
 

 

 

 

 

 

 

 

 

 

 

 

 

  

 

 
Technological Adaption for 

SMEs 
 

- Implications of a Cashless Society 

 

 
BACHELOR THESIS WITHIN:  Business Administration 

NUMBER OF CREDITS:   15ECTS 
PROGRAMME OF STUDY:  International Management 
AUTHOR:  Mathias Kallin  

Jacob Rydbeck  
Sebastian Wictorin 

JÖNKÖPING  May 2017 

 



 

 i 

Bachelor Thesis within Business Administration 

Title: Technological Adaption for SMEs 

Authors: Mathias Kallin, 

Jacob Rydbeck, 

Sebastian Wictorin 

Date: 2017-05-22 

Subject terms: Technological adaption, E-commerce, 
Mobile payments, SMEs, TAM2, 
Managerial attitudes, Resource 
management, Ease of use, Perceived 
Usefulness, Cashless society. 

 

Abstract 
Purpose – The purpose is to develop a greater understanding of what is requested by customers 

with regards to e-commerce and mobile payments and how managers attitude can affect the 

technological adaption process. Furthermore, a suggested framework will be presented on how 

SMEs can adapt to these changes. 

Problem – The move towards the cashless society has changed the business environment and 

increased the demand for mobile payments and e-commerce. The transition to implement new 

technologies requires resources in terms of time, money and knowledge. Therefore, this process 

can be challenging for SMEs.  

Design-Methodology-Approach – Primary data is collected through case studies and secondary 

data from previous research conducted. Two SMEs within the retail business in Jönköping is 

investigated using semi-structured interviews. The combined data is analyzed together with 

previous literature within the field. 

Findings – The findings show that customers’ demand of e-commerce and mobile payments has 

increased. A positive correlation between managers’ attitude towards new technology and the 

implementation process is found. To adapt to these technological changes, it is important for SME 

managers to invest equally in knowledge and technology.  
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1 Introduction 

This section will present the background of the move towards a cashless society and describe how this 
possesses a challenge for companies in general but especially for SMEs. Additionally, it will describe what 
the purpose of this thesis is and what it seeks to investigate. 

 

1.1 Background 
Sweden is considered one of the leading countries in the move towards a cashless society. 

(Arvidsson, 2013). Payment methods such as credit/debit card and mobile payment solutions are 

gradually substituting the use of cash. Private persons have been using the equivalent of today’s 

credit/debit card for many years, although, the first ones could only be used locally. In today’s 

global environment most credit/debit cards can be used all over the world (Garcia, 1980). 

Furthermore, the first cards emerged when hotels in the United States started to issue local credit 

cards. Later, department stores and gas stations began to issue credit cards that could be used in 

their stores. As the two World Wars and the Great Depression occurred, the development of the 

credit cards stagnated. It was not until after the second World War that third parties began to issue 

credit cards that could be used at several locations and not only at one single company. In the 

1960’s, Bank Americard, now better known as Visa established themselves world-wide and replaced 

the local credit cards (Garcia, 1980).  

Electronic banking technology has been used for almost half a century. From the introduction of 

wage deposits direct to the account, to operate as a bank that does not handle cash at all (Bátiz-

Lazo, Karlsson, & Thodenius, 2014), which is something that is common in Sweden today (Henley, 

2016). According to the Riksbank (2016), between the years 2011-2015, cash withdrawals decreased 

by approximately one-third, at the same time as card payment increased by almost 50 percent. In 

fact, card payments were the most common payment method with approximately 70 percent of all 

transactions made in Sweden the year 2016 (The Riksbank, 2016). Another example of this can be 

seen by the usage of the mobile payment application Swish. Swish is a mobile service that offers 

safe and comfortable direct payments from the phone and it was created through a collaboration 

between six of the largest banks in Sweden (Swish, 2017). The usage went from approximately 6% 

in 2013 to 66% in 2016 (Insight Intelligence, 2013; Insight Intelligence, 2016). That is an increase 

by 60 percentage units in just three years, and today two out of three Swedes are using the 

application.  
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E-commerce is the process of buying and selling products using the Internet. Many firms 

incorporate it to increase their competitive advantage and to reach out to more customers in areas 

they could not reach before (Abebe, 2014). The products that have the biggest demand within e-

commerce in the retail industry are clothes and shoes (PostNord, 2017), thus, SMEs within the 

clothing industry will be targeted in this thesis. Another aspect of the technological change is the 

increased use of mobile devices. One way to adapt to this change is to implement mobile payments. 

Mobile payments cover many different methods, but what they all have in common is that they are 

made through a mobile device (Davis, 2012). There are several different ways to adapt to the 

technological changes in the society, but for the sake of convenience, the greatest emphasis will in 

this paper will be put towards e-commerce and mobile payments. 

 

For companies to handle this developing environment and meet the demands, they must adapt to 

the technological changes affecting these payment methods. Due to more financial power and 

experience within the market, this is generally less of a problem for large corporations. However, 

small and medium enterprises (SMEs) face a much more challenging situation (Shin, 2006). To 

understand how SMEs are affected and able to adapt to these technological changes, the concepts 

of cashless society, technological adoption and SME must be defined.  

The term cashless society could be explained as an economy where transactions do not require 

money in the shape of notes and coins, instead, value can be transacted through information 

transmission between different parts. Such information transmission is usually in the form of 

checks or credit/debit cards. However, more recent innovative information transmissions are in 

the form of mobile payment solutions (Chakravorti & Mazotta, 2013). Furthermore, technological 

adaption is a gradual process that takes time to manage. Technological adaption is defined as 

adjustments and changes made behind an introduction of a new technology in a specified scenery. 

Individuals’ technological adaption also aids the technology itself to reveal difficulties and 

contingencies that could be improved, which means that technological adaption is a mutual process 

(Tyre & Orlikowski,1994).  

There are several definitions of SMEs. However, the European Commission’s definition will be 

followed throughout this thesis. To be able to categorize a company as an SME, several factors 

must be fulfilled. A staff headcount of less than 250 employees is classified as an SME. 

Furthermore, an annual turnover that do not exceed 50 million euro and/or a balance sheet total 

of 43 million euro or less, categorizes a company as an SME. SMEs represent 99% of all businesses 

in the EU (European Commission, 2015), which makes it difficult to conduct a research with 
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simply SMEs in general as a target group. For that reason, SMEs within the retail industry in 

Sweden will be targeted for this research. The reason the retail industry is being targeted is because 

it is a highly competitive industry, where firms are pressured to adapt to new technologies and that 

the retail industry has seen the biggest increase in e-commerce the last years (PostNord, 2017).   

That the shift towards a cashless society is already taking place is by now well know. However, 

previous research has been focusing on the implications of a cashless society on the economy in 

general as well as the impact on banks and their relationship to customers (Arvidsson, 2013). 

Therefore, a research that investigates the technological adaption to the cashless society from the 

SMEs perspective is needed. This thesis will focus on how SMEs can adapt to technological 

changes requested by customers, with emphasis on new payment methods and e-commerce. 

Furthermore, it will investigate SMEs attitude towards technology and how it affects the adaption 

process. By conducting this research, the authors seek to help SMEs understand what is requested 

by customers but also why the adaption to technological change is vital. 

1.2 Problem 
Both consumers and organizations are aware that the move towards a cashless society is taking 

place. For organizations, it is a matter of responding to the demand from the customer to provide 

satisfying services. Failure to do so could eventually result in decreasing sales, as existing customers 

substitute to competitors who offer what is wanted by them. It is therefore vital for organizations 

to adapt to the technological changes to be able to remain competitive (Arvidsson, 2013). The 

usage of mobile payments and e-commerce have increased rapidly during the last couple of years 

(Insight Intelligence, 2016; PostNord, 2017). Therefore, organizations have to find a way to 

respond to this demand. The fact that this happened quickly, has put companies in a position where 

they must act to remain in the business. If some organizations adapt while others do not, the risk 

of losing customers to competitors is significant (Abebe, 2014). 

However, the transition to implement new technologies can be both expensive but also require 

knowledge in how to do it. Therefore, this change can be more difficult for SMEs since they face 

different constraints such as financial, time and knowledge. Many SMEs have been operating in 

the same manner for years, thus this transition could be hard. With the increasing competition and 

the possibility to purchase products online, countless smaller businesses are forced to adapt 

(Bhagwat & Sharma, 2007). With this taken into consideration, there is a clear need for further 

investigation of how SMEs can adapt to technological changes requested by customers and how 

SMEs attitudes towards it affect the adoption process. 
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1.3 Purpose & Research Questions 
To fill the gap about the uncertainty for SMEs on how to adapt to new technologies in the move 

towards a cashless society, this thesis aims to investigate how SMEs within the retail industry in 

Sweden can adopt to these technological changes in a successful way. To answer how SMEs can 

adapt, customers’ preferences and SMEs managers’ attitudes towards technological changes will be 

examined. However, the customers’ preferences will be used to analyze this problem, but the major 

focus is from SMEs point of view. Furthermore, the managerial attitude will be investigated to see 

whether there exists a correlation between a positive attitude towards technology and a successful 

implementation. 

To contribute to the existing literature, a suggested framework on how SMEs can adapt to 

technology will be presented. A contribution to the field will be made since it will shed light on a 

now ambiguous situation for SMEs but also develop an understanding on why this adaption is of 

great importance. There are numerous ways an SME could adapt to these changes. However, this 

thesis will put an emphasis on payment methods and e-commerce because those are two fields that 

have changed significantly the past years. Hence, the purpose is to develop a greater understanding 

of what is requested by customers with regards to e-commerce and mobile payments and how 

managers attitude can affect the technological adaption process. Furthermore, a suggested 

framework will be presented on how SMEs can adapt to these changes. 

To conduct this research and carry out the purpose, these subsequent research questions will be 

answered and act as guidance throughout this thesis: 

Research Question 1: How has customer preferences towards mobile payments and e-commerce changed the past 

five years? 

Research Question 2: How does SME’s managers’ attitudes towards new technologies affect the adaption process? 

Research Question 3: How can SMEs within the retail business in Sweden successfully adapt to new technologies 

that the move towards a cashless society requires? 

1.4 Delimitations  
All authors are born and raised in Sweden and has been shaped by the Swedish culture, this could 

be a delimitation as our view could differ from individuals from other parts of the world. Moreover, 

this study puts emphasis on technological adaption with a focus on e-commerce and mobile 

payments. This does not cover all technologies that companies face in the adaption process. Hence, 
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the aim is not to provide a general method of how SMEs should adopt to new technologies nor 

state what is applicable to all cases. As these delimitations are considered throughout the process, 

they do not prevent us from producing a valuable study that will support existing literature. 
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2 Frame of References 

The second section is the frame of reference of the thesis. First, two conceptual frameworks that will act as 
cornerstones will be presented. This is followed by a review of existing literature within innovation, e-
commerce, trust & security, managerial attitude, IT implementation and mobile payments.  

 

2.1 Conceptual Framework 
2.1.1 Technology Acceptance Model (TAM) 
New technologies are constantly developing and many factors affect whether someone accepts or 

rejects a new technology. The Technology Acceptance Model (TAM) was introduced by Fred 

Davis. TAM has been the leading model in explaining peoples attitude and behavior towards 

technology. The model is a comprised version of two psychology-based theories; theory of 

reasoned action (TRA) and theory of planned behavior (TPB) (Marangunić & Granić, 2015). The 

original version of TAM consists of two distinct beliefs, perceived usefulness and perceived ease 

of use. These two beliefs have a direct influence on the perceived usefulness of the technology 

(Venkatesh & Davis, 2000). Davis defines the perceived usefulness as “the degree to which the 

person believes that using the particular system would enhance her/his job performance” (1989, 

p.320). The perceived ease of use is defined as “the degree to which the person believes that using 

the particular system would be free of effort” (Davis, 1989, p.320). Research consistently found 

that perceived usefulness was a major determinant of why a technology was accepted or rejected. 

Consequently, an extended version of TAM was proposed by Venkatesh and Davis (2000). This 

model was to be called TAM 2 and included variables that influence the perceived usefulness. These 

factors are: 

-      Subjective norm: The influence of others on the user’s decision to use or not to use the technology 

-       Image: The desire of the user to maintain a favorable standing among others. 

-       Job Relevance: The degree to which the technology was applicable. 

-       Output quality: The extent to which the technology adequately performed the required task. 

-       Result demonstrability: The production of tangible results (Venkatesh & Davis, 2000).  

The extended version of TAM, TAM 2 (figure 1) is a more comprehensive version since it includes 

a more detailed analysis of the perceived usefulness or external values (Venkatesh & Davis, 2000). 

Hence, this updated version provides better results as a tool since it covers the most important 

parts in more depth. The model has been widely used in research regarding acceptance of new 
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technology (Venkatesh & Davis, 2000). However, little research has been conducted regarding 

accepting technology related to the cashless society. 

 

 
Figure 1 TAM2 

Edited by the authors of this thesis (Venkatesh & Davis, 2000). 

 
2.1.2 Technology Adoption Lifecycle (TALC) 
The Technology Adoption Lifecycle model has its origins from Beal and Bohlen’s (1957) research 

on how farmers accept new ideas. The authors identified five categories where each category 

contains characteristics of the people and indicates the time at which they accept the technology. 

The general idea of the model is that people in the first categories are quickly adopting to new 

technology. The further a category is from the first, the longer it takes for people to adopt to a 

technology. The five categories are:  

Innovators – These are the first people to adopt a new idea and they are eager to try new innovations. 

In Beal and Bohlen’s (1957) research they were people with a large amount of risk capital. They 

were also characterized by having a large contact network, being active in and had influence in the 

community. Additionally, innovators are willing to take more risks that are involved with early 

adopting to technology. 

Early Adopters – The early adopters adopt the new ideas early but not as early as the innovators. 

This group mostly contain by young people with higher education that are willing to take risks, 
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however, not to the same extent as innovators. Early adopters provide advice and information 

about innovations to other adopters, and have a reputation for successfully using new technologies.  

Early Majority – The third category is called early majority and this is where the number of adoptions 

start to increase at a higher rate. The early adopters are slightly above average in age and education. 

They adopt to technologies just before the majority. The early majority value their closest opinions. 

Their decision time is longer that innovators and early adopters because they want to be sure the 

innovation works before they adopt to it. 

Late Majority – The majority or late majority have less education and are generally older than the 

previous category. They take fewer leadership roles and do not participate in activities outside the 

community to the same extent as earlier adopters. The late majority is reluctant to innovations and 

adopts when the social pressure to adopt increases. This group might see the benefits with an 

innovation but still needs some pressure from their peers before adopting. 

Nonadopters/Laggards – The last category includes nonadopters which are the last to adopt to an 

innovation. They were generally not active in participating in the community or organizations and 

tend to have traditional values. This group mainly contains older people that are less educated than 

the previous categories. They are generally fixed on the past and tend to interact with other 

traditionalists. Additionally, they tend to be suspicious about both innovations and innovators (Beal 

& Bohlen, 1957; Rogers, 1962). 

2.2 Literature Review 
2.2.1 Adopting to Innovations and Technologies 
According to Lee, Foo and Leong (2016), innovations have been considered to play a vital role to 

achieve competitive advantage. The speed, number of innovations, level of innovativeness and to 

become the first in the market are some criteria that are listed as technological innovation (Lee et 

al., 2016). The term innovation is defined as the “adoption of an idea, behavior, system, policy, 

program, device, process, product or service that is new to the organization” (Mothe & Uyen 

Nguyen Thi, 2010, p.315). However, to be innovative and adopting to new technology demands 

resources from firms. In Lee et al.’s (2016) study the relationship between knowledge management, 

technology innovation and competitive advantage was investigated. They found that to maximize 

the increase of competitive advantage firms should invest equally in knowledge management and 

technological innovations. This emphasizes the importance of knowledge about technology and 

that innovation itself may not result in competitive advantage. 
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The use of new technologies and innovations can create competitive advantage for businesses (Ye 

& Gong-min, 2007). Waarts, Everdingen and Hillegersberg (2002) found support for their 

hypothesis that factors influencing the adoption change as the diffusion process proceeds. In other 

words, early adopters are influenced by different factors than late adopters. The authors found that 

the most important factors in the early stage of the adoption of innovations were both internal and 

external. The internal factors they referred to were the firm’s attitude and strategic importance of 

a technology whereas the external factors they referred to were parent company, industry 

competition and supplier activities. However, late adopters were more focused on implementation 

related issues, such as, attributes of the technology and the available budget for it. These results are 

similar to Rogers (1962) description of the five different categories of adopters in the Technology 

Acceptance Life Cycle, which strengthens his theory and the reasoning of the five categories. 

2.2.2 IT Implementation 
IT is an important part to implement in the ever-changing environment, as it can lower production, 

labor costs and add value (Corso, Martini, Pellegrini & Paolucci, 2003). There are several studies 

that shows that the implementation of IT could enhance the business process substantially (Acar, 

Kocak, Sey & Arditi, 2005). However, even though there are a lot of success stories, there are 

numerous failed IT implementations for SMEs. This process is long and the adaption is time 

consuming (Shin, 2006). There are plentiful of reasons for these failures, however, it seems like 

there are three themes that reoccurs frequently. The first one is that the management in SMEs 

often are unaware of why and how their company should pursue the IT adoption (Levy, Powell & 

Yetton, 2001). Further, there is a general misconception around SMEs and the implementation 

process of IT, where managers often fail to see the correlation between IT and the firm and the 

benefits of implementing it (Bull, 2003). Lastly, many firms lack the resources and knowledge how 

to do it (Bhagwat & Sharma, 2007). This is further discussed by Levy et al. (2001) who argues that 

SMEs often fail to do proper planning when implementing IT, that this is a contributing factor 

that many SMEs fail with the implementation. Carson and Gilmore (2000) argue that the 

uncertainty and ambiguity due to insufficient resources are the main constraint for SMEs. 

Companies adopt to IT for many reasons, however, the most common ones are to survive and 

grow, enhance innovation but also to be competitive (Bruque & Moyano, 2007; de Búrca Fynes & 

Marshall, 2005). Nevertheless, the most shared reasons why SMEs implement IT into their business 

differs slightly due to that firm functions are dependent on different environments and that they 

often differ in where they operate (Macpherson, Jones, Zhang & Wilson, 2003). Winter (2003) 
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claims that SMEs adopt as a result or response of an occurrence while Corso et al., (2003) argues 

that it is mainly because of improving the productivity together with pressure from customers. 

There is no single reason SMEs implement IT into their businesses. However, researchers all agree 

that the stages of adoption are gradual. This is confirmed by Siggelkow and Levinthal (2005) who 

states that companies adapt in line with different stages that is dependent by the external 

environment. Andries and Debackere (2006) agrees with this gradual process for SMEs, but argues 

that it is both dependent on internal and external factors. SMEs strive for IT development for 

various, most commonly to satisfy certain requirements but also to meet demands from both the 

internal and external environment (Andries & Debackere, 2006; Winter, 2003; Gray & Gonsalves, 

2002). 

2.2.3 E-commerce 
Adopting to new technologies can create new opportunities for businesses. An area that has grown 

and could give businesses large opportunities is e-commerce (Abebe, 2014). E-commerce is a broad 

area that includes many ways of doing business (Ye & Gong-min, 2007). Grandon and Pearson 

(2004, p.197) define e-commerce as “the process of buying and selling products or services using 

electronic data transmission via the Internet and the www”. Many firms attempt to adopt to e-

commerce technologies to increase their competitive advantage. This since it gives firms the 

opportunity to reach more customers in geographical areas that have not been possible to reach 

before (Abebe, 2014). The author emphasizes the importance of adopting to e-commerce since it 

plays a large role in SMEs performance. In the same study, a significant positive relation between 

e-commerce adoption and SMEs performance was found, which indicates the importance and 

potential benefits with e-commerce.  

In a study conducted by Li and Xie (2012), ten factors determining firms’ adoption to e-commerce 

were summarized. Four of these were highlighted as more significant drivers; managerial attitudes, 

corporate strategies, external pressures and firms’ technology strengths. Additionally, they found 

support for that smaller businesses with flexible structure were more likely to adopt to e-commerce. 

Larger firms often have the resources in terms of knowledge and technology. However, they have 

a disadvantage due to “structural inertia” (Li & Xei, 2012) which refers to reorganizing in a much 

lower speed than the rate at which environmental conditions change (Hannan & Freeman, 1984). 

Li and Xie (2012) also found that firms having an innovating strategy were more likely to take the 

risks and adopt to e-commerce, while customer oriented firms were more dependent on their 

customers’ preferences. 
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Lee et al. (2016) argue that firms should not simply invest all resources into a technology to get the 

most out of it. To benefit from the possible advantages with e-commerce, firms need to invest in 

the knowledge of it as well according to their research. Knowledge about why and why not 

customers buy products or services online is of great importance when firms adopt to technology 

related to e-commerce. Gefen, Karahanna and Straub (2003) emphasized that previous literature 

has established the idea that perceived usefulness and ease of use play a large role in customers’ 

intention to shop online. However, their research showed that consumers’ trust towards the 

company is as important as the perceived usefulness and ease of use. More specifically, this trust 

was built upon a belief that the vendor has nothing to gain by cheating, a belief that there are safety 

mechanisms built into the website and by having a typical interface that is easy to use (Gefen et al., 

2003). Furthermore, the authors argued that familiarity with the firm through ads and articles, and 

familiarity with its website, may explain their main findings.  

2.2.4 Mobile Payments 
A move towards a society where cash is no longer needed sets a need for new payment methods. 

Society’s use of mobile devices is increasing rapidly and these technology-based devices are now a 

fundamental part of our everyday life (Balasubramanian, Peterson, & Jarvenpaa, 2002). At the same 

time, development in the business environment might prompt the expansion of new or improved 

mobile payments (Dahlberg, Mallat, Ondrus, & Zmijewska, 2008). Mobile payments are a 

phenomenon that is increasing at a rapid pace and something that many agree is the future payment 

method (Mallat, 2007; Davis, 2012). Mobile payments encompass several different methods, 

however, the one thing in common is that it is made through a mobile device (Dahlberg et al., 

2008). Mobile payments could be defined as the use of a mobile device to perform a transaction 

where money or funds is transferred from one device to another (Mallat, 2007). Furthermore, the 

mobile device should be capable of process the financial transaction over a network in a secure 

way (Oliveira, Thomas, Baptista, & Campos, 2016). Mobile payments are used as mobile credit 

card or a mobile wallet. In addition to new payment methods, already existing payment methods 

has also been mobilized (Dahlberg et al., 2008). 

Dahlberg et al. (2008) reason that there are two categories of payments, payments for daily 

purchases and payments of bills. Mobile payments for daily purchases compete with cash, checks 

and credit/debit cards as a payment method. Whereas mobile payment of bills, gives customer the 

opportunity to accomplish payments from existing accounts for the purpose of money transfers, 

internet banking payments and invoices (Dahlberg et al., 2008). Nysveen, Pedersen and 

Thorbjørnsen (2005), argue that the use of mobile services falls into one of two categories, goal-
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directed versus experiential services. They argue that mobile payments fall into the goal-directed 

category since the purpose of a mobile payment is a goal rather than an experience, something that 

for example mobile gaming is.  

Additionally, there are two interaction types, person and machine interaction. Mobile payment does 

not include a dialogue with other persons, but rather with a machine or device. This concludes that 

mobile payments fall into the machine interactive rather than person interactive, something that 

for example contact services as calling or texting does (Hoffman & Novak, 1996; Nysveen et al., 

2005). 

A crucial aspect when introducing electronic services such as mobile payments is to understand 

how companies should interact with their customers through this technique (Parasuraman & 

Zinkhan, 2002). There are numerous aspects to take into consideration when offering mobile 

payments. Several scholars discuss some of these aspects, such as perceived usefulness, ease of use 

and security. Davis (1989, p.320) definition of perceived usefulness is “the degree to which a person 

believes that using a particular system would enhance his or her job performance”. Similarly, Davis 

(1989, p.320) defines perceived ease of use as “the degree to which a person believes that using a 

particular system would be free of effort”. Security is vital since when transferring money and funds 

or personal information, customers want to be ensured that the information that is being 

transferred will not be altered nor revealed (Vincent, Folorunso, & Akinde, 2010). Research has 

shown that these are some of the most important factors when introducing a mobile payment 

(Arvidsson, 2014; Nysveen et al., 2005). Studies supports that both consumers and companies 

consider that to operate with mobile payments, it should be as quick, simple, inexpensive, and 

secure as other payment methods (Arvidsson, 2014). As found in many other studies, Arvidsson 

(2014) conclude through a regression analysis that ease of use is the most important factor and a 

critical factor explaining consumers’ intention to adopt a new technology. This is important since 

mobile payments is a rather new form of payment in comparison to cash or credit/debit card, 

which are payment methods that users generally have more experience with than mobile payments. 

Therefore, this is something that emphaszes the importance of the ease of use and a simple learning 

process to get customers to substitute the more common payment methods for mobile payments 

(Arvidsson, 2014).  

Kim, Mirusmonov and Lee (2010) claim that perceived ease of use is positively related to perceived 

usefulness. Results indicate that the easier it appears to use mobile payments, the more useful 

customers consider the payment method to be. Nysveen et al.’s (2005) results support the proposal 

that perceived usefulness has both direct and indirect motivational effects in customers’ intention 
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to use mobile services and thereby, argues this should be taken into consideration in both 

managerial and marketing manager aspects when introducing mobile payments (Nysveen et al., 

2005). In addition, corporations should have in mind that to make sure that customers keep using 

their mobile payments, they should put a lot of effort in maintain the complexity of them, even 

when improvements are made in their technology (Kim et al., 2010).   

Vincent et al. (2010) provides an understanding in why the security is important regarding 

technology. Since mobile payments and internet banking is an open network via the internet and 

do not have a centralized regulator, the network should be protected from attacks. There are two 

ways to view the security issue, from customers’ point of view, they consider it vital to be ensured 

that the money and personal information that are being transferred or shared is secure. From 

companies’ point of view, they want to make sure that the money that is being transferred is secure, 

but also that the confidentiality of users’ personal information is maintained (Vincent et al., 2010). 

Furthermore, both Arvidsson (2014) and Oliveira et al. (2016) provide evidence that the perceived 

security in sharing personal information and transferring money via mobile devices are crucial when 

determining customers’ intent to implement the technology. They state that a high perceived 

security risk has a negative relation to customers’ intention to implement the technology 

(Arvidsson, 2014; Oliveira et al., 2016). 

Near Field Communication, NFC, is one example of a mobile payment which makes contactless 

transactions possible, usually between a smartphone or a debit/credit card and a NFC receiver. 

This technology started to develop in 2004 and is mostly used in Europe and Asia but is also 

spreading in the US (Near Field Communication, n.d.). However, this payment method has not 

reached its full potential yet, this despite a high diffusion of smartphones in these geographical 

areas (Apanasevic, 2013). Several factors were identified to explain the NFC’s slow penetration. 

They were divided into two categories, demand- and supply-side barriers. On the demand-side, 

Apanasevic (2013) found that there is a lack of awareness of this technology among consumers 

which slows down the spread of NFC. Additionally, she argued that issues regarding cost benefit 

affected consumers’ adoption negatively as they were not willing to invest in something that could 

not be used everywhere. Furthermore, the value of using NFC was unclear to most consumers as 

there was a limited amount of NFC stations available and the fact that other payment methods 

exist. Lastly, in some cases a service cost were included which showed to have a negative impact 

on the adoption which was also supported by Mallat (2007). However, Apanasevic (2013) 

emphasized that service cost should not be considered a large obstacle. In Shin and Lee’s (2014) 

study the authors found similar reasons for consumer adoption of NFC. By using a modified 
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version of the TAM-Model, they found support that the perceived usefulness has a significant 

effect on the consumers’ intention to use NFC. Furthermore, they emphasized the importance of 

creating awareness of the values and benefits of using NFC among smartphone users.  

 

From the supplier-side, one of the biggest barriers was argued to be the lack of available NFC 

compatible smartphones. This was believed to prevent merchants from investing in the NFC 

technology since they could not see the benefit of satisfying only a small portion of consumers. 

With a small part of merchants offering NFC, customers do not see the point or need for investing 

in NFC either (Apanasevic, 2013). Another barrier was coopetition issues which refers to 

collaboration between competitors to mutually benefit from the results. This goes partly in hand 

with (Ozcan and Santos, 2015) who argued that the major obstacle for the spread of NFC was that 

no clear business model exists. However, Apanasevic (2013) argues that this is a relatively 

unimportant obstacle in recent research. 

2.2.5 Trust and Security 
Udo (2001) examines the privacy and security concerns regarding IT users with a focus on e-mail 

and e-commerce. He discusses the issue of consumer privacy that has been a constant issue. 

Customers value their personal information and data not to be monitored and used by either the 

government or businesses. Even though there are several laws that exist to protect customers from 

these kinds of exposure. This is even more difficult as Internet shopping becomes a part of our 

everyday life. The risk of someone stealing one’s payment information is a concern that hinders 

people from using the Internet as a shopping alternative. McKnight, Choudhury & Kacmar (2002a) 

argues that trust is a crucial aspect to consider, to increase customers interest. Trust increase 

customers comfort in sharing personal information and hence, making purchases. In other words, 

lack of trust and a high perceived risk can hinder customers from using websites for purchases.  

 

E-commerce sets a special need for trust establishment, this since e-commerce includes a minimal 

amount of social cues and personal interactions, compared to physical stores (Gefen & Straub, 

2003). Several authors argue that trust beliefs are crucial aspects in this manner (McKnight et. Al. 

2002a; Oliveira, Alhinho, Rita & Dhillon 2017). Trust beliefs are the perception of which a 

customer believes that a trustee (a website in this case) possesses features that one can benefit from. 

The most common trust beliefs are competence, benevolence and integrity, which are said to be 

the dimensions of consumer trust. Competence could be seen as the company’s ability to actually 

do what consumers are promised. Benevolence takes into consideration the company’s caring and 

motivation to hold consumers interest ahead of their own. Lastly, integrity concerns the company’s 
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honesty towards customers to act in a reliable and consistent way (Chen & Dillon, 2003). Mcknight, 

Choudhury & Kacmar (2002b) argue that perceived reputation, website quality and structural 

assurance all are vital variables to consider when trying to gain consumer trust.  

 

Furthermore, Kim, Ferrin & Rao (2008) found similar results as McKnight et al. (2002b), that 

reputation and website quality are important factors, but also privacy and security aspects are said 

to play a vital role in consumers purchasing decision. Similarly, Crespo & Bosque (2010) argued 

that initial attitude towards e-commerce, social pressure and perceived risk are the main factors in 

consumers’ decision making regarding e-commerce. To gain consumer trust, businesses that 

practice e-commerce should have these trust beliefs in mind. Businesses should act in a professional 

way and through this, demonstrate competence to gain trust. They should also implement a high 

amount of integrity and honesty towards their customers, which will increase potential customers’ 

propensity to purchase a product or a service. Furthermore, companies should increase customers 

perceived benevolence by providing good service and doing all they can in maximize consumers 

experience at their website (Oliveira et al. 2017).  

2.2.6 Effects of Managers’ Attitudes 
Managers play a vital role in the implementation of new technologies. Therefore, their personal 

traits and stance towards technology will influence how the SMEs adapt towards it (Gagnon, 

Sicotte & Posada, 2000). Thus, it is essential to distinguish whether managers act according to a 

single behavior type when implementing new technologies. In the classic work of Mintzberg and 

Waters (1982), two different managerial types are discussed, administrators and entrepreneurs. 

Administrators implement and follow a strategy plan based on analyses made on available data 

while entrepreneurs thrive in uncertain waters and they are driven more of intuition than analyses 

(Mintzberg & Waters, 1982). However, there was no clear distinction between what type of 

manager that was more successful in implementing technology since they focus on different tasks. 

Managers with an entrepreneurial mindset are more concerned with short-term gains and intuition 

rather than efficient use of resources. It is therefore beneficial to be aware of what type of manager 

that is responsible for this process (Gagnon et al., 2000). 

In reference to Subramaniam and Youndt (2005), the most important factors for handling 

innovations are how firms handle its intellectual assets and their ability to handle and take advantage 

of knowledge. Furthermore, they state that the process of technological adaption is one of the most 

knowledge-intensive business processes an SME can face. This is in line with Singh Sandhawalia 

and Dalcher (2011) where they point out that the knowledge-management is of utmost importance 
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for SMEs, especially for managers to continuously develop and improve work practices to be able 

to remain competitive. Additionally, the knowledge-management is even more important for SMEs 

in highly competitive, dynamic markets as it has shown that managers who handle knowledge-

management well, easier and quicker adapt to shifting market conditions (Wheeler, 2002). In the 

work of Lee et al., (2016) a positive correlation between the roles of knowledge-management and 

technological innovation that yields competitive advantage was found. This is backed up by 

Moustaghfir & Schiuma (2013) that states: 

“…knowledge management… is not in itself a source of long-term competitive advantage, but it is a means to 

achieving resource configurations that provide advantage… this is supported by different studies that have explored 

the transfer of knowledge and its impact on innovation (p.500).” 

 

Kai-Ming Au and Enderwick (2000) consider companies attitudes towards technological adoption 

and internal beliefs of what this technology might give as essential aspects to consider when 

analyzing the implementation of new technology. Some of these factors are adoption experiences, 

perceived benefit and enhanced value. These factors could all be related to the Technological 

Adoption Model 2, more specifically the belief of perceived usefulness. The perceived usefulness 

measures the belief that using the new technology in this case would enhance their job 

performance. All these factors take this into consideration when making an attempt to create a 

model on attitude towards technology adoption. They argue through testing several hypotheses 

that all these factors have positive and significant impact on the adoptive process of new 

technology. That managerial attitude is of great importance is further strengthened by the findings 

of Kim, Chun and Song (2009). The authors states that their study revealed that unrelatedly of the 

strength of a managers’ attitude towards using new technology, the attitude itself is the most 

important factor when it comes to implementing it. 

  



 

 17 

3 Methodology & Method 

In the methodology, the research philosophy, research purpose, research approach and research strategy will 
be presented and discussed. Furthermore, how the data will be collected and analyzed will be further 
examined.  

 

3.1 Research Philosophy 
The research philosophy discusses different systems of beliefs but also assumptions about how to 

develop knowledge. These assumptions are often subconscious and will be taken at every stage in 

the research process whether one likes it or not. Therefore, these norms should be taken into 

consideration at an early stage in the thesis, because they will affect how the research question is 

understood and how the findings are interpreted (Saunders, Lewis & Thornhill, 2016). There are 

three paradigms that are important to recognize in the methodology, axiological, epistemological 

and ontological assumptions. Axiological assumptions are to what extent the research process is 

influenced by the researcher’s values. Epistemological assumptions are assumptions about human 

knowledge and what is considered acceptable knowledge within a discipline. Furthermore, 

ontological assumption deals with the nature of reality and whether social entities should be viewed 

as objective entities or social constructions (Bryman, 2016). Thus, keeping these assumptions in 

mind is vital to conduct a clear research (Saunders et al., 2016). 

 

This research will analyze how SMEs can adapt to the ongoing technological change towards a 

cashless society. Since different SMEs adapt differently, an interpretivist standpoint will be taken. 

This because an interpretivist standpoint focuses on how different individuals perceive situations 

differently. Thus, it will be helpful and important to consider different perspectives on the 

technological change to understand why some SMEs adapt to the technological changes and others 

not. Interpretivists reasons that since different people with different backgrounds, under different 

circumstances experience different realities it is impossible to define universal laws that suits all 

occasions. By using an interpretivist philosophy an empathic stance will be taken to understand 

different point of views from different persons with different experiences (Saunders et al., 2016). 

3.2 Research Purpose 

The purpose of this thesis is to investigate how SMEs can adapt to technological changes, which 

is why an exploratory study will be used. Exploratory studies are useful when a researcher wants to 

gain insight about a specific topic and what is happening and therefore open questions are used. 

An exploratory study is of great advantage when attempting to understand a problem or 



 

 18 

phenomenon such as why some SMEs adapt to technological changes better than others. Another 

advantage with conducting an exploratory study is that it is flexible to change as there might arise 

new data that must be considered along the process. A descriptive study looks to perfectly profile 

events, persons or situations (Saunders et al., 2016). Therefore, it is not applicable to the same 

extent in this research since the aim is not to find the one perfect solution but rather to investigate 

different factors that might lead to success. Furthermore, an explanatory study looks to research 

how relationships between different variables is explained (Saunders et al., 2016). However, this 

research method does not add value to this research since there is no intention in finding 

correlation between different variables. 

An evaluative research seeks to figure out how well something works. This research can be useful 

when trying to assess how effective different business strategies, programs or processes are. 

Furthermore, in evaluative studies it is common to compare different businesses and their 

effectiveness (Saunders et al., 2016). This will be beneficial in gaining understanding on how but 

also why some SMEs succeed better in their technological adaption than others. Additionally, it 

will be useful to evaluate the two SMEs that are interviewed to see how they could improve. 

However, the greatest emphasis will be put on using an exploratory study. Moreover, whether the 

distinction between quantitative and qualitative studies should be done is ambiguous. Some 

researchers state that it is essential while others argue that it is no longer useful. Qualitative studies, 

is typically descriptive and the data collected is harder to analyze. They are more suitable for 

research done on an individual level. Quantitative studies involve analyzing numerical data 

(Bryman, 2016). Nonetheless, this study will be conducted using both a quantitative and a 

qualitative research. This because there are data already available from research done for other 

purposes which could be useful for our study. The existing data will be combined with primary 

data gathered from two case studies.  

3.3 Research Approach 
When it comes to different approaches to research there are mainly two that are relevant depending 

on how the theory is related to it. A deductive research approach starts with the theory 

development, usually by an evaluation of the existing literature and then construct an appropriate 

research strategy to test said theory (Saunders et al., 2016). Contrariwise, if the research is done by 

collecting data first to test a phenomenon with the help of a conceptual framework an inductive 

approach is utilized (Saunders et al., 2016). In this study, an inductive approach will be used since 

it is more applicable, because data is already available. The conceptual frameworks that will act as 

cornerstones are the Technology Acceptance Model (TAM) and the Technology Adoption 
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Lifecycle (TALC). However, an inductive approach is likely to entail some degrees of deduction.  

Furthermore, Bryman (2016) argues that there is a third approach called abduction. This approach 

resembles inductive reasoning; however, abduction distinguishes from inductive in its emphasis on 

trying to understand and explain the worldview of the intended target. Therefore, when needed, an 

abductive reasoning can be of advantage to get a different point of view. 

When studying how SMEs can adapt to the changing technological society, it is of great importance 

to consider different point of views. Therefore, a qualitative study of two SMEs will be conducted 

focusing on their adaption to e-commerce and mobile payments. However, since there are 

substantial amounts of data available from other researches this will be used combined with the 

qualitative studies as a complement to further strengthen the study. Furthermore, an inductive 

approach makes it possible to give complementary reasons to the findings instead of solely relying 

on existing theories (Saunders et al., 2016). Thus, when the existing literature differ from the 

findings in the research process, an inductive approach is beneficial. Additionally, abductive 

reasoning will be utilized to since the authors does not seek to find a specific conclusion, but rather 

a qualified prediction based on the findings. Therefore, inductive and abductive approaches will be 

used when conducting the research. This because it will put emphasis on conducting a qualitative 

research that provides detailed and descriptive ways of presenting the findings (Bryman, 2016). 

While at the same time using existing data to back up the findings. 

3.4 Research Strategy 
Deciding what type of strategy to focus on when developing the framework for our method was 

of great importance. Focus was put on trying to find secondary data from previous research done 

on a larger scale with less time constraints. After extensive searching, a substantial amount of 

secondary data was found. Since the data was both larger and more credible than any data that 

could be collected within the period it was decided to put effort into analyzing the existing data. 

With the data available, it was decided to perform a case study on two SMEs within the retail 

industry. By conducting these case studies a more comprehensive analysis could be made between 

the secondary data and the primary data collected from the interviews, thus making the research 

more credible. The reason for choosing a case study was because it provides a more detailed 

exploration of a specific case. Furthermore, an idiographic approach will be used for the case study 

to provide the unique features of these SMEs, since this approach focuses on the individual rather 

than generalizing the whole population (Bryman, 2016). These features were then analyzed and 

categorized depending on whether they may be considered as success factors or an obstacle for an 

SME. 
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3.5 Data Collection 
The primary data is collected from interviews conducted with two SMEs within the retail industry, 

BOBBYS and Fabriken. The secondary data is gathered from researches done by SIFO by request 

from PostNord and Insight Intelligence together with IIS and Visa Europe. 

3.5.1 Primary Data 
The primary data is gathered from case studies, namely in depth research interviews. A case study 

is concerned with the complexity and nature of a single case and to reveal the unique features of it 

(Bryman, 2016). It is often used when conducting exploratory research (Saunders et al., 2016). 

Therefore, it will be utilized in this research, as the main purpose is to develop an understanding 

of a specific case. Thus, it is important to make it clear that this study does not seek to make a 

generalization for all SMEs within all sectors, but rather explain how and why two specific SMEs 

has done their adaption and examine it in depth (Bryman, 2016). Connections from the existing 

literature towards these SMEs and a suggested strategy to handle this adaption will be provided. A 

great emphasis will be put into analyzing existing data since the sample sizes are larger in these and 

thus, the data is more reliable.  

 

Interviews can be structured in several different ways, such as highly formalized and structured 

using standardized questions for each participant. They can be informal and unstructured similar 

to every day conversations. They can also be a mix between these two. This research will take 

advantage of semi-structured interviews. By using a semi-structured approach, there is a common 

theme for the interview and some key questions will be covered (Saunders et al., 2016). However, 

the questions might vary from interview to interview and the order of the questions can be changed 

depending on the flow of the conversation. Open question that gives the possibility to the 

interviewee to probe and elaborate are asked. There are multiple reasons why a semi-structured 

approach was chosen. First, it is a good fit with the intended exploratory research purpose, 

something that Saunders et al. (2016) states as a common approach when conducting this type of 

interviews. Furthermore, the responses to the questions might be more complex since the 

interviewee does not have to write anything down, which makes it easier for the interviewee to 

reflect without hindrance. Lastly, interviews are most advantageous when the questions asked are 

either complex or open-end questions, something that is a criterion for semi-structured interviews 

(Saunders et al., 2016).  
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The managers at BOBBYS and Fabriken were interviewed with the aim of finding real life examples 

to compare with the secondary data. The interviews started with personal questions regarding 

technology to find out the manager’s personal preferences to technology influenced how the 

company used similar technology in a business context. The interviews continued with personal 

questions regarding e-commerce habits and attitudes. Afterwards, both topics were discussed in a 

business context too. The interviews were conducted in their physical store due to time constraints 

from the managers’ sides and they lasted around 45 minutes to one hour each. 

 

Role Gender Length of interview Location Date 

Owner/ 

Store manager 

Female 00:54:33 BOBBYS 17-04-19 

Store manager 

 

Female 00:43:21 Fabriken 17-05-05 

Table 1. Interviews. 

3.5.1.1 Sampling 

As conducting a case study was decided, the next challenge arose, which was how to choose 

relevant cases to investigate. In line with Bryman (2016) recommendations, the view of purposive 

sampling was chosen. The intention with purposive sampling is not to seek sample research 

participants on a random basis, but to use participants in a strategic way so that those sampled are 

relevant to the research questions.  Purposive sampling does not seek to make generalizations for 

the whole population since it is a non-probability sampling approach (Bryman, 2016). It is therefore 

important to stress that the finding generated from the two samples selected might not apply for 

every SME. The findings are instead used to gain an understanding on how these two SMEs are 

handling their technological adaption towards a cashless society. 

 

The samples used for this paper was based on four criteria. First of all, they had to be classified as 

an SME within the retail business. Second, they had to have a physical store. The third criterion 

was that there should be room for technological improvements. The final criterion was that a 

significant part of the sales was not generated through e-commerce. Five SMEs were then selected 

and asked for a further interview, three of those said that they did not have the possibility to 

participate in an interview. Two agreed to proceed further and those two companies were Fabriken 

and BOBBYS. It was noticed that both had a presence online, however, their web sites had room 

for improvements.  
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3.5.2 Secondary Data  
Secondary data is data initially collected for another purpose and includes both raw data and 

published summaries. The reason for this is that the data collected can be analyzed further to 

provide different but also additional knowledge to the field (Saunders et al., 2016). The data in this 

thesis is compiled data, i.e. data that has received some form of summarizing often from survey 

based secondary data.  The secondary data used in this paper is collected from continuous surveys, 

that have been collected over several years. Therefore, it is easy to follow the change over the years 

by comparing the data from each year.  

There are several advantages of using secondary data over primary data. First, it requires less 

resources such as time and money (Saunders et al., 2016). By putting a great effort in finding 

secondary data of great quality, a lot of time was saved compared to collecting primary data to the 

same extent. This time was instead put into conducting an extensive analysis of the existing data. 

By using secondary data, one can also uncover unforeseen discoveries from the data, something 

that might have been missed otherwise (Saunders et al., 2016). However, there are also some 

disadvantages when using secondary data. One of the main disadvantages is that data collected by 

oneself is collected with a specific purpose. Therefore, it might be hard to find suitable data 

collected by someone else that matches the same purpose. Furthermore, it can be hard to guarantee 

the quality of the data (Saunders et al., 2016). However, the secondary data in this case is of high 

quality and suitable for the purpose which implies that this disadvantage is avoided. 

3.6 Analysis of Data 
One challenge when analyzing quantitative data is that it could become large amounts of data. It 

can be rich in valuable data but at the same time it can be difficult to find analytic paths within it. 

When it comes to analyzing quantitative data, there are some well-established and accepted rules 

that one can use which in turn might make it easier to conduct a proper analysis. However, when 

analyzing qualitative data there are no clear way, but rather broad guideline on how to do it 

(Bryman, 2016). Furthermore, this thesis does not aim to build a new theory but rather to build 

upon existing theories. These theories together with our findings will then be utilized to construct 

a framework. The quantitative data found was first arranged in a MS Excel sheet to separate 

irrelevant data that would not contribute to this research. Afterwards the data was read and an 

attempt to get more familiar with it and discover some patterns that was not found initially was 

made. Moreover, the data was divided into sub categories to find relations between the data and 

the theoretical framework. When relations between the data and the theoretical framework was 

identified, an analysis was made to reflect upon it from different points of view to understand it 
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and add value to this paper. The data was analyzed together with findings from previous literature 

and the conceptual frameworks. From the analysis, reoccurring factors for adapting to technologies 

were found. These factors were later used as cornerstones to the suggested framework. 

3.7 Trustworthiness of Research 
To keep the quality and trustworthiness of the thesis was a major challenge, especially when 

conducting qualitative research. This is often because the validity and reliability cannot be 

addressed in the same manner as with naturalistic work when taking advantage of a qualitative 

research. Four different criteria are believed to be advantageous when trying to conduct a 

trustworthy qualitative study. These are credibility, transferability, dependability and confirmability 

(Shenton, 2004). 

Credibility is concerned with the preference to internal validity. This criterion is to make sure that 

the investigators study what they truly intended to from the beginning and is argued to be one of 

the most important to ensure trustworthiness (Shenton, 2004). Furthermore, people who feel 

comfortable with the interview often share information more freely. This was constantly kept in 

mind during the interviews and questions that might have been considered uncomfortable to 

answer were avoided. The next criterion is transferability, which refers to how findings from a 

report can be useful to other situations (Shenton, 2004). This is usually a problem when it comes 

to qualitative studies since those are often made with a single purpose in mind. The findings in this 

thesis come from a small sample, which makes it is difficult to prove that these are appropriate in 

other situations. However, it is still transferable as the research could be applicable for other SMEs 

than those who were analyzed. The third criterion is dependability, which is to stress the 

importance of presenting in detail how the research is made to show that valid research methods 

have been used. Therefore, an extensive method was constructed to clearly explain each step of 

the process. The final criterion is the confirmability, which involves the intention for the 

researchers to be objective throughout the research process. That is, making sure that the findings 

are concepts and understandings rather than personal preferences or biased opinions. This is a 

process that is often hard to implement since the questions formulated is made for a special 

purpose. However, this was kept in mind during the process to minimize the bias within the 

findings (Shenton, 2004). 
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4 Empirical Findings 

This section will present the findings from the research in this thesis. Both the data collected and summaries 
of the interviews will be presented. The data concern e-commerce, payment methods and customers’ 
preferences towards it. 

 

4.1 Data E-commerce 
The secondary data supports the fact that the e-commerce business in Sweden is larger than ever 

and is continuously growing. In PostNord and SIFO’s annual research on e-commerce in the 

Scandinavian countries, the total value of e-commerce in Sweden was estimated from the preceding 

year. For 2017, this value was estimated to SEK 84.8 billion. Only three years earlier, in 2014 this 

estimation was SEK 54.8 billion, an increase by almost 55% (table 2). From this data, one can see 

that despite a large portion of people already using e-commerce in 2013, the growth that has been 

going on seems to continue. In 2013, 84% of the respondents had bought something online the 

preceding year, compared to 87% in 2016 (table 2), which shows that an increasing amount of 

people are using e-commerce.  

 

 Year 2017 2016 2015 2014 2013 
Participants 
 

19,112 4,418 4,873 2,000 2,000 

Estimated total value of Swedish E-
commerce (Billion SEK) 

84,8 61,4 N/D 54,8 N/D 

People buying something online at least 
once/year 

N/D 87% N/D 84% 84% 

Online purchase using a smartphone 
 

35% N/D 18% 10% N/D 

Consumers highest delivery time threshold 
(average, working days) 

3,3 3,9 4,3 4,17 N/D 

Table 2. Summary of participants. 

When consumers were asked why they went online to shop, 33% answered that it was because they 

could shop whenever they wanted, 18% that it is cheaper and 15% because it is more convenient 

(figure 2). Five years earlier, 51% of the respondents considered more convenient as the main 

reason for shopping online. Hence the tendency for why consumers shop online seems to be 

closely related to the convenience offered by e-commerce but also that consumers can shop 

whenever they want to.  
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Figure 2. Reasons for using e-commerce (2017). 

The participants were asked what type of products they had bought online within the last month 

to find out the most frequently purchased products. The result in 2017’s report was similar to 

previous years’ reports. Clothes and shoes was the most frequently purchased in 2017 (figure 3), 

something that has been the case in four of the five preceding years. It is also the product category 

that is most popular to buy through showrooming, which refers to when a consumer searches for 

product information in a store but makes the purchase online. As much as 45% of the respondents 

in 2017 had used this technique (figure 4).  

 
Figure 3. Most popular products. 
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Figure 4. Showrooming, top 3 products (2017). 

 

Furthermore, consumers were asked what they considered important factors when choosing 

between online stores. They could rate the importance on a four-graded scale as; very important, 

relatively important, relatively unimportant, or unimportant. As seen in table 3, total price, clear 

information, easy to navigate and that the website has a good search function were all considered 

relatively or very important by at least 93% of the participants in 2017. Safety was also important 

to a large portion of the participants. More specifically, 80% thought that safety certifications on 

webstores were important when choosing where to purchase from. Regarding deliveries, 75% 

considered deliveries within 1-2 working days as relatively or very important. About 90% said that 

information about when and how the products are delivered was relatively or very important (table 

3). Additionally, when asking the participants about delivery time a trend can be seen in what 

consumers expect in delivery time. In 2014, the threshold for highest expected delivery time on 

average was 4,17 working days whereas in 2017, this number was 3,3 indicating that consumers 

want quicker deliveries (table 2).  

 

Concerning preferred payment methods within e-commerce no major changes have occurred in 

the results since 2013. However, less people preferred direct bank transfer in 2013 than 2017, 

whereas more people preferred to pay with a debit or credit card. These two methods, together 

with receiving an invoice, represent the most popular payment methods when consumers shop 

online. Additionally, 78% considered offering different payment methods a relatively or very 
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important factor when choosing between webstores. Interestingly, one third of the respondents 

also considered mobile payment a relatively or very important factor. Despite that no data of this 

exist in any previous reports, one can see that there is quite a large demand for this option. 

However, in only three years, the number of respondents that had purchased something online 

using their smartphone within 12 months increased from 10% to 35% (table 2), which is an 

indication that mobile payments and the use of smartphones in e-commerce is something to 

consider when adopting to e-commerce.  

 

How important is the following factors to you when choosing 
webstore? 

 

Portion answering, "relatively important" or "very important"   
  

Layout and Information   
Total price 99% 
Clear information 97% 
Easy to navigate 96% 
Good search function 93% 
Safety certification 80% 
    

Deliveries   
Information about when the products will be delivered 92% 
Information about how the products will be delivered 89% 
Free returns 83% 
Quick delivery (1-2 working days) 75% 
    

Payments   
Different payment options 78% 
Bank- or credit card payment available 70% 
No need for registration 59% 
Possibility for direct bank transfers 52% 
Invoice payment 48% 
Mobile payment options e.g. Swish 33% 

Table 3. Important factors when choosing webstore (2017). 
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4.2 Data Payment Methods 
The usage of other payment methods than cash has increased with a considerable amount the past 

years. The mobile application Swish has increased the most, by 15 percentage units in only one 

year and with as much as 47 percentage units the past three years. Meanwhile, Klarna and Qliro 

have increased by 13 respectively 10 percent units, while PayPal has remained fairly steady in usage 

(figure 5). When consumers were asked which payment method they would rather use, Swish was 

the most popular answer followed by Klarna. When the follow up question of why that certain 

payment method was of choice, most people answered safety as the main reason. Ease of use was 

also mentioned relatively often. Among those who preferred cash, the majority of those considered 

this payment method because of its ease of use, where no other fees were to be paid and that there 

were no risks of system failure hindering the transactions. The ones who preferred debit card 

answered that they got to decide the limit of money on the card, and there was no credit available 

that could be used by mistake. Users of credit card preferred this since they favored to receive all 

their purchases on one single invoice at the end of the month. A common reason of the ones who 

answered cards as a payment method also believed that this was the most preferable one because 

of its length of usage. Those who answered Swish considered the ease of use as the main reason of 

their choice. In 2013, the usage of mobile payments was not used to the same extent as today, 

therefore, the question of why people was not using mobile payments were asked. The most 

common answers, except 40% who answered that they did not have a particular reason, was that 

they did not have enough knowledge to use it, they did not believe there was a need for such 

payment methods or that they had lack of trust in such payment methods (table 4).  

 

Reasons these payment methods are not used   

No reason 40% 

No trust 14%  

No need  15% 

Not enough knowledge 16% 

Other 25% 

Table 4. Reasons payment methods are not used (2013). 
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Figure 5. Usage of different payment methods.  

 

The payment methods that the Swedish population used most frequently in 2016 are still cash and 

cards. Card as a payment method is used at least a few times a week by as many as 95% of the 

Swedish population. Cards are used most by young women while senior men most frequently use 

cash. As could be seen in the graph below, mobile payment applications are used by 16% a few 

times a week or more, and by 37% a few times a month (figure 6). The percentage that uses cash 

is the one payment method that has decreased, with as much as 25 percentage units between 2013 

and 2016. During the same time, mobile payment applications have increased from 1% to 16% 

(figure 7).   

 
Figure 6. How often do you use the following payment methods? (2016). 
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Figure 7. Usage weekly or more often. 

 

Trust in payment methods is of great importance for customers. Although, mobile payment 

methods have come to great use the past years and the confidence in these kinds of payments has 

increased remarkably, only half of the people asked answered that they have high confidence in 

mobile payment methods. In between 2013-2016, the ones who believed to have high trust in 

mobile payment applications increased from 12% to 55% (table 5). As with other technological 

inventions, the younger generation is the one that has the highest confidence in these mobile 

payment applications. In 2016, 65% in the age group 16-29 had high confidence in mobile 

applications, compared to 62% when asking 30-49 years old, 54% when asking 50-64 years old and 

only 27% of the Swedish population in the age of 65-74 (table 5). As mentioned above, cards and 

cash are still the payment methods that are most frequently used by the population, and these are 

also the ones with the highest trust among consumers. Moreover, 89% respectively 87% had high 

confidence in cards and cash (table 5). These are rather stable numbers compared to other payment 

methods that has seen a greater volatility the past years. Billing services such as invoices is a 

payment method that has seen a decrease in trust and confidence by its users, from 86% in 2014 

to 63% in 2016 (table 5). The reason for this could be the increase of fake invoices that has emerged 

the past years.  
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High Confidence in the following payment methods  
Card 89% 
Cash 87%  
Invoice services 63% 
Mobile payment applications 55%   

High Confidence in mobile payment applications  
 

2013 12% 
2014  21% 
2015 37% 
2016 55%   

High Confidence in mobile payment applications 
 

16-29 years 65%  
30-49 years 62% 
50-64 years 54% 
65-74 years 27% 

Table 5. High confidence in mobile applications (2016). 

Respondents were asked what payment method they thought they would use in 10 years. Card 

payment was the most popular answer with 42% percentage rate followed by 19% who answered 

mobile payment applications, respectively 18% answered cashless payment methods such as NFC. 

Only 4% answered cash as the payment method they thought would be used the most in 10 years 

(table 6). The follow up question of what payment method one would prefer in 10 years was also 

asked. The results show a correlation between both these answers where 41% answered card, which 

also was the most popular answer. The second most popular answer was mobile payment 

applications with 17% followed by NFC with 14%. Cash, as the preferred payment method in 10 

years was the answer of 9% of the Swedish population (table 6).  
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What payment method do you believe you will use the most in 10 years? 
Card  42% 
Mobile payment applications 19% 
NFC 18% 
Cash 4% 
Other/Don’t know 17%   

What payment methods would you like to pay with in 10 years? 
Card  41% 
Mobile payment applications 17% 
NFCs 14% 
Cash 9% 
Other/Don’t know 19% 

Table 6. Preferred payment method within 10 years (2016) 

 
4.3 Interviews 
4.3.1 BOBBYS 
4.3.1.1 Technological adaption in a personal context  

The manager at BOBBYS believes herself to have a positive attitude towards new technology and 

has an interest for it. However, one problem with adapting to new technologies is a lack of time to 

be able to understand the ever-increasing amount of new functions that comes with new 

technologies. By the time she is able to understand how to use the technology, an upgrade is already 

introduced. Today, updates are made at a faster pace, thus, one is forced to select the functions 

that are required for personal use, and avoid the other ones. At the same time, all functions are not 

of interest. New updates are not something she believes to be vital, all she considers important is 

functions to work in a way that simplify her everyday life. Several devices and programs are used 

in different contexts, which is one reason these challenges of being able to understand all functions 

exist. The manager is a frequent user of Swish, although not in stores since this payment method 

is not offered at the stores that she visits. 

 

“I like new technology, I find it exciting, however, the problem is that one does not have the time needed in order to 

comprehend how the new functions works.” 

4.3.1.2 E-commerce in a personal context  

Considering e-commerce, the manager at BOBBYS rarely uses it personally. The few occasions 

when e-commerce is used includes products that is easier to get delivered, rather than bought in 

physical stores, which she finds more practical. The main reason she does not use e-commerce is 
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because she does not like to shop at all, which also includes shopping in physical stores. She 

occasionally enters an e-shop, however, only for inspirational purposes to her own store. The 

occasions she does shop, physical stores are preferred over using e-commerce.  

4.3.1.3 E-commerce in a business context  

BOBBYS launched an e-shop three years ago, however the amount of sales is very limited 

compared to the physical store. The reason for launching the e-shop was because of the increasing 

demand of e-commerce. This forced the manager to launch an e-shop as a complement to her 

physical store. Due to limited resources the e-shop was not developed by the manager herself but 

with help from a web strategist who helped her to launch the e-shop. Since she does not have the 

resources to advertise her e-shop, there is only a small fraction of her sales that is made online. The 

occasions when someone visits her e-shop is by the word of mouth marketing, through her social 

medias or when a customer searches for a specific product and her e-shop appears as a search 

result. With this knowledge, she intentionally sells more high-end products on her e-shop with the 

goal of getting more customers through a search on the Internet. She also considers her e-shop as 

a form of webrooming, where customers find an attractive product at her e-shop, and then enters 

her physical store and potentially makes a purchase. Another reason she launched her e-shop was 

because of the downward trend in sales for small stores in the cities, where larger retail companies 

with greater resources earns an increasing market share constantly. Launching her e-shop was an 

attempt to slow down this trend. The challenges with operating both a physical store and an e-shop 

are that it is time consuming and costly. The constant updates within the technology sets demands 

for these e-shops, and small retail stores generally do not possess enough resources to manage this 

in a desirable way.  

4.3.1.4 Mobile payments in a business context  

Regarding mobile payments, the manager at BOBBYS does not believe herself to possess enough 

knowledge to implement it at her store. She rather waits until one mobile payment method has 

been established, demanded by customers and considered both safe and useful before she 

implements it herself. Furthermore, she has been operating her store for many years and has 

experienced different technology attempts that have not lasted for long, which is why she has made 

the decision to wait;  

 

“I do not have enough knowledge, although it sounds great. Once again, it is that simple that it is too much 

information for me to handle with the constant limit of time, which is why I have decided to let it be, until I get 

some kind of input from a trade association who says that it is time to implement it.”  
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She believes that accepting debit and credit cards is vital and enough, since almost everyone has 

the possibility to pay with this payment method. She still operates with cash, even though it only 

covers around 1% of her total sales. Still, she considers cash to be an important payment method 

because of the few occasions when a customer pays with cash, it is a considerable high amount of 

money.  

4.3.2 Fabriken 
4.3.2.1 Technological adaption in a personal context  

The manager at Fabriken has a positive attitude towards technology and tries to be up to date with 

the devices she uses daily, mainly her smartphone. She has access to her phone all the time and 

believe that it is an essential part of her everyday life.  

 

“There are people who believe that it has gotten out of control, but I like the technological development. I use 

technology all the time, could not live without it.” 

 

Furthermore, she considers it to be important to have the latest update in terms of technological 

devices and therefore, she put in both the time and money that is needed to be updated regarding 

the new technology that she use. The technological device she uses is her smartphone since it 

fulfills her needs in terms of functionality. The manager at Fabriken rarely uses her phone to pay 

in physical stores, although she would like to, since she never use cash. The situations when she 

does pay with her phone is when shopping online and at occasions when this option is available. 

4.3.2.2 E-commerce in a personal context   

Regarding e-commerce, the manager at Fabriken has a positive attitude towards it and uses it 

regularly. Although, she believes that there are both positive and negative aspects to e-commerce. 

In today’s society, everything should be quick and simple. There is always a time limit to everything 

and therefore it is a perfect opportunity for people who do not have the time to shop in physical 

stores to be able to shop at their own pace. However, one negative aspect with e-commerce 

mentioned was that you are not able to try the products before your purchase decision. 

Furthermore, if something is wrong with your purchased product, you need to start the process of 

returning the product. This could be more time consuming than making a purchase in the physical 

store. Considering both these opportunities and consequences, she still believes that e-commerce 

is a great alternative to shopping in physical stores.  
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4.3.2.3 E-commerce in a business context  

Fabriken opened their physical store November 2013, and a few months later, they launched their 

e-shop. This because they immediately felt the need and pressure from customers who demanded 

the opportunity to purchase their products via Internet. They have a lot of customers who do not 

live in the city but would like to shop at their store. They saw the opportunity to make a greater 

profit by offering their products on two different platforms and to customers who did not have 

the possibility to visit their physical store;  

 

“We had a lot of requests from customers that they would like to shop at our store online, which is why we decided 

to launch it rather quickly.” 

 

The challenges that emerge when operating both as a physical store and an e-shop are something 

that Fabriken has managed well. They are operating their e-shop from their physical store with the 

same inventory and handle the process themselves in collaborating with a logistics company. This 

includes more tasks to work with than working solely with a physical store, but taking help from a 

consultant or employ someone to manage their e-shop would be too costly. Fabriken started their 

e-shop with the simplest attributes and functions and they do believe that an upgrade is required 

to provide best possible service for their customers. However, an upgrade of their e-shop requires 

resources in terms of time and money, but also new knowledge to operate it in the best possible 

way, which is why the upgrade is not their priority at the moment.  

4.3.2.4 Mobile payments in a business context  

When discussing mobile payments with the manager at Fabriken, she admits that she has started 

to notice an ongoing transition and that customers ask for different payment methods than cards 

and cash regularly; 

 

“We have started to get more questions regarding the different payment methods that we offer. There are a lot of 

customers walking by, who do not carry their wallet and therefore ask if we accept any kind of mobile payments. 

Considering this, it would be perfect to offer mobile payments as a complement.” 

 

However, Fabriken do not offer any mobile payments at the moment. Although, it is something 

they do believe they will offer in the future. They have seen a development and a need for it. The 

answer why it has not been implemented is dependent on the limited resources Fabriken possess 

and that they believe, this demand has appeared recently. The manager also points out the fact that 

it is important to implement this transition step by step. When starting to offer mobile payments, 
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it is important to keep cash as a payment method, since there are differences in payment behavior 

between in different ages. Therefore, she believes that a gradual process of offering new mobile 

payment methods at the same time as they gradually limit the amount of cash offered as a payment 

method in their store would be the best way to adapt to this technological development.  
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5 Analysis 

The analysis part of the thesis analyzes how SMEs can adapt to the technological change. The findings 
are analyzed together with the previous literature and the conceptual frameworks to strengthen it. 

 

5.1 E-commerce 
5.1.1 E-commerce in Sweden 
From the data presented in the empirical findings, one can see that the trend among consumers to 

use e-commerce is continuously rising. This data together with Abebe’s (2014) research support 

the evidence that online consumption is increasing as well as the number of people shopping 

online. Hence, the importance of adapting to e-commerce becomes evident as firms have 

opportunities to take advantage of the growth of e-commerce and expand their business. 

Furthermore, the most popular product categories in e-commerce among Swedish consumers 

according to PostNord’s (2017) report was clothes and shoes. This was also the product category 

that was most popular to buy through showrooming, which refers to when a consumer searches 

for product information in a store but makes the purchase online. Almost half of the respondents 

had used this technique, which emphasizes the importance for SMEs to adopt to e-commerce since 

they might lose customers because of it (PostNord, 2017). However, having an e-shop does not 

automatically protect a firm from this problem, but could help to increase sales and reach out to 

more customers by offering the product a consumer has found elsewhere. The interviewed 

managers also argued these to be some of the main reasons they had adopted to e-commerce which 

further strengthen  

5.1.2 Perceived Usefulness 
In Li and Xei’s (2012) study, one of the four most significant drivers when adapting to e-commerce 

was external pressures. A major part of business’ external pressure comes from the consumers. As 

discussed in various literature (Ye & Gong-min, 2007; Lee et al. 2016), one reason firms adopt to 

technologies is to increase their own performance and competitive advantage. However, as 

discussed in the literature review, adapting to technologies without the right knowledge might not 

lead to the desired competitive advantage. Both interviewed managers mentioned that knowledge 

about e-commerce and how to develop an e-shop was an obstacle to further developing it. If the 

knowledge is not within the SME, it must invest in external knowledge which can be costly. Hence, 

investing in knowledge that can be retained within the firms is important. If this is done 

successfully, the internal knowledge within the SME can be used to maintain and develop the e-

shop in the future instead of using external alternatives which are more expensive. 
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Another type of knowledge that is important is their consumers’ preferences and demands. This 

needs to be considered to satisfy the customers and allocate the resources on factors that contribute 

to a greater customer experience. Gefen et al.’s (2003), mention perceived usefulness as factor for 

consumers’ intention to shop online. By analyzing the data regarding why consumers use e-

commerce, a relatively clear pattern can be seen. In the most recent year, when consumers were 

asked why they went online to shop, shopping whenever they want, because it is cheaper and 

because it is convenient, were frequently reoccurring. However, the results that appeared five years 

earlier showed that more than half of the respondents considered more convenient as the main 

reason for shopping online. Moreover, the main reasons consumers shop online seems to be the 

convenience offered by e-commerce and that consumers can shop whenever they want to, which 

relates to the perceived usefulness. Since this is the reason consumers use e-commerce instead of 

going to a physical store, SMEs should consider customers’ perceived usefulness of e-commerce 

when implementing an e-shop to meet the customers’ expectations. If the customer does not 

perceive the process of buying something online as useful, he or she is likely to turn to another 

store.  

 

From the SMEs perspective, the perceived usefulness was one determining factor for implementing 

e-commerce. The perceived usefulness consists of five sub factors that affect the overall perceived 

usefulness (Marangunić & Granić, 2015). The first one is subjective norm, which takes into 

consideration the influence of others on SMEs’ decision to implement a specific technology or not. 

The manager at Fabriken felt the pressure from customers to open an e-shop immediately after 

their start-up. In BOBBYS case, this pressure came from the competitors implementing an e-shop. 

The second factor, image, concerns the desire to maintain a favorable standing among competitors, 

which could create a competitive advantage. The manager at BOBBYS explained that the main 

reason they launched their e-shop was in addition to the pressure from competitors, because of the 

increase in demand. In both cases, the managers considered e-commerce as a technology that was 

applicable to their objectives, or fulfilled the job relevance, which is the third factor. The objectives 

were to increase sales, capturing customers in other geographical areas and getting new marketing 

opportunities, which was something they considered an e-shop could do. Output quality is the 

fourth factor and is quite similar to result demonstrability. The output quality was in both cases 

believed to be fulfilled because e-commerce as a tool delivers the desired functions. However, the 

result demonstrability seemed to be lower in BOBBYS case since the increase of sales generated 

by the e-shop was small. This could be a result of the effort that was put into developing this part 

of the business. Moreover, since the result demonstrability was lower for BOBBYS manager than 
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Fabriken’s. This could be one contributing factor for the difference in attitude towards technology 

between the managers. 

5.1.3 Ease of Use 
Whereas perceived usefulness is related to the convenience that customers expect from e-

commerce, data was found supporting Gefen et al.’s (2003) argument that ease of use is an 

important factor. Several factors that can be related to the ease of use for customers online 

shopping were identified in the data. Offering different payment methods was of importance for a 

majority of the respondents. Interestingly, in 2017, a third of the respondents considered mobile 

payments a relatively or very important factor. Despite that no data of this exist in any previous 

report, one can see that there is a large demand for this option. In only three years, the number of 

respondents that had purchased something online using their smartphone within a year more than 

tripled. This is an indication that mobile payments and the use of smartphones in e-commerce are 

two subjects SMEs should have in mind when adapting to e-commerce. Additionally, layout and 

information related factors, such as total price, clear information, easy to navigate and having a 

good search function were of importance. Deliveries were also playing a large role for consumers 

when shopping online and the pressure on firms to deliver at a faster pace has increased. This is 

related to perceived usefulness, as the alternative to e-commerce is to purchase the product at a 

physical store. If the firm cannot deliver the products quickly, the customer can get the products 

at a physical store and some of the benefit with using e-commerce is lost. Delivery information 

was important which puts emphasis on deliveries as a factor for successfully adapting to e-

commerce. Combining this data together with Gefen et al.’s (2003) study emphasizes the 

importance for SMEs to consider perceived usefulness and ease of use for their customers when 

launching an e-shop.  

5.1.4 Trust and Security 
Trust and security have been considered important factors when it comes to e-commerce. Trust is 

built upon businesses managing personal and payment information safely and secure (McKnight 

et al., 2002a; Udo, 2001). The factors SMEs need to consider when implementing a e-shop are 

competence, benevolence and integrity (Chen et al. 2003). If firms do not have the competence to 

deliver what they promise, the consumer trust will be harmed. Additionally, firms must consider 

customers integrity and benevolence to make sure they appear and are trustful. As seen in the data, 

most of the consumers think it is important that e-shops have safety certificates when choosing 

between stores. Hence, it is important for firms to make sure that safety and security is prioritized 

to build trust towards its customers. This is true where all business transactions occur, but as argued 
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by Gefen and Straub (2002), it is extra important in the e-commerce business since no personal 

interactions are made. In a physical store, trust comes from the personal interaction, something 

that is not possible with the interaction between firms and customers through an e-shop. As a 

result, firms must deliver an e-shop that gives a secure and trustworthy impression. Providing this 

impression is only one part of successfully dealing with this issue. The other part is to deal with 

sensible customer information that is needed when a customer makes an online purchase. If a firm 

cannot handle personal information in a secure manner, customers will not feel comfortable to 

shop at their e-shop. Additionally, if customers’ personal and banking information is leaking from 

a firm, the natural reaction from customers would be to choose another store. In the end, firms 

will end up with less customers and a damaged reputation.  

 
5.2 Mobile Payment Methods 
5.2.1 Challenges of Use  
Why technological payment methods seem to be replacing cash as a way of paying could partly be 

found by looking at the TAM2-model, which helps to understand why a technology is adapted or 

not (Venkatesh & Davis, 2000). According to the research conducted by Insight Intelligence (2013) 

the most common reasons why people were not using mobile payments was because they did not 

believe they had enough knowledge regarding the payment method, they believed they did not have 

any use of it or that they did not believe in new technology in general. This is directly corresponding 

to two of the factors in TAM2 discussed earlier. The first factor is the ease of use, discussed by 

Venkatesh & Davis (2000). Since the respondents of the questionnaire did not have sufficient 

knowledge about the applications, they avoided using them. The same goes for the managers of 

both BOBBYS and Fabriken. Their lack of knowledge in mobile payment applications made them 

unable to see a need for it. This is a general theme within this field of study, where most people, 

both consumers and managers avoid technological adaptions initially since they do not see or know 

the benefits of them. This is also correlated to the second factor discussed by Venkatesh & Davis 

(2000), which is the perceived usefulness. When the customers or managers for an SME fail to see 

the benefits of using a specific product or service and why it would enhance their business, they 

tend to avoid investigating it further, something both interviews supported. Therefore, it all comes 

down to lack of knowledge.  

 

This could be further analyzed using the five variables that influence the perceived usefulness. 

Concerning subjective norm, the manager at Fabriken explained that she had started to notice a 

transition towards mobile payment methods. Customers ask for different payment methods 
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regularly, which is why she believed that they would start offer it in a near future. Furthermore, the 

manager at BOBBYS explained that she would not offer mobile payments until a trade association 

recommends it. The findings support that there is an increasing demand for mobile payment 

methods, but that is has not been implemented yet. Furthermore, SMEs could gain a competitive 

advantage and hence, influence the image of the company by being quick to offer these new 

payment methods that customers’ request. Neither store offer any mobile payments, thus, it is 

difficult to state that it would be highly applicable for them. Although, the fact that the manager at 

Fabriken noticed a need for other payment methods, one could argue that by offering mobile 

payments, it could be suitable as a complement. The manager at BOBBYS explained the influence 

of output quality. Their store had existed for many years and had experienced several technological 

attempts that did not last. Therefore, they would not implement any mobile payment methods 

before one method had been established and it had been made sure that this method possessed the 

desired quality. Lastly, the influence of result demonstrability could be difficult to state, since 

neither BOBBYS nor Fabriken offered any mobile payment methods. However, a suggestion how 

this could be implemented would be to start a trial of using a mobile payment method, and then 

evaluate if this would benefit the SME. A majority of the people who answered the questionnaire 

had a positive view on the perceived usefulness and ease of use, which could be an important factor 

in explaining the large increase in the adaption of mobile payments by consumers.  

 

The findings support that Sweden will eventually become a cashless country. People in general still 

have a high confidence for cash as a payment method. Confidence for mobile payment applications 

is increasing every year. However, the high confidence concerning usage of cash, must be relocated 

to mobile payments before it could substitute the use of cash. The issue dealing with lack of users’ 

confidence might decline with the increasing perceived usefulness of cashless payments. As 

technology moves forward and applications used for payments become more user friendly, more 

people will use them. Kim et al. (2010) conclude that the easier it appears to use mobile payments, 

the more useful customers consider the payment method to be and hence, will implement it. This 

is in line with Arvidsson’s (2014) findings where he emphasizes the ease of use and a simple learning 

process to replace old payment methods. In the survey when asked, “Which payment method do 

you believe you will use the most in the future?” four out of five answered some kind of cashless 

method.  However, the replacement of cash is a gradual process and it might therefore take time 

to replace cash completely, especially since cashless payments have emerged during the last years. 

This is in line with what the manager at Fabriken suggested, to gradually implement the transition 
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towards a cashless society. A systematic process of offering new mobile payments while still 

offering cash, but progressively limit the amount of cash handled in their store. 

 

Debit cards are the most common and convenient payment methods according to customers. This 

is probably because almost every store today accepts debit cards. This has in turn yielded a decrease 

in the use of cash, which can be seen as the weekly use has decreased with a considerable amount. 

However, the ease of use and the perceived usefulness concerning other payment methods than 

cash have increased, which is visible when it comes to mobile payments.  In 2013 only a fraction 

of the Swedish population used some kind of mobile payments. This was during the same time as 

Swish emerged and other payment applications started to gain market shares. Four years later, the 

increase of the respondents who answered that they are using mobile payments at least once a week 

was significant. For every year since 2013, the amount of people using mobile payments has 

doubled, while the use of cash has decreased drastically.  

5.2.2 Trust and Security  
Trust and security is important when people decide to adapt to new payment methods. Since 

personal and banking information are connected to cashless payment methods, it is understandable 

that this is of great importance for its users. Vincent et al. (2010) argued that customers consider it 

vital to be ensured that the money and personal information being transferred or shared is secure. 

This implies that the trust beliefs presented by Chen and Dillon (2003) is of great importance. They 

consider the competence of the companies that provide the mobile payment, but also the 

companies that offers them in their stores. The benevolence to hold consumers interest ahead of 

their own, by providing a secure payment method, which also includes the amount of integrity by 

companies towards their customers. This can be further strengthened by that in 2013, the trust for 

mobile payments was significantly smaller compared to 2016. When comparing the spread and 

number of people using mobile payments, one can see that the use has increased considerably 

during this period. Many factors could explain this increase. One of them was brought up in 

Apanasevic’s (2013) research where the adoption of NFC by firms was dependent on the extent to 

which customers were asking for this option, something that both interviews also supported. 

However, the rate at which users trust mobile payments and the amount of people using it 

increases, one could argue that high trust positively correlates to the increased use of the payment 

method.  

 

Furthermore, as most technological improvements, according to the theoretical criteria of early 

adopters (Rogers, 1962), younger people are generally more positive to the change. Elderly people 
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however, tend to be more skeptical about technologies. Similar results were found regarding trust 

towards mobile payment applications where there was a large difference in trust between the older 

and the younger generation. This is correlated with the use of cash by elderly and hence, the lack 

of usage of mobile payments. Cash has been used as a payment method much longer than mobile 

payments, where older people questioned the security, while younger people embraced it and thus, 

use it to a greater extent. Additionally, this goes in line with previous research on the diffusion 

process (Beal & Bohlen, 1957; Rogers, 1962) and the theory that young people are usually early 

adopters while older people generally are among the late adopters. Again, the younger generation 

is the one that has the highest confidence in these mobile payment applications. Almost none of 

the respondents in the younger generation are concerned with the safety when using these kinds 

of payment applications. However, a higher percentage rate is concerned with the safety, which 

supports this statement. 

5.3 Managerial Attitudes  
5.3.1 Managers’ Adoption Types 
When putting the qualitative data together from the interviews and attempting to categorize what 

type of adopter the managers belong to, some patterns could be seen. The responses indicate that 

the manager at BOBBYS could be categorized as a late majority. The reason for this is that the 

person does adopt to new technology, but only when it is developed, well established and when 

the perceived usefulness is high, which correspond to the criterion for this category (Rogers, 1962). 

Additionally, the functions a technology can deliver was the main determining factor for adoption, 

not the thrill of using new technology. This was the case for using both technological devices and 

e-commerce, even though the personal use of e-commerce was low and probably would categorize 

this person as a non-adopter. However, this was explained by the resistance of shopping in general, 

not the e-commerce itself and since some purchases had been made online, it makes more sense 

to consider this person a late majority.   

 

The manager at Fabriken had a positive attitude towards technology in general. She did not strive 

to try new technology as soon as they were available but when she found it useful. However, 

another attitude was seen regarding technology she already possessed. In this matter, she strived to 

be up to date to take advantage of new updates and functions. The attitude towards e-commerce 

was also positive and used due to convenience in browsing products and getting them delivered. 

With this in mind, the manager at Fabriken could be categorized as an early majority as technology 

was not adopted at the earliest stage. However, the positive attitude and desire to be up to date 
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with the already possessed technology support that this manager is an early majority. A manager 

within this category seems to be the most beneficial for SMEs to have when adapting to new 

technology. To stay competitive, SMEs cannot afford to miss opportunities that might come with 

new technologies. However, there is always a risk that a technology will fail or be replaced by an 

improved version. On the other hand, waiting too long for a well-established version, might give 

competitors the competitive advantage. This means that finding a balance between risks and 

waiting becomes important and must be evaluated by the manager. Hence, having an innovator as 

a manger might lead to great success as he or she adopt to technology before anybody else. It might 

also lead to several adoption failures which could be risky and in the end costly for the firm. 

Contrarywise, to have a non-adopting manager that does not adopt to technology would not be 

optimal for SMEs either since this manager would be resistant to technological changes that might 

be necessary to implement. Hence, having a manager that is adopting to technology relatively early, 

considers the risks with it and focus on the functions and benefits of the technology is of great 

importance. 

 

As seen in the research by Waarts et al. (2002), different types of adopters are driven by different 

factors when adopting to technology. The early and late majority adopters were focusing on 

implementation related issues such as budget and attributes of the technology. These two factors 

were mentioned by both managers as important factors when deciding to adapt to a technology or 

not. It also supports that these two managers should not be categorized as early adopters. In both 

cases, the managers emphasized, that adapting to mobile payments was not yet worth the effort 

and resources that are required. This because it has not yet been demanded by their customers. 

This phenomenon was discussed by Apanasevic (2013) as something that hindered the spread of 

NFC. However, as seen in the data and explained by the managers, the use of mobile payments is 

increasing which could lead to a demand large enough for both companies to adapt to mobile 

payments. The challenge for them is to implement this at the right time to be ahead of competitors, 

but still minimize the risk of wasting their resources.  

 

The qualitative data gives indications that both managers are of the administrative type rather than 

entrepreneurial when analyzing Mintzberg and Water’s (1982) findings. This because the 

entrepreneurial mindset is targeting short-term gains, something the managers in these cases did 

not have an intention to achieve. Instead, both managers emphasized that a technology should be 

well established on the market before adapting to it which could be considered a more long-term 

mindset. It also corresponds to that administrative managers want analyses based on data before 
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making a strategic implementation plan (Mintzberg & Waters, 1982). However, waiting too long 

with adapting to a technology could lead to a missed opportunity of achieving competitive 

advantage. One reason the manager at BOBBYS implemented e-commerce was because 

competitors already offered this option to their customers, not because she wanted to achieve 

competitive advantage. At this point of time, the technology is well established which minimizes 

the risk that it will be a failure. On the other hand, the competitors are a step ahead which means 

they have gained a competitive advantage. Hence, it is important to emphasize that according to 

our findings and the literature, neither the entrepreneurial nor the administrative mind-set is more 

suitable when adapting to new technologies. This because the entrepreneurial mind-set could imply 

an increased risk of adapting to technology that is not fully developed or demanded by customers. 

However, the administrative mind-set could be too defensive which could lead to missing the 

opportunity of achieving competitive advantage. Moreover, a mix between these two mid-sets 

including risk taking to some extent and awareness of not rushing into something would be 

recommended for SMEs due to their limitations in resources and need to achieve competitive 

advantage.  

5.3.2 Managerial Attitudes Towards Technology 
When analyzing the managers’ attitudes towards technology, findings from both interviews and the 

literature points towards a positive correlation of an optimistic attitude towards new technology 

and the adoption process. The TAM2 model by Venkatesh and Davis (2000) and the factors of 

adoption experiences, perceived benefit and enhanced value discussed by Kai-Ming Au and 

Enderwick (2000) support the fact that a positive attitude simplifies the adoption of new 

technologies. In turn, both BOBBYS and Fabriken were positive towards new technology, if there 

were recourses enough to pursue and operate it in a desirable way. They implemented e-commerce 

with the limited recourses they possessed. Fabriken provided a simple website with basic functions, 

and BOBBYS hired a web strategist consultant to launch the website. Therefore, one can argue 

that there is a positive correlation between the manager’s attitude and the implementation of new 

technology. Furthermore, this is strengthened by Kim et al. (2009), who state that the strength of 

a manager’s attitude towards using a new technology is led by the attitude itself, and it is the most 

important factor when it comes to implementing. When comparing both stores, the manager at 

Fabriken is more positive to use technology in personal and business contexts. An answer to this 

could be the age difference between the two managers since younger people tend to be more 

positive towards technological changes. The manager at Fabriken considers herself to be up to date 

with new technology and believes it to be important. Contrarywise, the manager at BOBBYS 

considers her lack of knowledge an obstacle for her to offer new payment methods. One can see 
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that managers’ attitudes play a vital role in the adaption process, but also that limited resources put 

limits to what SMEs can accomplish when considering the technological adaption.  

5.3.3 Resource Challenges 
There are clear indications that support that to achieve a competitive advantage, companies should 

be innovative. In Lee et al.’s (2016) study, the speed, numbers of innovations, level of 

innovativeness and the ability to become the first in the market are some criteria that are listed as 

technological innovations that has a positive outcome in creating a competitive advantage. 

Although, most companies strive to reach a competitive advantage, this demands resources in form 

of financial assets, time and knowledge (Lee et al., 2016). This could be seen in both case studies 

of BOBBYS and Fabriken. Both stores have put in effort in adapting to new technology such as e-

commerce and cashless payments, to reach a competitive advantage. However, both stores still feel 

the need to improve their website to be more up to date and hence, attract more customers. The 

managers explained that the reason this has not been achieved was lack of resources. Their limited 

resources obstructed them from fully taking advantage of technology. Subramaniam and Youndt 

(2005) states that the process of technological adaption is one of the most knowledge-intensive 

business processes an SME can face, which was the case for the managers in this context. This is 

in line with Sandhawalia and Dalcher (2011) since they point out that the knowledge-management 

is of utmost importance for SMEs, particularly managers to continuously develop and improve 

work practices to remain competitive. The manager at BOBBYS pointed out the problem of not 

being able to advertise their website the way they wanted. Since they did not have the resources of 

doing it, only a fraction of their sales was made from their website, which they knew, but did not 

have the resources to change. Additionally, Fabriken’s sales via e-commerce was limited compared 

to the physical store. Fabriken would like to improve their website with updates that could increase 

customers’ satisfaction and hence, sales. However, these improvements would require resources in 

the form of time, financial assets and new knowledge to manage it in best way, which is why these 

improvements was not of priority at the moment.  
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6 Conclusion  
In this section, the answers to the research questions will be presented with a focus on how SMEs can 
adapt to the technological change when it comes to mobile payments and e-commerce. 

 
This thesis has investigated how SMEs can successfully adapt to the technological change towards 

a cashless society. It began with a research question regarding customers’ preferences and how they 

have changed the last five years. This was investigated to see whether the demand for new payment 

methods has changed but also what was requested from the customers. The second research 

question examined how the SMEs managers attitude towards this change affected the adaption 

process. The purpose with this question was to see if there was a correlation between companies 

that have implemented new technologies and the managers attitude and interest for it. The last 

research question was how SMEs can adapt to this technological change in a lenient manner. The 

first two research questions acted as a framework for the last question which was in line with the 

purpose. 

 

The first research question showed a rather expected result. Since the launch of mobile payments, 

the demand and usage have increased every year. However, to back up the assumption made and 

to see whether there is an ongoing move towards a cashless society, data showing this had to be 

found. The data clearly showed a tendency that people in general move towards less use of cash 

and demands for new payment methods, even though cash still is deeply rooted. Younger people 

were those more open to the change while elderly people still preferred traditional payment 

methods. Additionally, the data indicates that online consumption is increasing which emphasizes 

the importance of adapting. When it comes to the second research questions, how managers 

attitude towards technology affects the adaption process, the findings showed that a positive 

attitude towards technology had a positive effect on the implementation process. Managers that 

had more interest in technology were more open to the change and thus could easier adapt. The 

findings showed that it is important to be risk aware but still not afraid of change. Being the first 

one to implement a new technology was not always optimal, instead being an early majority was 

beneficial. The main constraints for SMEs were time, financial assets and knowledge, therefore, a 

great emphasis had to be put into the resource management. 

 

To conclude the findings for the last research question, a framework was constructed. When facing 

the challenge to meet the demand from customers there are three main factors that are important 

to consider. The first one is the ease of use which means that a great focus should be put into 

making the e-shops and payment methods user-friendly. As the these become easier to use, more 
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people will use them. This is correlated with the second part, perceived usefulness. When people 

notice that it is easy and convenient to use these technologies, and when they can see the benefits, 

they are more likely to embrace it. Another constraint that should be taken into consideration when 

implementing this new technology is the security aspect. People in general still have some concerns 

regarding the safety of using mobile payments and e-commerce. Therefore, it is of great importance 

to put effort in making the payment process as secure as possible. When it comes to the managerial 

aspect of this implementation process, it is beneficial to have a positive attitude towards technology. 

However, the most important part is to take resource management seriously. Our findings indicated 

that SMEs should invest equally in knowledge and technology. Since time is one of the biggest 

constraints, an equal distribution of the investments between knowledge and technology is optimal. 

If too much emphasis is put on either one of them, the other one is lacking and thus slows down 

the process. Therefore, this suggested framework (figure 8) was constructed as guidance for SMEs 

facing these challenges: 
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Figure 8. Framework for Technological Adoption.  
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7 Discussion 
The last part of the thesis will discuss the outcomes in general, implications, limitations and suggestions for 
further research. 

 

7.1 Implications 
There are several implications that this thesis has yielded that need to be discussed. The initial 

reason for conducting this research was that the previous research on how SMEs can adapt to new 

technologies was lacking. Therefore, it is one of the few researches that are focusing on the 

adoption from SMEs perspective, as a result of the increased demand from customers. Since the 

term “technological adaption” covers a great amount of different technologies, a decision to 

investigate e-commerce and mobile payments was chosen, since those are two fields that have seen 

significant changes the last years.  

7.2 Theoretical and Practical Implications 
The findings imply that the attitude SME managers have towards technologies in general affects 

the implementation process. Managers who are positive towards technologies often face a more 

lenient and easy adoption compared to those who are resistant. The interviews strengthened this 

theory since the managers that responded said that they were interested in technology in general 

and that they have tried to implement at least e-commerce. However, one theoretical implication 

found is that it is hard to divide SME managers into one of the two behavior types, administrators 

or entrepreneurs as discussed by Mintzberg and Waters (1982), which has been done in previous 

literature. Managers, especially in smaller businesses, may have to act as both administrators and as 

entrepreneurs. The administrator part is vital when it comes to being strategic and analyzing 

previous data while the entrepreneurial part is important when it comes to implementing new 

technologies and dare to change. Thus, the authors argue that this distinction to identify a specific 

behavior type is unnecessary when it comes to the adaption process for SMEs. 

 

Using the existing literature and our findings, we argue that the best stance for SMEs to take when 

it comes to the implementation process of new technologies is to place themselves as an early 

majority. This because of the time, knowledge and financial constraints faced in a smaller company. 

If they were to place themselves as innovators or early adopters, the risks would be too large when 

considering their constraints. It could be successful, but the costs of failure could be devastating 

for the company. Therefore, if they place themselves as an early majority they are still the 

frontrunners, but can let other companies test the waters first. An example of this is to implement 



 

 51 

a new technology when the customers start asking for it and the demand is increasing, instead of 

directly when it is released.  

 

Our findings suggest that managers’ attitude towards technology is positively correlated to the 

implementation process. However, the main challenge for SMEs turned out to be how to manage 

their limited resources in a successful manner. Knowing when and if they should invest in a new 

technology seemed to be a bigger issue than the implementation itself. Nevertheless, the presented 

framework shows how managers can handle this situation of increasing demand. This yields an 

external pressure on mangers to respond to this demand and take different aspects into 

consideration. Finally, our findings support that it is important for managers to invest equally in 

knowledge and technology.  

7.3 Limitations 
While writing this thesis we came across several limitations to the process. It is important to keep 

in mind that this paper was written with a strict time limit. Thus, the depth in which the research 

could be done is limited. With this in mind, we were careful to state that the suggested framework 

was not necessarily how SMEs “should” do but rather how SMEs “can” do. Therefore, we could 

contribute to the field and conduct a research that can be built upon in the future rather than stating 

that there is one single superior way of adapting to the technological change. Because the secondary 

data was conducted for another purpose some of the data did not contribute to this thesis. Another 

limitation is that with a sample of only two managers, it is difficult to draw meaningful conclusions 

and generalizations. Therefore, they were used as examples of how they are handling the 

technological change rather than examples of how it should be done. To draw a more meaningful 

conclusion from the SMEs, a larger sample could be used for further research. Further limitations 

are concerned with the loss of data that might occur when transcribing the interviews. The 

interviews were conducted in Swedish, therefore, some important stand points might have been 

lost when translating it into English for this paper.  

7.4 Suggestions for Further Research 
Due to the limitations of this paper, there are several areas that could be investigated further. A 

gap was identified in the existing literature where researchers could analyze the implications of the 

technological change from an SMEs point of view. However, since the research was conducted 

during a limited amount of time, a meaningful sample of SMEs was not investigated. It would be 

interesting to see how SMEs adapt by surveying a significant amount of companies within the retail 

industry. Furthermore, there is room for an expansion of the suggested framework since it is only 
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focusing on certain aspects when it comes to technological adaption. Additionally, this research 

has only focused on SMEs within the retail industry since those are the ones who have seen the 

greatest technological changes the last years. However, near future, these changes may spread to 

other industries. It would therefore be interesting to see whether some industries are affected 

differently. Finally, to see which the next industry is to adapt to these changes could be a topic of 

future research.   
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Appendices 
E-commerce data 
E-commerce in Nordic countries, 
PostNord & SIFO 

          

Year 2017 2016 2015 2014 2013 
Participants 19122 4418 4873 - 2000 
Age group 18-79 18-79 18-79 18-79 18-79 
Consumers bought something online last year 
(in millions) 

4,7 - - - 5,55 

Percentage of population buying online every 
month 

67% 75% - 35% 28% 

Estimated total value of Swedish consumers E-
commerce last 12 months (billions) 

84,8 61,4 - 54,8 - 

Buying online at least once/ year - 87% - 84% 84%       

One main reason for using e-commerce 
     

Can shop whenever I want (Not an option in 
2013) 

33% 24% - * * 

It is cheaper 18% 24% - 26% 22% 
Wider range of products 18% 17% - 15% 21% 
More convenient 15% 17% - 49% 51% 
Less time consuming (Not an option in 2013) 10% 12% - * * 
Other 6% 6% - 9% 6%       

Product categories in Swedish e-commerce 
     

What type of products did you purchase online 
within the last month? 

     

Description:  *=Within last 3 months 
**=Average last 3 months ***=Last year 

     

Clothes and shoes 34% *40% **41% ***45% ***42% 
Media 30% *43% **27% ***41% ***40% 
Cosmetics and health 25% *30% **16% ***15% ***15% 
Electronics 22% *29% **30% ***32% ***42% 
Sports and leisure 10% *13% **13% ***10% - 
Children supplies/Toys 10% *11% - - - 
Convenience goods 6% - - - - 
Car, MC, Marine equipment 6% *7% - - -       

Have you done any of the following using 
a smartphone (last month) *=During the 
last 12 months 

     

Online purchase 35% - 18% 10% *19% 
Received offers from a store 72% - - - - 
Product research when not in a store 54% - - - - 
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Search for a store near you 43% - - - - 
Product research when in a store 40% - - - - 
Checked stock availability before going to a 
store 

32% - - - - 
      

Webrooming 
     

Consumer searches for information online but 
purchases in store 

     

Top 3 product categories 
     

Electronics 40% - 42% 54% - 
Clothing and shoes 26% - 32% 15% - 
Sport and leisure products 19% - 11% 13% - 
Books - - 10% 14% - 
Showrooming 

     

Consumer searches for information in store 
but purchases online 

     

Top 3 product categories 
     

Clothing and shoes 45% - 41% 47% - 
Media  17% - - - - 
Electronics 16% - 24% 28% - 
Books - - 13% 13% -       

Preferred delivery methods  
     

Pick up at service site 37% 48% 40% 38% - 
Delivered to mailbox by mailman 31% 31% 46% 50% - 
Home delivery and left outside the door when 
not home 

8% - - - - 

Home delivery at evening when home *=even 
if it costs extra 

10% *3% *2% *2% - 

Home delivery day time when home 4% 10% 5% 7% - 
Delivery to work place 2% 2% 1% 1% - 
Pick up at webstores physical store 1% 1% 3% 1% - 
Pick up at post box available all time 2% 2% - - -       

Consumers highest delivery time threshold 
(average, working days) 

3,3 3,9 4,3 4,17 - 
      

Returns 
     

Percentage of consumers returning a product 
(last month) 

10% - - - - 

Consumers considering clear instructions for 
contacting customer service 

80% - - - - 

Consumers considering clear information 
about return policies important 

90% - - - - 

Consumers demanding free returns 80% - - - -       
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Important webstore features - Payment 
     

Portion answering, "relatively important" or 
"very important" 

     

Different payment options 78% - - - - 
Bank- or credit card payment available 70% - - - - 
No need for registration 59% - - - - 
Possibility for direct bank transfers 52% - - - - 
Invoice payment 48% - - - - 
Mobile payment options e.g. Swish 33% - - - -       

Important webstore features - layout and 
information 

     

How important is the following factors to you 
when choosing webstore 

     

Portion answering, "relatively important" or 
"very important" 

     

Total price 99% - - - - 
Clear information 97% - - - - 
Easy to navigate 96% - - - - 
Good search function 93% - - - - 
Customer service 85% - - - - 
Safety certification 80% - - - - 
Customer reviews 60% - - - - 
Mobile version of website 41% - - - -       

Important factors for webstores (deliveries) 
     

Portion answering, "relatively important" or 
"very important" 

     

Information about when the products will be 
delivered 

92% - - - - 

Information about how the products will be 
delivered 

89% - - - - 

Free returns 83% - - - - 
Options of how and where the delivery occur 78% - - - - 
Quick delivery (1-2 working days) 75% - - - - 
Free delivery 74% - - - -       

Preferred payment method 
     

Credit- or Debit card 35% 35% 37% 32% 26% 
Invoice 37% 35% 35% 36% 37% 
Direct bank transfer 20% 19% 19% 20% 28% 
PayPal, Payson etc. 5% 7% 5% 8% 5% 
Cash on Delivery 1% 1% - - 2% 
Other, don't know 2% 3% 4% 4% 2% 
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Mobile payments data 
 
Empirical findings payment methods 
2016           
            
Do you use the following payment 
methods?           

  Use 
Heard 
of 

Never 
heard 

Don't 
know   

Swish 66% 31% 2% 1%   
Klarna 61% 28% 10% 2%   
PayPal 32% 52% 13% 3%   
Qliro 12% 10% 74% 3%   
WyWallet 4% 49% 44% 4%   
Bitcoin 1% 61% 35% 3%   
SEQR 1% 16% 79% 4%   
Betalo 0% 7% 89% 3%   
Masterpass 0% 6% 90% 4%   
            
Percentage that use the following 
payment methods           
  2014 2015 2016     
Swish 19% 51% 66%     
Klarna 44% 48% 61%     
PayPal 29% 31% 32%     
Qliro - 2% 12%     
            
            
How often you do use the following 
payment methods?           

    
Weekl
y 

Monthl
y Yearly   

Card   95% 4% 1%   
Cash   38% 38% 24%   
Mobile payment applications   16% 37% 46%   
Invoice services   4% 35% 59%   
            
Use weekly or more often           
    2013 2014 2015 2016 
Cash   63% 52% 40% 38% 
Mobile payment applications   1% 3% 7% 16% 
            
Do you have high confidence in 
mobile payment applications?           
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  2013 2014 2015 2016   
Yes 12% 21% 37% 55%   
            
High confidence in mobile payment 
applications?           

  
16-29 
years 

30-49 
years 

50-64 
years 

65-74 
years   

Yes 65% 62% 54% 27%   
            
High confidence in the following 
payment methods           
            
Card 89%         
Cash 87%         
Invoice services 63%         
Mobile payment applications 55%         
            
Which payment methods are you 
worried to use?            
Bitcoin 47%         
Mobile payment applications 29%         
Card 24%         
Invoice services 12%         
Cash 7%         
I'm not worried 21%         

 
 
In what context 
do you prefer 
the following 
payment 
methods?                

  
Bitcoi
n 

Direc
t 
debit  

Internet 
banking 

Mobile payment 
applications 

Invoice 
services  

Car
d 

Cas
h 

Rent/bills 0% 80% 9% 1% 3% 4% 0% 
Restaurant 0% 0% 0% 2% 0% 82% 14% 
Amount less 
than 100 SEK 0% 0% 0% 2% 0% 58% 39% 
Amount more 
than 100 SEK 0% 0% 0% 1% 0% 91% 8% 
Local market 
place 0% 0% 0% 8% 0% 17% 72% 
Payment to a 
friend 0% 5% 1% 60% 0% 2% 30% 
Parking  0% 0% 0% 11% 1% 61% 20% 
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E-commerce 0% 3% 22% 2% 5% 40% 0% 
 
          
What payment method do you believe you will 
use the most in 10 years?         
          
Card   42%       
Mobile payment applications  19%       
NFC  18%       
Cash  4%       
Direct debit  3%       
Internet banking  1%       
Invoice services  1%       
Bitcoin  0%       
Other  2%       
Don't know  10%       
          
What payment method would you like to pay 
with in 10 years?          
          
Card   41%       
Mobile payment applications  17%       
NFC 14%       
Cash  9%       
Direct debit  4%       
Internet banking  1%       
Invoice services  1%       
Bitcoin  1%       
Other  1%       
Don't know  11%       
          
How much cash do you carry at the point of the 
interview?         
  2013 2014 2015 2016 
None 8% 10% 13% 17% 
<50 SEK 17% 22% 23% 24% 
50-500 SEK 51% 50% 50% 44% 
500-1000 SEK 12% 10% 9% 10% 
>1000 SEK  10% 6% 4% 5% 
     
Usage of different 
payment methods      

 

Women 16-
29 

Women 30-
49 

Men 30-
49 Women 16-29 

General 
public 
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Swish 82% - - - 66% 
Klarna - 76% - - 61% 
Paypal - - 49% - 32% 
Qliro - - - 23% 12% 

      
Usage of cash on a daily 
basis      
Men 16-29 3%     
Men 65-74 20%     

      
Usage of mobile bank-
ID      
Women 16-29 90%     
Women 65-74 52%     
 

The cashless society 2013        
        
Will Sweden be cashless?       

  Yes No  
Don't 
know 

  59% 39% 2% 
        
How often do you use the following payment 
methods?       

    
Every 
week Rarely 

Mobile payment applications   1% 91% 
Text message payments   1% 97% 
Internet banking   18% 26% 
Electronic payment   5% 75% 
Card   83% 7% 
Cash   64% 7% 
        
Why don't you use these payment methods?        
Don't know   27%   
Other   5%   
Technical problems   1%   
Unknown receiver   1%   
Better control   1%   
No reason   8%   
No Internet connection/smartphone   6%   
Not available where I shop   5%   
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No need   15%   
Don't know how   16%   
Integrity reasons   6%   
No trust    14%   
        
Are you worried of using the following payment 
methods?        
    Yes No  
Mobile payment applications    32% 16% 
Text message payment   33% 19% 
Electronic payments   20% 36% 
Cash   4% 86% 
Internet banking    7% 75% 

 

Interview questionnaire 
 
Personal usage Smartphones 

• What is your view/general attitude towards innovation and technologies? Do you think 
it is important to have the latest technology?  

• Do you consider yourself as up to date on new technologies, such as smartphones etc.? 
• Do you use a smartphone? 
• Have you ever used your smartphone to pay for something in a store?  

o If yes, what did you buy, where did you buy it, which app did you use? 
• Have you ever used your phone to pay for something outside of a store?  

o If yes, what did you buy, where did you buy it, which app did you use? 

Personal usage e-commerce 
• Do you use e-commerce to buy things online?  

o Why/Why not? 
• When was the last time you bought something online?  

o What? 
• In general, do you prefer to buy things online or in a store? Why? 

E-commerce on firm level 
• How did you become aware of the technology? 
• When did you implement it? 
• Why was this technology implemented intentionally? 

o If not, why? 
• What made you decide to implement it? 
• Who decided to implement/adopt or not, to the technology? 
• What was challenging in the adoption process? 
• How did the employees react to the implementation? 
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• How would you describe the use of this technology now?  
o Regularly or occasionally? 

Mobile payments and NFC 
• How did you become aware of the technology? 
• When did you implement it? 
• Why was this technology implemented intentionally? 

o If not, why? 
• What made you decide to implement it? 
• Who decided to implement/adopt or not, to the technology? 
• What was challenging in the adoption process? 
• How did the employees react to the implementation? 
• How would you describe the use of this technology now?  

o Regularly or occasionally? 
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