5 is the model of direct effect between
the 1Vs and the DV (upper pane of figure 1).
The three IVs have statistically significant
effect on the DV with a p-value of .01 and
below levels of significance with no zero

hypotheses: 1a; 2a; and 3a are fully supported
and validated. The mediator is included (lower
pane of figure 1 and the analysis in figure 2) to
produce the output of total effects on Table 6.
The analysis was based on a 2000 bootstrap

confidence intervals. Based on this, resample.
Table 6: Total effects (Bootstrap) (1):
Standard Lower Upper
Effects error Critical bound bound
From to Effects (Bootstrap) (Bootstrap) ratio Pr>|t] (95%) (95%)
CA PT 0.285 0.286 0.021 13.619 0.000 0.245 0.325
PEOU PT 0.281  0.283 0.025 11.320 0.000 0.238  0.336
PU PT 0.221  0.223 0.026 8.500 0.000 0.170 0.274
CA AoPOS 0.184 0.186 0.019 9.789 0.000 0.150 0.223
PEOU Ao0POS 0.182 0.184 0.021 8.762 0.000 0.144  0.228
PU AoPOS 0.143  0.145 0.021 6.905 0.000 0.105  0.187
PT AoPOS 0.647  0.649 0.035 18543 0.000 0578 0.711

We now look at the individual constructs in the
model that is Table 6. The path from (PT) the
mediator to the DV is statistically significant
hence hypothesis four is validated and
accepted. The indirect effects are highly
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statistically significant at .00 that is the three
IVs have significant indirect effect on the DV.
Interpretation of bias-corrected confidence
intervals is the same as for any other
confidence interval: If 0 is not within the




confidence limits, the coefficient is significant
(Garson 2016). Also Ramayah (2015) report
that confidence intervals should not straddle a
zero in between to infer mediation. Thus
hypotheses 1b, 2b and 3b are fully validated
and supported that PT mediates the effects of
CA, PEOU and PU on adoption of POS.

Since the indirect effects are significant we
now assess the VAF to determine the extent of
mediation. VAF = (al*b)/(al*b+c'l) for the
first IV and thus for the other IVs. The
calculated VAF for the three IVs are: CA =
501 or 50.1%; PEOU = .497 or 49.7%; and PU
=.496 or 49.6%. Based on the rule of thumb all
the three 1Vs have VAF within > 20% VAF <
80%. Thus partial mediation is inferred. Thus
PT partially mediates the effect of the three Vs
in adoption of POS e-payment system. The
next thing is the effect size (%) which is used to
assess if removing an 1V has a serious effect on
the DV. Hair, et al. (2019) report that based on
the guidelines by Cohen (1988), f* values of
.02, .15 and .35, respectively represent small,
medium and large effects of an IV, and less
than .02 indicate no effect. The calculated f* for
CA, PEOU, and PU are .065, .116 and .02
respectively. These indicate medium effects for
CA and PEOU and small effect for PU. Thus
removing PEOU will have the most effect.

Discussion

The aim of this study is to assess the mediating
effect of PT on consumer adoption of POS e-
payment system in Awka, Anambra State. It
was based on a sample of 400 respondents out
of which 282 responded. The study aim to find
out if the IVs (CA, PEOU, and PU) influence
adoption of POS and how. That is whether PT
mediate the adoption of POS among e-
payments users. The data collected were
analyzed using XLSTAT-PLSPM 2018. The
analysis show that all the constructs as well as
the mediating variables significantly and
statistically influence consumer adoption of
POS in Awka, Anambra State. These findings
well agree with previous researches Adesina &
Ayo, 2010; Rusu & Shen, 2012; and Osakwe &
Okeke, 2016) referenced earlier.
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There are three ways to test mediation: the
causal method, the iterative method and the
bootstrapping method. The mediation analysis
in this work was based on bootstrapping and
was based on the guidelines of Hair et al.
(2014) on bootstrapping indirect effects. Our
analysis based on 2000 bootstrap resample,
show that the three IVs have statistically
significant indirect effect on the DV. The VAF
show that the three constructs partially mediate
POS adoption. The effect size (f°) for CA,
PEOU, and PU are .065, .116 and .02
respectively. These based on Cohen, (1988)(in
Hair et al. 2019) indicate medium effects for
CA and PEOU and small effect for PU. This is
an indication that removing PEOU will have
the most effect.

Implications to Theory and Practice

This research has shown that the constructs:
CA, PEQU, and PU influence adoption of the
POS e-payment in the area of study. The aim of
the study however was to ascertain the
mediating effect of PT on adoption of POS.
The results of the study show that the three
constructs have significant indirect effect on
adoption hence PT partially mediates the
influence of the three constructs. These
findings have implications for research and
practice. The implication for research is that it
will spur further studies in the area of
addressing the how of the effects that causal
variables transmit on POS and other e-
payments adoption in Nigeria as well as in
other regions. This is so as most studies have
concentrated on direct effect with measures and
studies of indirect effect still scanty. This study
has implications for practice in the sense that
more still need to be done by the operators and
the regulators in creating awareness on POS.
This is important since POS is still among the
least patronized (Table 1) with ATM
maintaining its dominance of the e-payments
market in Nigeria. Additionally, building trust
in the system is important for the citizens to
understand and continue the usage of the e-
payments option. This will go a long in
meeting the governments FSS 2020 and the
payments systems objective of making
payments timeless and easy.
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Conclusions and Future Research

This research has shown that these variables:
CA, PEOU, PT, and PU influence consumers’
adoption of POS e-payment. The main aim of
the study however was to ascertain if PT
mediates the effect of the other three
constructs. Mediation analysis can produce
three results: full mediation, partial mediation
or no mediation. The study also shows that the
three 1Vs have significant indirect effect on
POS adoption and that PT partially mediates
the effect of the constructs on adoption of POS
e-payment system. Based on the rule of thumb
the three 1Vs partially transmit their effects on
POS adoption through (PT) the mediator
construct.

The results of this study support partial
mediation of PT on the three
variables/constructs. The analysis was with the
aid of PLS-SEM; and was also based on a
captive sample 282, which is a relatively large
sample by PLS-SEM methodology. Further
research is required with increased sample size
and with covariance based CB-SEM so as to
compare dimension on how causal constructs
transmit effect to the dependent variables.
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