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Background: The convergence of payment behaviours can contribute to the diffusion of new 

payment technologies and thus economic performance. There is evidence that the electrification 

of the retail payment system promotes the performance of the banking sector and economic 

growth. The retail payment market is a prime example of a two-sided market where new 

payment instruments need to reach a critical mass of users to become viable and grow further 

(Martikainen, Schmiedel & Takalo, 2015).  

Purpose: The purpose of this paper is to analyse Bitcoin, as a payment method, and review the 

models already used to shed more light on its further potential adoption by retailers. We apply 

the DOI theory and review the TAM model to determine the underlying characteristics of 

Bitcoin that will enable further adoption or rejection among retailers. 

Method: We conduct a case study on Bitrefill AB which offers a rich method for investigating 

and researching. With the process of interpretation in context, we make inference from the case 

of Bitrefill in connecting with events and experiences of other retailers (Expedia, Alibaba, 

Overstock and CheapAir).  

Conclusion: According to the results, the adoption of Bitcoin relies heavily on positive relative 

advantages to other payment methods, compatibility and simplicity of its use while negative 

characteristics that pull it back from being adopted include the complexities in understanding 

the technology behind it, damaging outcomes varying from the expected. 
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Definitions 

Altcoin: Alternative cryptocurrencies that launched after the introduction of Bitcoin. Many 
altcoins are trying to come up with better solutions to Bitcoin´s drawbacks. 

Bitcoin mining: Bitcoin mining is the process of creating, or rather discovering Bitcoin 
currency.  Bitcoin maintains a public ledger that contains past transactions, and mining is the 
process of adding new transactions to this ledger. 

Blockchain: A digitized, decentralized public ledger of transactions that continuously adds new 
blocks in chronological order. It is used to keep track of transactions which is accessible to 
anyone connected to the network without constraints of centralized organization. Used not only 
in cryptocurrencies but other fields such as healthcare and supply chain management. 

Bubble: Bubble theory is a financial hypothesis that involves a rapid rise in market prices 
followed by a sudden crash as investors move out of overvalued assets. 

Cryptocurrencies: A cryptocurrency is a digital or virtual currency that uses cryptography for 
security. 

Cryptography: method of protecting information and communications through the use of 
codes so that only those for whom the information is intended can read and process it. The pre-
fix "crypt" means "hidden" or "vault" and the suffix "graphy" stands for "writing." 

Diffusion:  process in which an innovation is communicated through certain channels over time 
among members of a social system. 

Digital wallet: An application or device, which enables the users to make payments 
electronically. A software that holds all your Bitcoin address and secret keys. Use it to send, 
receive and store Bitcoin.  

DOI: Diffusion of Innovation 

E-commerce: An abbreviation for electronic commerce, is the buying and selling of goods and 
services, or the transmitting of funds or data, over an electronic network, primarily the internet.  

Fiat currency: intrinsically worthless object, such as paper money, that is deemed to be money 
by law. 

Genesis block: The first block in the blockchain 

Innovation: An idea, practice, or object that is perceived by an individual. 

PEU: Perceived Ease of Use 

PU: Perceived Usefulness 

Retailers: A person or business that sells goods or services to the public in relatively small 
quantities for use or consumption rather than for resale. 

TAM: Technology Acceptance Model 



 

 vi 

TRA: Theory of Reasoned Action 

Virtual currency: A type of digital currency that is only available in electronic form and not 
in physical form. It is stored and transacted only through designated software, mobile or 
computer applications, or through dedicated digital wallets, and the transactions occur over the 
Internet or over secure dedicated networks. 

Public Key: This is the address used to publicly receive Bitcoins. 

Coinbase: A Bitcoin wallet, is the world's largest platform for buying and selling Bitcoin for 

US dollars at the current market rate. 
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1. Introduction  

_____________________________________________________________________________________ 

 

 

“The internet and the massive growth of e-commerce have bred various new online payment and money 

transaction methods in the last several years. This is being spurred by a new hype in ‘fin-tech’ start-ups in the 

global technology hubs” (Baur, Bühler, Bick & Bonorden, 2015). The payments industry – the business of 

transferring value through public and corporate infrastructures – is undergoing rapid transformation (Nelms, 

Maurer, Swartz & Mainwaring, 2017). With the advanced and dynamic growth of technologies, how fast the 

consumers are accepting these technologies depends on several factors such as availability of technology, 

convenience, consumers’ need, security etc. (Lai, 2017). 

“European institutions are pursuing the objective of more competition in retail payments, promoting 

innovative instruments and allowing other operators to enter in a market historically dominated by banks” 

(Gimigliano, 2016). The convergence of payment behaviours can contribute to the diffusion of new payment 

technologies and thus economic performance. There is evidence that the electrification of the retail payment 

system promotes the performance of the banking sector and economic growth. The retail payment market is a 

prime example of a two-sided market where new payment instruments need to reach a critical mass of users 

to become viable and grow further (Martikainen, Schmiedel & Takalo, 2015). 

 

Innovation, which can be understood as a process of introducing new ideas that create value in a radical and 

systematic way, plays a key role for countries and organizations wishing to address the challenges and reap 

the benefits of a new global economic environment in which the threat of being effectively left behind by 

failing to implement its measures or ignoring its implications for productive, social and educational processes 

looms large (Serrano-Santoyo, 2013). Technological solutions have gradually advanced beyond what was 

traditional business operations to smart manoeuvres in achieving business goals. Driven by globalization and 

technological discoveries such as cryptography, retailing remains a vital business industry. Initial research on 

payment methods in the retail industry has lightly touched on the adoption of cryptocurrencies. We have 

identified this trend and sought to study the characteristics of Bitcoin that may influence its adoption or 

rejection as a payment method in the retail industry. 

1.1 The Retail Industry 

Retail payment systems play an important role in the smooth functioning of any economy, and thus any 

inefficiency in the retail payments market can send negative effects cascading throughout the financial realm 

("Payment Systems and Research", 2019). There are dramatic changes in the global retail landscape. Market 

pressures are forcing retailers to consider offering customers greater perceived value compared to their 

competitors. However, global challenges such as lower consumer confidence, hyperinflation, terrorism, ethnic 

violence and high unemployment are making it even more difficult. To intensify value offering, retailers are 

adopting innovative set-ups that confront such issues. Effective ones are upholding quick-thinking and flexible 

mind-sets by constantly monitoring changes in the global business environment. 

Profitability will come from a retailer’s ability to deliver these innovative formats from both the cost and 

operational perspectives (Retailing in the 21st century, 2006). Further inclinations in the industry are: 
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1.    Consolidation of the retailing industry 

2.    Offering greater value over competitors 

3.    Offering fresh and exciting innovations 

4.    Efficient and effective cost controls 

Obviously, retailers ought to consider a payment method that does not only meet their customers’ needs but 

also effectively controls the cost of doing business. This choice will also determine the facilities required to 

guarantee efficient management of cash flow. "Consumers today expect their experience with the dealership 

to mirror their experiences with other retailers," said Ron Lamb, president of Reynolds and Reynolds. "That 

expectation applies whether the consumer is browsing the dealer's website or paying for service at the 

dealership. To meet those expectations, dealers are looking for the tools that support a familiar shopping 

experience for consumers. Certainly, one of those tools is secure, efficient payment processing with the 

dealership ("Reynolds and Global Payments to Offer Electronic Payment Solutions for Automobile Retailers", 

2014).  

The emergence of new retail channels such as the Internet and mobile commerce create requirements for new 

payment instruments to enable feasible and convenient transactions in these channels (Ondrus and Pigneur, 

2006). While existing card payments are suitable for most purchases, their transaction costs are too high to be 

profitable in micropayment transactions (Mallat, 2007). 

1.2 Blockchain Technology and the Conception of Cryptocurrencies 

Technological developments over the past 50 years have affected payment systems in two key ways. First, the 

records and ledgers have been converted from paper to electronic form, which has increased the speed of 

completing transactions and reduced operational risks. Second, the emergence of low-cost technology has 

allowed new payment schemes to emerge, such as mobile money schemes (Bank of England, 2014). 

For organization and convenience, the different kinds of existing and potential activities in the blockchain 

revolution are broken down into three categories: Blockchain 1.0, 2.0 and 3.0. Blockchain 1.0 is the currency, 

the deployment of cryptocurrencies in applications related to cash, such as currency transfer, remittance, and 

the digital payment system. Blockchain 2.0 is contracts, the entire slate of economic market, and financial 

applications using the blockchain that are more extensive than simple cash transactions. Blockchain 3.0 is 

blockchain applications beyond currency, finance and markets- particularly in the areas of government, health, 

science, literacy, culture and art, (Swan, 2015). 
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Figure 1: How the Blockchain Technology works (VITALE, 2018). 

Blockchain 1.0 could be regarded as a public ledger or a distributed database of records and all committed 

transactions are stored in a list of blocks. This chain grows as new blocks are appended to it continuously. 

Asymmetric cryptography and distributed consensus algorithms have been implemented for user security and 

ledger consistency. The blockchain technology generally has key characteristics of decentralization, 

persistency, anonymity and auditability. With these traits, blockchain can greatly save the cost and improve 

the efficiency, (Zheng, Xie, Dai, Chen & Wang, 2017).  

According to Satoshi Nakamoto (2009), Bitcoin serves as a tool in the creation of decentralized, peer-to-peer 

electronic cash payment system which would allow eliminating the need for a third party. Bitcoin is the first 

cryptocurrency introduced to the public and is currently the most widely known cryptocurrency. The first 

mention of Bitcoin can be found in the white paper: “Bitcoin: A Peer-to-Peer Electronic Cash system” written 

under pseudonym Satoshi Nakamoto in 2008. The identity of Satoshi Nakamoto remains mysterious. 

Since the introduction of Bitcoin, other cryptocurrencies have emerged. According to the cryptocurrency 

market, it is estimated that there are more than 2400 active cryptocurrencies as of the time of writing. Bitcoin 

is leading the market share with overwhelming 52, 4%, therefore the general public often synonymizes Bitcoin 

and cryptocurrency. Some of the most popular ones are Ethereum, Ripple and Litecoin. 

Litecoin was released in the fall of 2011, gaining modest success and enjoying the highest cryptocurrency 

market cap after Bitcoin until it was overtaken by Ripple on October 4th, 2014. Litecoin modified Bitcoin’s 

protocol, increasing transaction speed with the idea that it would be more appropriate for day-to-day 

transactions (Farell, 2015). Ripple and Ethereum launched in 2013 and 2015 respectively, introducing an 

entirely unique model to that used by Bitcoin. As of the time of writing, Ethereum maintains the second highest 
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market capitalization of approximately $18 billion, while Ripple remains in third place with a market 

capitalization of approximately $14 billion, far ahead of other cryptocurrencies (coinmarketcap.com, 2019). 

In recent years, cryptocurrency caught public attention with many success stories about successful “crypto 

traders” but also negative headlines related to a former biggest cryptocurrency exchange, MT. Gox (Takemoto, 

2014) or the shutdown of “dark web” website Silk Road by F.B.I. (BBC.com, 2013). Attention from traditional 

and social media resulted in extreme price fluctuations of Bitcoin, peaking at $20,089 in December 2017 

(coinmarketcap.com, 2019). 

1.3 Purpose 

The platform of E-payment has been studied and researched comprehensively by reviewing the concepts, 

applications and developments of technology adoption models and theories. The Theory of Reasoned Action 

(TRA), DOI, TAM, TAM 2 among others helps researchers to comprehend the suitability of new technological 

innovations. Cryptocurrencies have emerged to become alternative options for end users (in this case, 

retailers). Retailers are constantly seeking better technologies to improve service offerings, reduce costs, 

secure, convenient and satisfy customers’ needs. 

Bitcoin is one of the latest payment methods that has met mixed reactions among different players in the 

social, economic, technological and environmental spheres. The purpose of this paper is to analyse Bitcoin, 

as a payment method, and review the models already used to shed more light on the potential of its adoption. 

The DOI theory has five stages in the communication channel named the model of five stages in the 

Innovation-Decision process. Our main focus will be on the persuasion stage (stage 2). The persuasion stage 

motivates the understanding of how individuals (retailers) shape their attitudes after knowing about the 

innovation (Bitcoin). Retailers are more involved with the innovation at the persuasion stage as it is more 

affective centred (feelings). In this paper, we use the DOI theory to explain the characteristics of Bitcoin that 

may predict its adoption as a payment method among the retailers. 

2. Literature Review  

_____________________________________________________________________________________ 

______________________________________________________________________ 

Cryptocurrencies are new technological developments that cannot go without mention in the modern 

inclinations to payment methods. Julien and Raymond (1994), identified technology adoption determining 

factors as decentralization, bureaucratization, pro-activeness, and timeframe. However, different researchers 

have used different theories that predict technology/ innovation adoption based on their characteristics. 

Method 

In establishing the progress of individual studies on the adoption of cryptocurrency, it was critical to identify, 

evaluate and integrate existing literature and their contributions to understand the characteristics of an 

innovation that will drive it to mass adoption by the retailers. The literature review was systematic with 

resources from varied catalogues and databases. Digital journal databases that facilitated this paper included, 

JSTOR online search, Annual Reviews of Information technology (department of Computer Science), Science 

Direct, Research Gate and The Operational Research Society. Magazines (The Economist and Forbes) were 

also helpful in availing online published articles projecting new knowledge on our topic. 
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The key terms when searching for articles were: Retail industry, Payment methods, and cryptocurrencies, 

Bitcoin. Narrowing down the search, terms like “Technology Acceptance Theories” or “Innovation adoption 

models” were consistently used. We also got suitable synonyms for the key terms to add any articles that were 

left out. The decision to study Bitcoin’s adoption, was made, since it is the most accepted cryptocurrency as a 

payment method.  

The inclusion of articles for the literature review was merited by relevance to the topic, peer reviewed and 

date when research/articles were published. However, since cryptocurrencies are nearly a decade old, we chose 

to admit all the relevant articles on theories were from 1965-2019 while Technologies from 2007-2019. 

Articles about information technology filtered based on their application to payment methods. Theories on 

technology acceptance were drawn from the original researchers and their subsequent peer reviewed 

extensions. 

All the articles included in the literature review are also cited accordingly (APA 6th edition). 

2.1 Theories on Technology Acceptance 

“Several theories have proposed to explain consumers' acceptance of new technologies and their intention to 

use. These included, but were not restricted to, the Theory of Diffusion of Innovations (TDI) (Rogers, 1995) 

that started in 1960, the Theory of Task-technology fit (TTF) (Goodhue, and Thompson, 1995), the Theory of 

Reasonable Action (TRA) (Fishbein and Ajzen, 1975), Theory of Planned Behaviour (TPB) (Ajzen, 1985, 

1991), Decomposed Theory of Planned Behaviour, (Taylor and Todd, 1995), the Technology Acceptance 

Model (TAM) (Davis, Bogozzi and Warshaw, 1989), Final version of Technology Acceptance Model (TAM) 

Venkatesh and Davis (1996), Technology Acceptance Model 2 (TAM2) Venkatesh and Davis (2000), Unified 

Theory of Acceptance and Use of Technology (UTAUT), Venkatesh, Morris, Davis and Davis (2003) and 

Technology Acceptance Model 3 (TAM3) Venkatesh and Bala (2008)” (Lai, 2017).  

Technology acceptance theories and models aim to express the concept of why end users may appreciate and 

accept new technology and how they may use it. For any new technology, there are many variables which 

affect an individuals’ decision-making process about how and when they will use it, (Momani & Jamous, 

2017). We review the theories extended from the Theory of Reasoned Action (TRA), Technology Acceptance 

Model (TAM) and Diffusion of Innovation theory (DOI). These theories are designed to measure the degree 

of acceptance and satisfaction to the individuals, (Momani & Jamous, 2017). 

2.2 Technology Acceptance Model (TAM) 

The Technology Acceptance Model developed by Davis (1989) is one of the most popular research models to 

predict the use and acceptance of information systems and technology by individual users. TAM has been 

widely studied and verified by different studies that examine the individual technology acceptance behaviour 

in different information systems constructs, (Surendran, 2012). This model has been applied in consumer 

behaviour theory, the introduction of the World Wide Web, the examination of web-based technologies, 

exploration of reasons for consumer usage of the wireless internet, online banking and generally e-commerce. 

TAM explains the motivation of users to adopt new technology by three factors; perceived usefulness, 

perceived ease of use, and attitude toward use, (Taherdoost, 2018). Generally, PEU and PU refer to the extent 

to which an individual believes that adopting the new technology would be free of effort and improve job/ 

task performance. The attitude towards use is studied based on perceived risk. 
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Bitcoin currency and the blockchain system aspects impacting their perceived risk (PR), perceived usefulness 

(PU) and perceived ease of use (PEU) has been distinguished based on the types of users (developers and end 

users). In the article, “Braving Bitcoin: A technology acceptance model (TAM) analysis”, Folkinshteyn and 

Mark (2017) presented a summary from the end users context using TAM. The discussion is reduced to a 

table. 

Table 1: TAM application on Bitcoin, (Folkinshteyn & Mark, 2017) 

 Perceived risk Perceived ease of use Perceived usefulness 

Bitcoin used as a digital 

currency End user 

Viability of Bitcoin 

Security risk 

Third party service failure 

User error 

Associated with illicit activity 

Privacy loss 

Counterparty fraud 

Free participation 

Instant transfers 

Simple interface 

Linkage to traditional 

Currencies 

Relative complexity of 

Bitcoin trading 

Control own money 

Disintermediation 

High speed of transfer 

Low cost of transfer 

High transaction security 

Limited supply 

International scope 

Lowers merchant costs 

Increases customer trust requirements 

Higher price volatility 

 

An overview of key findings has argued for and against the use of TAM model in qualitative studies. 

Vogelsang, Stainhueser & Hoppe (2013) argued for the use of TAM because it is a valid and robust model 

which can display different effects of user and usage types. 

Opposers to the use of TAM in qualitative studies explain that PEU and PU are less likely to be correlated 

with actual usage. One of the limitations of the TAM concerns the variable which pertains to the behaviour of 

users, which is inevitably evaluated through subjective means such as behavioural intention (BI) such as 

interpersonal influence. Nevertheless, interpersonal influence as the subjective norm is explained to mean 

when a person is influenced by words of mouth from a colleague, or a friend (Ajibade, 2019). 

Whenever a new technology is introduced, potential users consider several factors that influence their decision 

on how and when they may use it. Innovators need to recognize the needs of targeted individuals (end-users 

or intermediaries) by identifying key driving factors for user acceptance. In general, acceptance is defined as 

“antagonism” to the term refusal and means the positive decision to use an innovation, (Taherdoost, 2018). 

These  models  and  frameworks  have  been  developed  to  explain  user  adoption  of  new  technologies  and  

these  models  introduce  factors  that  can  affect  the  user accepts such  as  Technology  Acceptance  Model, 

Theory  of  Planned  Behaviour and  Diffusion  of  Innovation theory, Theory  of  Reasoned  Action, Model 

of PC Utilization, Motivational Model, Unified Theory of Acceptance and Use of Technology and Social 

Cognitive Theory and many studies have used these traditional frameworks to conduct their researches and 

the rest combined previous models or add new constructs to develop models to carry out their study, 
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(Taherdoost, 2018). However, purposefully for this paper, we will review the TAM Theory already used and 

DOI (not yet applied), known as DIT in other literature, to study Bitcoin adoption in the retail industry. 

2.3 Diffusion of Innovation Theory (DOI) 

Diffusion of innovation occurs through a social system. The social structure of the system affects innovation 

in several ways. The social system constitutes a boundary within which innovation diffuses. Here we deal 

with how the system’s social structure affects diffusion, the effect of norms on diffusion, the roles of opinion 

leaders and change agents, types of innovation-decisions (Optional innovation-decisions, Collective 

innovation decisions, and Authority innovation-decisions), and the consequences of innovation, (Rogers, 

2010). 

 

In 1962, Evert M. Rogers developed the DOI Theory, seeking to explain how, why and at what rate a new 

technology is adopted. This theory was a result of several diffusion studies, which had been done in the 1950s 

and focused on individuals’ differences in innovativeness, (Momani & Jamous, 2017).  He proposes four main 

elements in diffusion: Innovation, Communication channels, Time and Social system. The innovation itself is 

an idea, venture or practice that individuals recognise to be fresh and different. Participants create and share 

information through channels (mass media and interpersonal communication) and sources. The element Time 

is an aspect, which explains the rate of adoption. 

 

 

 

Figure 2: DOI framework (SAHIN, 2006) 

 

Rogers described the innovation-decision process as “an information-seeking and information-processing 

activity, where an individual is motivated to reduce uncertainty about the advantages and disadvantages of an 

innovation”. “For Rogers (2003), the innovation-decision process involves five steps: (1) knowledge: 

Individuals learn about the existence of innovation and seek information about the innovation, (2) persuasion: 

shaping of an attitude after knowing about it, (3) decision: individual chooses either to adapt or reject, (4) 

implementation: putting the innovation into practice, and (5) confirmation: looks for support for decision to 

adopt or discontinue. These stages typically follow each other in a time-ordered manner “(SAHIN, 2006). 
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There are five predictor characteristics of innovation influencing the adoption or rejection of a new idea or 

practice as introduced by Rogers (Relative advantage, Compatibility, Triability, Complexity and 

Observability). 

2.3.1 Relative advantage 

Innovation Diffusion Theory suggests that consumers make adoption decisions based on their perceptions of 

the relative advantage of the innovation (Choudhury & Karahanna, 2008). Relative advantage has the cost and 

social status motivation aspects of innovations. It is the degree to which an innovation is perceived as being 

better than the idea it supersedes. Scholars have mentioned economic sub-dimensions of relative advantage to 

include low initial cost, profitability, and decrease in discomfort, savings in time and effort, and social prestige. 

 

To increase the rate of adopting innovations and to make relative advantage more effective, direct or indirect 

financial payment incentives may be used to support the individuals of a social system in adopting an 

innovation. Incentives are part of support and motivation factors. Another motivation factor in the diffusion 

process is the compatibility attribute, (SAHIN, 2006).  

2.3.2 Compatibility 

The degree to which an innovation is perceived as being consistent with the existing values, past experiences, 

and needs of potential adopters is no better definition of compatibility as consistent with Rogers’. Their four 

items for perceived compatibility are: (Ramiller, 1994): 

(1) Is the innovation use compatible with all aspects of my work? 

(2) Is the innovation use completely compatible with my current situation? 

(3) Do you think the innovation use fits well with the way you like to work? 

(4) Does the innovation use fit into my work style? 

 

The incompatibility of the potential adopters' cultural values with the innovation will hinder the adoption 

process and there is the belief that the higher the compatibility of an idea, the lower the uncertainty felt by the 

potential adopters, (Bunker, Kautz and Nguyen, 2007). Adopters gauge new ideas or processes with preceding 

and currently based on what is known already. There is a positive relationship between an entity’s preceding 

compatible experiences with similar technologies and new technology acceptance. Compatibility has been 

recognized as an important element in the adoption of IT innovations in organizations but as a concept, it has 

been generally limited to technical or functional factors. Compatibility is also significant, however, with 

regard to value compatibility between the organization and the adopted IT innovation, (Donnellan, 2006). 

2.3.3 Complexity 

This characteristic of innovation measures the degree to which an innovation is perceived as difficult to use 

and understand. Some innovations are readily understood by most members of society while others are more 

complicated and will be adopted more slowly. New ideas that are simpler to understand are adopted more 

rapidly than innovations that require the adopter to develop new skills and understanding, (Rogers, 2010). 

2.3.4 Triability 

Triability is the degree to which an innovation may be experimented with a limited basis. New ideas that can 

be tried on the instalment plan will generally be adopted more quickly than those that are not divisible. An 

innovation that is triable represents less uncertainty to the individual who is considering it for adoption, as it 

is possible to learn by doing, (Rogers, 2010).  
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2.3.5 Observability 

This is the degree to which the results of an innovation are visible to others. The easier it is for individuals to 

see the results of an innovation, the more likely they are to adopt it. Such visibility stimulates peer discussion 

of a new idea, as friends and neighbours of an adopter often request innovation-evaluation information about 

it, (Rogers, 2010).  

 

Rogers concluded by stating that innovations, which are perceived as having a greater relative advantage, 

compatibility, Triability, observability, and less complexity, will be more rapidly adopted than others. These 

five characteristics of innovation explain the rate of adoption.  

2.4 The Decision to Adopt or Reject the Innovation 

At the decision stage in the innovation-decision process, the individual chooses to adopt or reject the 

innovation. While adoption refers to “full use of an innovation as the best course of action available”, rejection 

means “not to adopt an innovation” (Rogers, 2003, p. 177). If an innovation has a partial trial basis, it is usually 

adopted more quickly, since most individuals first want to try the innovation in their own situation and then 

come to an adoption decision. The vicarious trial can speed up the innovation-decision process (SAHIN, 

2006). 

2.5 Limitations of the DOI theory 

DOI researchers have varying reasons to not use the DOI Theory in cases of complex and networked 

technology. Networked technologies are constructed to shape society. Complexities (legislative, regulative 

and scientific) in aligning multiple interests in the society make the systems difficult to control and manage. 

 

Complex technological systems have "interpretive flexibility" i.e. their significance varies from one context 

to another and from one-time point to another. Consequently, groups, organizations, and industries construct 

the meaning of technology differently. Local culture, economic structure and the supporting infrastructure 

(education system, government policies) shape these constructs, (Ardis and Marcolin, 2017). In particular, 

DOl Theory does not offer adequate constructs to deal with collective adoption behaviours (including the 

critical role of standards, critical mass, network externalities, sunk costs, path dependence etc.), (Ardis and 

Marcolin, 2017). 

 

However, constructive IT researchers have borrowed, extended and modified the theory to demonstrate its 

viability in examining different types of information technologies. They have incorporated related theories 

which may lead to the development of a distinctive IT innovation theory separate from the IT theory (Prescott, 

1995). 

2.6 Linking the DOI theory and the TAM model 

TAM has been used to predict the attitudes and behaviour of users of mobile services, based on perceived 

usefulness (PU) and perceived ease of use (PEU) of mobile systems. However, other avenues of research may 

increase our understanding, such as findings on the diffusion of innovations (DOI), (López-Nicolás, Molina-

Castillo & Bowman, 2008). TAM and IDT (DOI) are similar in some constructs and complement each another 

to examine the adoption of IS/IT, (Yi-Hsuan, Yi-Chuan & Hsu, 2011). The TAM model uses the more general 

Theory of Reasoned Action (TRA) variables in explaining the user behaviour towards acceptance of the 

technology. In 1995, Rogers related innovation to more distinct variables such as individuals’ characteristics, 

internal organisational structural characteristics and external characteristics of an organisation. 
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In their research, Yi-Hsuan, Yi-Chuan and Hsu aimed to integrate the TAM Model by adding the DOI 

characteristics; compatibility, relative advantage, complexity and observability to increase the credibility and 

effectiveness of their study. The research concluded that compatibility and relative advantage had positive 

effects on perceived usefulness (PU), observability had no positive effects on PU and Triability had a negative 

effect on PU. 

2.7 Problem Discussion 

For a seemingly endless time, the retail industry endeavours to respond to emerging business trends driven by 

technological changes. Historically, most innovative technological developments have shown tremendous 

success from early stages while others have failed or rendered obsolete. Bitcoin and other cryptocurrencies 

have attracted the attention of stakeholders in the industry. 

Bitcoin’s potential mass adoption as a payment method may be based on its features among other variables. 

In this paper, we focus on the characteristics of Bitcoin that will drive it to either adoption or rejection. The 

DOI Theory guides us in doing so with respect to retail customers. Will the retailers continue accepting or 

rejecting its use? 

2.8 Research Questions 

The prime question stakeholders in the retail arena ask is, “Will Bitcoin survive or come to a dead end?” 

Subsequently, the characteristics of Bitcoin may be analysed by answering the following questions:  

Question: What attributes from the Diffusion of Innovation Theory (DOI) envisage the adoption or 

rejection of cryptocurrencies by retailers? 

-Relative advantage: How efficient/inefficient in terms of usefulness, quality of process and added 

conveniences is Bitcoin compared to other payment methods? 

-Compatibility: Is Bitcoin consistent with retailers’ existing values, past experience and needs? 

-Complexity: Is the payment method perceived to be difficult to understand, learn and use? 

-Triability: What is the level of effort needed and risks involved in observing and demonstrating the 

performance of Bitcoin on a small scale? 

-Observability: How easy is it to evaluate and demonstrate the results of using Bitcoin to others? 

2.9 Background on Payment Methods 

Historians have long been interested in the instruments or system used to facilitate the trade of goods between 

parties, usually starting with primitive money, coinage, to banking, credit, gold /silver standards, inconvertible 

paper and plastic money. The earliest evidence of human trading records shows bartering (exchange of goods 

for other goods) grow more sophisticated as people formed a habit of “price” assessment. Slaves, gold, silver, 

religious objects among other tools aided as the medium of exchange, (Furnham & Argyle, 1998).  Backing 
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up time, societies have always found a reason to progress from simple methods of payment to finding a 

standard medium of exchange to facilitate more complex trading activities. 

2.9.1 Coinage 

Development of trade routes in ancient times such as the famous Silk Road and Trans-Saharan trade route 

obliged merchants to abandon barter exchange and create a system for enabling precious metals as a medium 

of exchange. Coinage period raised an expectation on coins to contain an appropriate weight of metal and 

metal type to facilitate payment of goods. The first coins reintroduced by Charlemagne in about 800 BC were 

struck from electrum, a naturally occurring alloy of silver and gold. Towards the end of the 14th century, every 

country in Europe was using three coinage metals- gold, silver and a base metal such as copper (Chown, 2001). 

While trade in Europe was expanding, currency and credit became vital as a means of settling debts and 

payments without transporting bullion. 

2.9.2 Banknotes 

Countries/ political boundaries introduced cash (traditionally in two forms: coins and paper money) to handle, 

manage, control and distribute larger sums of money. Paper money became enough as world trade developed 

from the 17th century onwards. Banks started printing bank notes from the 20th century although it is reported 

that the first banknotes were developed in China in the 7th century. The first true banknotes in Europe were 

issued in Sweden in 1661 (Hill, 2019). Cash exist in 180 different hard currencies in the Fiat money market.  

2.9.3 E-commerce 

The growth of e-commerce has been influenced by the widespread use of the internet. Since it began in 1995, 

global e-commerce has grown from a standing start to €1.96 billion business-to-consumer and a €14.2 trillion 

business-to-business juggernaut, bringing about enormous change in business firms, markets, and consumer 

behaviour, (Laudon & Traver, 2018). Technological advances in electronic devices (e.g. Smartphones) have 

enabled faster, safer and dependable means of settling transactions. 

The determinants, which act as drivers/enablers for B2C e-commerce are consumer demand to buy online; 

business desire to expand a market or compete; consumer purchasing power; strong ICT infrastructure; and, 

government promotion. Even in the payments market, as in other sectors of the digital economy, the 

relationship between users and service providers is based on devices, applications and network infrastructure, 

which operate most of the time outside the direct control of the parties in the financial relationship, 

(Gimigliano, 2016). The factors, which act as barriers/inhibitors for B2C e-commerce include: lack of valuable 

and useful content for consumers; inequality in socioeconomic levels; consumer reluctance to buy online; lack 

of trust due to security/privacy concerns; consumer preferences for in-store shopping; existence of viable 

alternatives, such as dense retail networks, convenience stores; lack of online payment options, lack of 

customer services; and, language differences, (AlGhamdi, Drew & Al-Ghaith, 2011). 

There is a wide range of developed online payment systems divided into account-based (usually a bank 

account) and electronic currency systems. Five different forms of account-based systems are described: i) 

credit cards, ii) debit cards, iii) mediating systems, iv) mobile payment and telephony account systems, and v) 

payments via online banking. Electronic currency systems can be divided into i) smart card and ii) online cash 

systems ("Online Payment Systems for E-commerce", 2019). There are 6 fundamental characteristics of online 

payment systems given by the Organization for Economic and Co-operation Development (OECD): 

Applicability, Ease to obtain, Reliability of use, Cost structure, Security, Liability and Anonymity. 
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2.9.4 Credit and Debit cards 

The use of credit cards originated in the United States during the 1920s, when individual firms, such as oil 

companies and hotel chains, began issuing them to customers. Early credit cards involved sales directly 

between the merchant offering the credit and credit card, and that merchant’s customer, (Furnham & Argyle, 

1998). The largest credit card companies include Visa, MasterCard, Chase, American Express and Discover. 

Consumers make their decisions on credit card offers by comparing the attributes such as credit limit, APR 

and annual fee to cards they already hold. Debit cards are the exact opposite of credit cards. All purchases 

made on Point of Sale, are deducted directly from the users account. These cards are account-based that are 

linked to one or more financial institutions that charged fees for transactions and account maintenance. 

The rapid diffusion of these cards was assisted by the introduction of Switch in 1998 which enabled cashless 

payment in supermarkets and petrol stations. Debit cards were widely adopted compared to credit cards since 

its perceived relative advantage was based on transactional billing costs. Szmigin & Bourne (1999), argued 

that Smart card technology was developed over 20 years ago but its low acceptance into mainstream markets 

has been blamed upon a lack of supporting infrastructure and universally accepted standards. Recent studies 

on the adoption of home banking services found that the failure of early versions was largely due to the relative 

incompatibility (Rogers, 1983) of the screen-based system for consumers as compared to the more flexible 

telephone operator version, (Szmigin & Bourne, 1999). 

Examining debit and credit card usage and satisfaction, concluded that a person’s preference for a payment 

method is dependent on personal characteristics, with the payment method’s features and characteristics 

influencing its desirability and acceptance. They also reported that a person’s expectations had an impact on 

the attitude toward the payment method, with positive expectations, performance, and desires leading to 

customer satisfaction, which, in turn, led to a higher degree of intent to use the payment method and a higher 

degree of intent to recommend the payment method (See-To, Papagiannidis & Westland, 2014).  

2.9.5 Online Bank Transfers and M-Banking 

Online banking is the newest delivery channel for retail banking services. Online banking refers to several 

types of services through which bank customers can request information and carry out most retail banking 

services such as balance reporting, inter-account transfers, bill-payment, etc., via a telecommunication 

network without leaving their homes or organizations (Aladwani, 2001). The difference between m-banking 

and m-payments and argue that, if a bank is not directly involved in the instrumental gratification of a service 

offered, it is usually called a ‘‘mobile payment (m-payment).’’ Examples of such services include payments 

through overhead-priced SMS (e.g., ring tones) prepaid account loading (e.g., used for cinema tickets), or a 

charge made to the subscriber’s account (e.g., credit card or invoice-based payment mechanism), (Shaikh & 

Karjaluoto, 2015). 

In Sweden, wiring transfers in e-commerce are made through dedicated systems (e.g. Bank Giro and Plus 

Giro). The old-fashioned concept of transferring money to individuals and institutions converge with modern 

EFT (Electronic Fund Transfer) system. Rather than exchanging the physical cash, data is transferred from 

one bank account to another. Western Union and Money Gram are good examples of financial institutions 

facilitating this. It is however not preferred by most consumers due to the time framework. Users must rely on 

banking hours for transactions to be credited. 

Most research includes two main dependent variables (attitude and intention) and eight independent variables 

(perceived ease of use, perceived usefulness, trust, social influence, perceived risk, perceived behavioural 
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control (or self-efficacy), compatibility with lifestyle and device, and facilitating conditions) that seemingly 

define the main research stream. Furthermore, the results reveal that compatibility, PU, and attitude are the 

most significant drivers of intentions toward using m-banking, (Shaikh & Karjaluoto, 2015). 

2.9.6 PayPal 

The markets for PayPal’s products and services are intensely competitive and are subject to rapid technological 

change, including but not limited to mobile payments, electronic funds transfer networks allowing Internet 

access, cross-border access to payment networks, creation of new payment networks, and new technologies 

for enabling merchants, both online and offline, to process payments more simply (Trautman, 2013). PayPal 

is a payment segment of eBay’s business model which enables individuals and entities to send and receive 

payments online. Its principle competitive factors include low transaction fee, developed multiple commerce 

channels and users’ trust in brand. 

Allowing customers to use credit cards to send and receive payments comes with limitations. PayPal can grow 

in the credit card market but the regulatory framework and money transmission laws in different countries 

limit its potential. Protectionist governments put retaliatory measures to protect domestic financial sectors. 

WikiLeaks alleges violations of Acceptable Use Policy and unauthorized release of user’s personal 

information by PayPal.   

2.9.7 Mobile payments 

Internet and mobile commerce are a convenient substitute to card payments which have higher transactional 

costs. Mobile phones have several characteristics which make them useful for payment purposes. First, the 

proliferation of mobile telecommunications technology has made mobile phones increasingly common and 

available for users. Second, compared to fixed-line computers and telephones, mobile phones are closer to the 

user, which enables the storing of personal information in them and facilitates their use as a payment 

instrument. Third, existing telecom operator billing systems are already suitable for handling micropayment 

transactions. Finally, the success of early mobile content services such as logos and ring tones suggest that 

consumers are already accustomed to using their mobile devices for payment purposes, (Mallat, 2007).  

Mallat, (2007), pointed out that in the mobile commerce and payment context, previous studies suggest that 

one of the key attributes impacting the relative advantage of mobile technologies and services is their 

independence of time and location. The compatibility of mobile payments was evaluated in terms of how 

compatible mobile payments are with different types of purchases. The findings suggest that mobile payments 

are most compatible with small value payments contemplating cash payments. The complexity of mobile 

payment services frequently emerged as a barrier to adoption in the discussions. Among the most complex 

issues in current mobile payment methods was the use of SMS, which received a heavy critique from the 

interviewees. Consumer adoption of mobile payments is therefore likely to depend on the perceived amount 

of adopting merchants and other consumers, (Mallat, 2007). 

A good example is M-Pesa, a popular mobile money service in Kenya. M-PESA lets people deposit, send, and 

withdraw funds on their mobile phones, and now it has evolved into an important payment platform that lets 

business send and receive payments (Chang, Williams & Hurlburt, 2014). Consumer demand for mobile 

applications is a driving factor. Brokerage firms such as Play Store for android, provide mobile apps to support 

online banking. The rapid adoption is because of stronger authentication techniques for security.  
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2.9.8  Mobile Wallets (Samsung Pay and Apple Pay) 

The mobile wallet is the newest form of mobile payment that enables users to share content and access services 

as well as conduct payments and ticketing transactions. Since its inception, the mobile wallet has had 

exponential business growth with the introduction of its mobile commerce technology and its unique 

marketing business plan, and through the successful recruitment of a group of an enterprising and strong 

marketing force, (Shin, 2009). 

 

“When we looked at future intent and presented people with a list of items that would increase their likelihood 

to use a digital wallet, security was number one and cost savings was next on the list,” explains Andrea Jacobs, 

leader of comScore’s Payments Practice, ("Adoption problems plague digital wallets: retailers must overcome 

security, awareness, and integration issues. (Insight)", 2013). 

 

Giant Smartphone manufacturers are also tapping into the business. Samsung Pay and Apple Pay are mobile 

checkout systems and methods for completing a procurement transaction to purchase thing from an internet 

trader. MasterCard built the foundation with Samsung Pay for secure digital transactions, so consumers can 

use their cards when, where and how they want ("MasterCard Teams with Samsung to Launch Samsung Pay", 

2015). Samsung Pay delivers a secure mobile payment experience that will work at both contactless-enabled 

and most traditional point of sale terminals. Apple Pay and Samsung Pay systems claim to be secure, easy to 

use and compatible with existing payment system infrastructure. However, to some degree, it lacks in 

merchant acceptance and hardware saturation.  

Inherent risks in the digital, e-commerce domain is proving difficult to tackle. All players exposed to electronic 

payment face numerous potential risks, including cybercrime, cyberterrorism, electronic crime, infrastructure 

security, intellectual property protection, internet governance, jurisdictional disputes, and legal restrictions 

and obligations (Trautman, 2013). Largely, the three risks inherent in the centralized payment systems are 

Credit risks, liquidity risk and Operational risk.  

2.9.9 Bitcoin 

Bitcoin is a collection of concepts and technologies that form the basis of a digital money ecosystem. Units of 

currency called Bitcoins are used to store and transmit value among participants in the Bitcoin network, 

(Antonopoulos, 2017). Bitcoin depends on a distributed ledger system known as the blockchain. The 

blockchain is possibly the most powerful innovation associated with Bitcoin, as countless industries from 

financial services to healthcare have begun contemplating how to leverage the technology for their own uses 

(Bitcoin Magazine, 2019). 

In 2009, an anonymous hacker (or a group of hackers) unveiled the first entirely digital currency. The 

technology worked on the principle that, its foundation, money is just an accounting tool- a method for 

abstracting value, assigning ownership, and providing a means of transacting, (Peck, 2017). Money is typically 

defined by economists as having three attributes: it functions as a medium of exchange, a unit of account, and 

a store of value. Bitcoin somewhat meets the first of these criteria, because a growing number of merchants, 

especially in online markets, appear willing to accept it as a form of payment, (Yermack, 2015). 

Bitcoin.com gives various benefits as to why Bitcoin is a game changer in the world, ("The benefits of Bitcoin 

– Bitcoin.com", 2018). 
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1. Bitcoin is permissionless: Traditional currencies and forms of money require permission to use 

(from banks, financial institutions, governments). Bitcoin requires no permission from anyone and 

is free and open to use globally. There are no borders or limits with Bitcoin. 

2. Bitcoin is immune to seizure: Nobody can confiscate your Bitcoin since you own it; it’s not housed 

at any central bank or company. You can be your own bank with Bitcoin. 

3. Bitcoin is censorship resistant: Using a computational algorithm called proof-of-work (POW), no 

one is able to block or censor your transactions. 

4. Bitcoin is decentralized: The network is distributed globally among many thousands of nodes 

(computers) and millions of users where you don’t have to rely on trusted third parties. 

5. Bitcoin has a limited supply: There will only ever be 21 million bitcoins created and are generated 

at a predictable rate. Bitcoin is scarce and deflationary. 

6. Bitcoin is fast and easy to use since Bitcoin is a digital peer-to-peer currency as outlined in the 

original Satoshi Nakamoto whitepaper, transactions are near instant and are very low-cost, much 

less than central payment networks such as PayPal, Visa or MasterCard. 

7. Bitcoin is a push system: With Bitcoin, there is no risk of chargebacks because once Bitcoin are 

sent, the transaction cannot be reversed. Bitcoin is akin to cash — once you give someone cash, 

you cannot get it back (unless they give it back to you). 

8. Bitcoin is real money: Bitcoin is used around the world to pay for things such as coffee, food, 

electronics, travel, and more. Some even like to call it magical internet money because of all its 

amazing properties and its ability to not be double spent. 

9. Bitcoin provides anonymity: If used correctly, Bitcoin can be used as an anonymous currency free 

from spying governments. When you use Bitcoin, you don’t need to provide your email, name, 

social security number, or any other identifying information when making peer-to-peer Bitcoin 

transactions.  

Bitcoin is freedom: using Bitcoin gives you the financial freedom to transact globally using all the properties 

mentioned above. As such, Bitcoin provides economic stability and newfound freedoms to the world, which 

are life changing events. 

 

Dissimilar from other systems of digital payments like PayPal, Bitcoin is a peer-to-peer virtual currency that 

provides a means to transfer value between parties without needing an intermediary. While the transaction 

between buyer and seller is direct, the identities of the parties are encrypted and therefore no personal 

information is transferred. However, virtual currency transactions such as Bitcoin transactions are not fully 

anonymous. A transaction record of every Bitcoin and every Bitcoin user’s encrypted identity is recorded on 

a public ledger (Lee, Long, McRae, Steiner & Gosnell Handler, 2015). 

2.9.9.1 Bitcoin Transaction process 

Any electronic payment system must have a reliable method of recording transactions that all participants can 

agree is accurate (Bank of England, 2014). There are six main steps explaining the transaction process.  
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Figure 3: Bitcoin Transaction Process, (CryptoCompare, 2015). 

Step 1- a retailer agrees to receive a payment in Bitcoin. There is no obligation to charge a transaction fee, but 

a higher fee offered gives miners the incentives to validate the transaction. Step 2- the payer creates a 

transaction message with three basic elements (a reference to previous transaction, the retailers address and 

the amount to pay). Step 3- the payer creates a digital signature (a form of public key cryptography) as a proof 

that they control the payers address. Step 4- the transaction is broadcasted to the peer-to-peer network. Step 

5- Bitcoin miners compete to verify the transactions and checking that the digital signatures are correct. The 

last step is to send a success message to the payee.  

BitPay was founded in 2011 to make it easier for merchants to accept Bitcoin payments by enabling conversion 

of Bitcoin to dollars. By 2013, more than 10,000 accepted Bitcoin with BitPay. First, the client receives the 

BitPay bill and pay the invoice at a locked-in exchange rate.  BitPay then converts the payment into the local 

currency and initiates a bank settlement to the merchant the next business day ("BitPay", 2019). Other 

operating web-based currency markets are Bitstamp and Coinbase.  

As Bitcoin works peer-to-peer, financial intermediaries become obsolete and with it the transaction costs 

involved in transaction processes vanish. However, with pure peer-to-peer interaction, the risk of double 

spending increases as a trusted third party is missing that supervises and controls payments. Bitcoin overcomes 

this problem and makes double-spending highly unlikely. A process that confirms a transaction prevents a 

Bitcoin balance to be involved in more than one transaction at a time. When the validation and mining process 

has ended and the transaction is written on the Blockchain, the transfer is final and irreversible. Hence, verified 

transactions can be considered highly secure, ("Virtual Currencies", 2018). 

Even though, in theory, Bitcoins can be mined, i.e., created by everyone, the system behind Bitcoin ensures 

certain characteristics that are important conditions for valid (fiat) currencies. First, scarcity: Bitcoins are 

limited to 21 million, keeping inflation low. Second, security: Bitcoin follows the highest security standards 

using public and private keys. After a person registers as a Bitcoin provider, he or she gets a digital wallet 

identification number (ID) that will be shown in public, once the person transfers Bitcoin. All past transactions 

are recorded in the blockchain. Third, simplicity: Transferring Bitcoins is easy, requiring a Bitcoin application 

or wallet on a mobile device and the required number of Bitcoins, normally received through a Bitcoin 
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exchange or an ATM. The transfer then only takes minutes, regardless of geographical distance, (Baur, Bühler, 

Bick & Bonorden, 2015). 

2.9.9.2 The demand for Bitcoins 

The first purchase of goods and services using Bitcoin is said by Wallace (2011) and other sources to have 

been two pizzas procured at a cost of 10,000 Bitcoins in 2009. The pizza parlour did not accept Bitcoins 

directly, and instead, a third-party broker was enlisted who agreed to procure the pizzas using a credit card 

(based on a real currency) and accept the Bitcoins, worth almost $6 million at recent prices, as consideration, 

(Yermack, 2015). It is accepted by a wide variety of businesses around the world, from major online retailers 

to food trucks (Luther, 2015). 

Online merchant Overstock.com, which sells anything from bedding to jewellery and had annual sales of over 

$1.3 billion in 2013 (compared with $74.5 billion for Amazon), started accepting Bitcoin as payment on 

January 9, 2014; in the first 22 hours of this new regime, Overstock accepted 800 orders in Bitcoin totalling 

approximately $126,000.4 Overstock CEO Patrick Byrne has since announced his prediction that 

approximately 1 percent of the site’s 2014 sales, or $13 million, will be paid for in Bitcoin. A few weeks after 

the New Year, Tiger Direct, an online electronics retailer, followed suit. Several other companies––

particularly online-only gaming and services companies such as Zynga and OkCupid––including the 

Sacramento Kings of the National Basketball Association and space-tourism provider Virgin Galactic, have 

also embraced Bitcoin as a means of payment, (Lo & Wang, 2014). According to Blockchain.com, the total 

transactions per day averaged 350,000 in the month of April 2019 and average transaction fee of 0.00027980 

BTC (1.6 USD). 

Realistic insight into the adoption of Bitcoin can be obtained from data drawn from the universal ledger of 

Bitcoin transactions. According to data available at numerous websites, the recent Bitcoin transaction count 

has peaked at daily volumes of approximately 70,000. However, it is widely understood that most of these 

transactions involve transfers between speculative investors, and only a minority are used for purchases of 

goods and services, (Yermack, 2015). Enthusiasts who embrace Bitcoin for transactions believe that its cost 

advantages over other payment methods will push up the demand for Bitcoin. If compared to the fast diffusion 

of other payment innovations, the growth of Bitcoin’s transactions seems low, but, differently from the 

experience of alternative currencies, it still survives, (Gimigliano, 2016).  

The biggest obstacle to the widespread adoption of Bitcoin is the incumbent-monies problem. Virtually 

everyone in the world is already using money. Therefore, the decision to use Bitcoin is, at least on the margin, 

the decision to stop using an incumbent money (Luther, 2015). 

2.9.9.3 Arguments against Bitcoin 

Despite added benefits such as enhanced revenue or anonymity and often elegant designs, digital currencies 

have until recently failed to gain widespread adoption, ("Financial Cryptography and Data Security", 2013). 

Compared with conventional payment systems, Bitcoin lacks a governance structure other than its underlying 

software. This has several implications for the functioning of the system, (Böhme, Christin, Edelman & 

Moore, 2015). There is a concern that the combination of scalable, irrevocable, anonymous payments would 

prove highly attractive for criminals engaged in fraud or money laundering, (Meiklejohn et al., 2016). 

Bitcoin's decentralised financial network is not immune to attack. It has already been subject to attacks on 

numerous occasions and is in danger of experiencing more, (Bradbury, 2013). Thefts are in fact quite common 
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within Bitcoin: almost every major service has been hacked and had Bitcoins (or, in the case of exchanges, 

other currencies) stolen, and some have shut down as a result, (Meiklejohn et al., 2016). 

Although most Bitcoin users are law-abiding individuals who prefer privacy and fewer regulations, the 

anonymity that it provides acts as a powerful motivation for people to resort to criminal activity, (Kethineni, 

Cao & Dodge, 2017). Another concern is that Bitcoin can be used to launder money for financing terrorism 

and trafficking in illegal goods. Although these worries are more theoretical than evidential, Bitcoin could 

indeed be an option for those who wish to discretely move ill-gotten money, (Brito and Castillo, 2013). The 

price volatility of Bitcoin also resembles the traditional speculative bubbles where overoptimistic coverage by 

the media prompts investors to pump up Bitcoin prices. Research on changes in a number of transactions 

among Bitcoin, Visa, MasterCard and PayPal is summarized below: 

 

Figure 4: ("Transactions Research: How Bitcoin found its niche in competition with Visa, Master Card and PayPal", 2019). 

3. Delimitation 

The objective of this study is to explore the characteristics of Bitcoin as a payment method and the social 

impacts therein. Benchmarking on the Diffusion of Innovation theory, we conduct interviews with retailers 

who have already adopted Bitcoin as a method of payment. Since most of the retailers accepting 

cryptocurrencies are concentrated on Bitcoin, we chose to exclude other virtual currencies involved. 

Since we are more interested in the decision makers in the retail sector, we will only be interviewing the top 

management with relevant information regarding the research information. They form the basis of individuals 

who may have an interest in this paper. It does, however, mean that it wouldn’t be interesting for other 

members of the company but just a matter of being able to answer questions. Other than that, our research 

question is narrow in scope that we intend to have deeper insights into decisions made. 

In the current economic, social and environmental settings, Bitcoin is an innovation stumble upon regulations 

that may change on a daily basis. We do not expect our respondent to stick to the same answers. The paper is 

based on preceding and current factors leading to the adoption of Bitcoin. 
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4. Research Methodology 

As it is with the logic of sciences (how one should interpret the outcomes), the principle is to make meaning 
of the results. However, there are rules of method that hold in the context of justification that determine 
whether or not they should be accepted. In order to provide predictions about the future of adoption of 
cryptocurrencies as a payment method, the society will take on scientific theories to offer explanations.  

The deductive research approach scans theory, derives logical conclusions from this theory and presents them 
in the form of hypothesis (H) and propositions (P), tests them in an empirical setting and then presents its 
general conclusions based on the corroboration or falsification of its self-generated H/P. The logical sequence 
of the research is from rule to case to result, (Kovács & Spens, 2005). It is based upon the principle that the 
researcher, through an in-depth literature review, proposes a given connection between different variables in 
the study. The theory being tested has to undergo a quantitative or qualitative test or a combination of the two, 
termed as triangulation, (Stentoft Arlbjørn & Halldorsson, 2002). This is particularly clear in the prototypical 
computo‐representational approach, that is, the system‐expert model, in terms of if … then (with the pattern 
of the well‐known Socratic deductive reasoning: All men are mortals; if x is a man, then x is mortal) 
(Andreewsky & Bourcier, 2000). 

Abduction approach is a creative process which consists of finding a plausible hypothesis to fit a strange 
phenomenon or a new idea. The abduction pattern refers to the fairly common experience of observing an 
unexpected, anomalous and strategic datum, which becomes the occasion for developing a new theory or for 
extending an existing one, (Andreewsky & Bourcier, 2000). The abductive mode of inference involves two 
steps. In the first step a phenomenon to be explained or understood is presented, a result, which is the derived 
conclusion in the classical schema; then a second step introduces an available or newly constructed hypothesis 
(rule/law) by means of which the case is abduced, (Fischer, 2001). The difference to the predeceasing approach 
is that deduction proves something must be while abduction simply suggests that something may be. 
Abduction may thus be conceived of as a principle that allows us to reconstruct how conceptual order is 
achieved through the imposition of a hypothesis (in the form of a minimal theory, an idea, a rule or a law-like 
hypothesis) – which inaugurates constructivist thinking, (Fischer, 2001).  

The inductive research approach reasons through moving from a specific case or a collection of observations 
to general law, i.e. from facts to theory, (Kovács & Spens, 2005). A general inductive approach for analysis 
of qualitative evaluation data is described. The purposes for using an inductive approach are to (a) condense 
raw textual data into a brief, summary format; (b) establish clear links between the evaluation or research 
objectives and the summary findings derived from the raw data; and (c) develop a framework of the underlying 
structure of experiences or processes that are evident in the raw data. In light of computational model, the 
inductive process analysis goes through 4 phases: Construction phase, Integration phase, Conclusion and 
falsification phases, (Bara & Bucciarelli, 2000).  

The Construction phase shows how the system’s goals influences every thought process which form part of 
the reasoning process. The goal in this premise is to active relevant knowledge that guides perception. The 
Integration phase involves add-information integrated into a single representation. Add-information is a task-
dependent operation in that the sort of knowledge which is recovered from long-term memory is determined 
by the content of the task at hand, (Bara & Bucciarelli, 2000). Introduction of relevance and availability 
concepts is explained in terms of models’ construction and manipulation as represented in figure 5. The 
Conclusion phase in inductive reasoning aims to go beyond the premises to give a specific goal that can be 
expressed in linguistical terms. Falsification is accomplished by two procedures, viz. Search-for-alternatives 
and Consistency-&-Equivalence, which are both task-dependent in induction. The first procedure searches for 
scenarios providing a context for the premises that is alternative to the one previously built. The second 
procedure checks the consistency of a conclusion with a model; and it accepts as a plausible alternative 
conclusion a conclusion which is inconsistent with a previously obtained integrated model, (Bara & 
Bucciarelli, 2000). 
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The general purpose of using the inductive approach in this study is to extensively condense and varied raw 

data into a summary, establish clear links between the research objectives and the summary findings derived 

from the raw data and ensure that these links are both transparent and finally get a conclusive application of 

the DOI theory on the retail industry. To ensure high internal validity of this study, we code all the variables 

(Relative advantage, Complexity, Compatibility, Triability and Observability) in line with the definitions 

given in the DOI theory. Through multiple readings and interpretations of the raw data, findings arise directly 

from the analysis. The focus of relevance for data analysis is guided by evaluation of objectives from the 

research questions. The essence is to explore the context-dependent factors within the case of Bitcoin adoption. 

Any other information not directly linked to the study are categorized under ‘Additional Information’.  

With the process of interpretation in context, we make an inference from the case of Bitrefill in connecting 

with events and experiences of other retailers (Expedia, Alibaba, Overstock and CheapAir). The extraction of 

comparable details from contextual conditions synthesizes the case study specifics falling into the five 

categories of the DOI theory with secondary data. The framework explains how and why retailers choose to 

adopt or reject Bitcoin. From this evaluation, the basis for generalizing the results is strongly associated with 

the common drivers interpreted. We used interviews carried out by third parties on other retailers about the 

adoption of Bitcoin to build the theoretical premises for related situations. Hence, a media (e.g., tele, print, 

and web) has greater potential to grasp firm information, also relevant to industry and country. Taking this is 

an opportunity; our conceptual framework is suggested to design case studies from the available secondary 

based non-copyrighted and copyrighted information as well, (Reddy and Agrawal, 2012). This will form the 

base of our secondary source of the study. 

4.1 Bitrefill AB 

Bitrefill is an electronic commerce platform specialized in the resale of closed-loop gift cards, vouchers and 

phone top-ups (“Product” or “Products”), of fixed or variable amounts, in different currencies, that can be 

redeemed by the Customer with a third-party, in exchange for services and products offered by such third-

party, ("Bitrefill - Buy Gift Cards & Recharge Prepaid Phones with Bitcoin", 2019). This network is owned 

and operated by AIRFILL PREPAID AB, a limited company incorporated under the laws of Sweden. Bitrefill 

is currently the world’s largest crypto-only-e-commerce site on a global scale, ("Bitrefill", 2019).  It is a 

Swedish, multinational company based in Stockholm that was founded in 2014 by Sergej Kotliar. They offer 

an evolving shopping platform with innovative cryptocurrency payment options (Bitcoin, Lightning Network, 

Dash, Litecoin, and Ethereum). Bitrefill’s mission is to allow people to live on cryptocurrency as easily as 

possible, with no bank or exchange account required. Their current product lines are Mobile refills, digital gift 

card vouchers, and Lightning network services for Bitcoin, ("Bitrefill", 2019).  It provides airtime top-ups, 

data bundles for 3G modems and mobile phones. Customers can also send gift card refills from more than 170 

countries, supported by major international gift card suppliers like Amazon, Hotels.com, Steam, and Zalando. 

They boast of having served more than 130, 000 customers who pay exclusively using cryptocurrencies. 

Customers can purchase products using the different types of cryptocurrencies or by refilling their balances in 

Bitrefill accounts. The process then allows the customer to select the country where the customer intends to 

purchase a product. Different categories, such as “phone top-ups”, “e-commerce”, “games”, “travel”, and 

“entertainment” are then displayed for the customer to choose. Depending on the category chosen, the names 

and logos of the third parties with products available on Bitrefill appear. The customer then chooses to either 

immediately redeem the product with a predetermined amount or redeem independently at a later stage. The 

customer then gets the available unused balance which can be refunded. However, Bitrefill limits value of 
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purchases, number of purchases and daily amounts based on a case-by-case, ("Bitrefill - Buy Gift Cards & 

Recharge Prepaid Phones with Bitcoin", 2019). 

The choice of Bitrefill AB is guided with its nature of doing business: resale of products and the use of Bitcoin 

as a payment method. This helps us understand more the use of cryptocurrencies in the retail industry. The 

existing features of Bitrefill favours our study and enables us to highlight associations between the variables 

of the DOI theory. With the difficulty experienced in getting interviews with other companies, relatable in-

depth interviews aid us in carrying out this qualitative study. However rich and deep contextual data that helps 

us understand the adoption of cryptocurrencies, this study can neither be generalized to establish prevalence 

or incidence of the phenomenon nor highlight statistical associations between the variables.  

We conduct a case study on Bitrefill AB which offers a rich method for investigating and researching. 

“According to Yin (2003) a case study design should be considered when: (a) the focus of the study is to 

answer “how” and “why” questions; (b) you cannot manipulate the behaviour of those involved in the study; 

(c) you want to cover contextual conditions because you believe they are relevant to the phenomenon under 

study; or (d) the boundaries are not clear between the phenomenon and context”, (Baxter & Jack, 2010). There 

are several advantages of using Bitrefill as a case for this study. First, it offers verifiable data from direct 

observations that facilitate others to get the roadmap used for them to replicate the results discovered. Case 

studies gives us, the researchers a way to turn opinion into information with in-depth details on the path of 

development that can be verified to be a fact. Secondly, it is not expensive to conduct as technology such as 

recorders and Skype. This method is good for researchers with limited financial resources. 

Contextually, a case study that has been written through a face-to-face interview is classified as Type I Cases 

(Reddy and Agrawal, 2012). The interview sample was purposively (information-oriented) focusing on 

Bitcoin, despite having other cryptocurrencies used as payment method options. Our interview guideline 

includes open-ended questions to get interviewee thoughts and reasoning on the cons and pros of using Bitcoin 

as a payment method. This fulfilled the common requirements needed in the interpretation process; therefore, 

the results may be assumed to be reliable. The effectiveness of the approach being researched can be verified 

by replication of outcomes across similar cases. Due to the level of detail kept in the case record, outcomes of 

different but similar cases can be compared, and the specific variables, which might have impacted upon the 

difference in outcome can then be investigated separately (Widdowson, 2011). The unit of retail sector 

adopting cryptocurrencies is too large to just study a single case. The secondary data is used in this study as 

complementary sources of data to primary data for triangulation purposes. In its entirety, complementary 

analysis provides additional comparative evidence of Bitcoin adoption using different data sources. Other 

included interviews/observation particularly supplement the quality of the data used. 

4.2 Triangulation 

Within our qualitative research, we check out the consistency and convergence of findings generated by 

Bitrefill’s case study and secondary data sources. This means comparing and cross-checking the consistency 

of information derived at different times from different retailers accepting Bitcoin as a payment method. The 

principle is that the combined questions focus more on general answers to the adoption of Bitcoin. 
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Figure 5: Conceptual framework  

 

4.3 Limitation of research design 

Because the design covers a long span of time, events and settings between the secondary data and case study, 

different influencing factors may be witnessed. The selection of secondary data was also driven by the 

availability of artefacts, recordings and statements. The platforms reviewing and interviewing retailers 

accepting Bitcoin are relatively new and unknown to the general public. The explanatory study may also be 

inadequate in its ability to provide deep contextual data in some cases. By using secondary data, we as the 

researchers have no control over the quality of the data which may not be accurate and reliable as the data we 

directly obtained if the interviews were conducted by us. We are also aware of the interview respondent’s 

unwillingness to answer certain questions or overly talking about what is not relevant to this study. If we do 

not manage to tackle these issues, then incomplete data would be collected. Additionally, the case study may 

not apply to similar cases. This simply means that the findings of a case study do not guarantee that findings 

presented will be applicable to other similar cases.  

5. Results and Empirical findings 

5.1 The case of Bitrefill  

 

We have conducted an interview with Bitrefill´s co-founder and Head of business development, Michel 

Gustavsson. The empirical findings are divided based on the categories of The Diffusion of Innovation theory: 

Relative Advantage, Compatibility, Complexity, Triability, and Observability. 

According to Michel, one of the advantages is the relatively seamless transaction process, where the customer 

does not have to provide personal information. This aspect prevents identity theft and credit card fraud which 

helps both the customers and the company. Another advantage is the existence of the public ledger which 

records all payments, therefore there cannot be any cancellations like on PayPal or credit cards. Michel 

mentioned that one of the significant advantages for the company is the lower fees that come with 

Case Study: 

Bitrefill 

Secondary 

Data 

Data collection: 

Interview with 

co-founder 

Data collection: 

Interviews by 3rd 

Parties, newsletters, 

and newspapers 

Analysis of 

Interview 

Analysis of 

Secondary Data 

Research Problem: Adoption of 

Bitcoin as a payment method 

DOI Theory: 

Relative Advantage 

Compatibility 

Complexity 

Triability 

Observability 

Comparison and Integration of Results 

Interpretation of Results 



 

 

 

 

23 

cryptocurrency payments: “…as a supplier, you don’t lose your profit when it comes to fees from the payment 

processing companies such as Visa, MasterCard or American Express.” 

 

Michel mentions that while the current infrastructure in Bitrefill supports and is compatible with Bitcoin 

technology, Bitrefill has struggled with traditional banking as they need to pay their suppliers in fiat currency. 

The issue occurs as many banks do not have the needed systems and therefore do not collaborate with crypto 

companies. 

Michel also pointed out that there is a need for more ways to access cryptocurrency: “…challenge is that 

people need more ways to earn and access cryptocurrency in order to actually spend it and let the 

cryptocurrency circulate.” Furthermore, Michel pointed out that the Swedish legislative is not able to keep 

up with the trends of cryptocurrency yet and therefore there is a lot of confusion and inefficiency as the laws 

regarding the use and taxation of cryptocurrencies keep changing. 

 

The topic of cryptocurrency and blockchain technology is relatively novel. However, according to Michel, the 

process of payment with cryptocurrency is seamless and very similar to other existing payment methods. 

Bitrefill has not encountered any issues with the system or received any complaints from the customers. On 

the other hand, Bitrefill had problems getting approval from their partners/suppliers to have permission to 

resell their goods. Many companies used to be and some still are sceptical about cryptocurrency. The challenge 

was to make them understand the concept and persuade them to allow Bitrefill to resell their brands. Michel 

added: “They stay away from crypto without properly investigating because they think it is not worth the risk.” 

When asked about the future of Bitcoin and other altcoins, Michel stated that the perception of cryptocurrency 

will change and that there will be many opportunities in the field of cryptocurrency and people will have an 

easier time getting a hold of cryptocurrency. 

 

According to Michel, the Bitrefill project was on a relatively small scale. The website and system were built 

by their CEO Sergej Kotliar and uploaded online without any trial runs. However, Michel stated that Bitrefill 

is actively participating in testing and development of Lightning Network for Bitcoin, which is an additional 

layer of the payment process that operates on top of Bitcoin and allows for faster and cheaper transactions, 

therefore increasing the rate of adoption. 

 

The business idea of Bitrefill started with the prediction that Bitcoin and other altcoins will be present in all 

traditional markets within 10 years’ time as more people will notice the advantages of using cryptocurrency. 

Michel was positively surprised by Bitrefill´s success in such a short time and the recognition they gained. 

According to him, Bitrefill has become a large part of the crypto-world and has become a trusted brand. 

 

Third parties (newsagents and stakeholders) have interviewed CEOs of major retail stores accepting Bitcoin 

as a payment method. The questions raised were of interest and concrete aid to this topic. In our interview 

map, most of the questions intended for our research were of similar essence to those of the third parties. 

5.2 Overstock 

Overstock is an American online retail store that was founded in 1997. In 2014, the CEO of Overstock, Patrick 

Bryne, was interviewed about his encounter with Bitcoin and its implementation as a payment method. In an 

interview with Business Insider, he was quoted saying, “We were the first. The largest company accepting 

Bitcoin then was an $800,000 a year restaurant diner in Western Australia. We stepped up and started taking 

it — we were $1.4 billion. So, I like to think we saved that community about five years in their adoption cycle”, 
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(O'Neal, 2018). As of 9th January 2014, Overstock generated US$ 1 million worth of sales via Bitcoins, 

(Imtiaz et al., 2014). He was interested in Bitcoin and the blockchain technology for various reasons. First, 

the ledger is immutable, and nobody can erase. It is a technology that ‘generates’ trust, something that the 

financial institutions miss. Bryne insists that its advantage lays on the basis that no government can wish into 

existence with the stroke of a pen. 

In an interview with Fox Business 2017, Patrick also confirmed to launch a blockchain mobile money app that 

enables users to exchange Bitcoins from their smartphones from a secure account. It took 9 days for Overstock 

to integrate with Coinbase that provided merchant wallets. Immediately after a transaction is complete, 

Overstock converts 90% of the Bitcoin into fiat currency and maintains 10% in Bitcoin. This was to have 

liquidity because of Bitcoins price volatility. Currently, only 2% of the sales are in Bitcoin, (CATO Institute, 

2016). 

5.3 CheapAir 

The travel industry’s most common type of chargeback fraud is fraudsters who pay for bookings with stolen 

credit cards. Even though the service is already offered, the banks pay the money back to the rightful owners 

making losses for travel booking online service providers. CheapAir was the first travel agency to accept 

Bitcoin as a payment method for flights. The thought of adopting Bitcoin was initiated by a customer who 

inquired if it was able to purchase airline tickets using Bitcoin. After some research and discussion, they 

developed a formula to include it as other brands did (WordPress, Reddit, and OkCupid etc.). 

It fitted very well with their interests in making flight bookings as easy as possible for their customers. The 

company processes payments through BTCPay Server cancelling out dependency to all other third parties. In 

a newsletter dated April 20, 2018, CheapAir confirmed various challenges it encounters with Bitcoin 

payments. Coinbase no longer supported custodial solutions for merchants and were removing some features 

and tools that were relied on for accepting Bitcoin. “To go where we want, however, we need a reliable 

processing partner. The reality is, as much as we love Bitcoin, our travel supplier partners (airlines and 

hotels) just aren’t there yet. Because we have to immediately transfer to them most of what you pay to us, we 

have no choice but to convert BTC to fiat as payments come in. Coinbase has been providing that service for 

us, but at the end of the month, they are getting out of that business, leaving us scrambling for an alternative” 

(CheapAir, 2018). 

Other submissions on the challenges and shortcomings of Bitcoins have been made. CheapAir announced to 

include other cryptocurrencies to avoid or improve these shortcomings. The Bitcoin network has been stressed 

with higher transaction volumes. Litecoin, Dash and Bitcoin Cash have been accepted to improve “the 

transactability” (CheapAir, 2018). In an interview with CryptoGlobe, Jeff Klee, CheapAir CEO, (May 2018), 

is quoted saying, “We’ve had some success with bitcoin, we’ve gotten some new customers there – enthusiastic 

customers. We’ve gotten a great response since we began accepting [bitcoin], and we had some requests for 

Dogecoin and Litecoin (LTC). We figured why not?” (Memoria, 2018). 

5.4 Alibaba 

Alibaba Group Holding Ltd did not have any present plans to accept Bitcoin. In an interview conducted by 

Yahoo Finance (August 2017) a spokesperson confirmed that due to the notorious volatility, lack of any 

government backing and regulatory uncertainty they have chosen not to evaluate the use of Bitcoin. However, 

a year later, things changed. In 2018, Alibaba made its first trial in blockchain remittances via its subsidiary 
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Ant Financial. The trial period completed transactions in three seconds between its AliPayHK app and Gcash 

app in Filipino.  

 

The co-founder and executive chair, Jack Ma, stated that cross-border remittances remain vital and the 

blockchain technology will revolutionize the transaction process. Jack Ma stated that “Bitcoin, the thing I 

want to know is that what value, what things that bitcoin can bring to society. But Behind bitcoin, the 

technology itself is really very powerful.” (MAURYA, 2018). Jack Ma refers to the Bitcoin and the Blockchain 

technology as the main contributors to a cashless society. 

5.5 Expedia 

In 2014, Expedia started accepting Bitcoin for hotel payments. Michael Gulmann, global vice-president, 

affirmed that the company needed to adopt the latest payment technologies to solve planning and booking for 

its customers and partners. Due to customer inquiries about Bitcoin payment options, they partnered with 

Coinbase to integrate Bitcoin payments for hotel bookings. After 4 years of cryptocurrency usage, the 

company stopped using Bitcoin. Forbes magazine zoomed in to three major reasons for this action. First, the 

unstable nature of Bitcoin made Expedia treat the partnership with Coinbase as an experiment. In 2018 

Coinbase suspended custodial solutions for merchants which made it difficult for Expedia to process Bitcoin 

payments. Secondly, lack of commercial adoption of Bitcoin as most people used it as a speculative asset 

rather than a form of digital currency. Lastly, since it was an experiment for Expedia, they converted Bitcoin 

payments to fiat currencies. Expedia’s preferred U.S dollars to Bitcoin as the ultimate payment method. 

Bitcoin was just an additional option for its customers.  

Despite all the hype around Bitcoin, consumer demand for cryptocurrencies, both now and in future, is 

surprisingly low, as shoppers are currently seven times more likely to buy something online with a prepaid 

card than a volatile digital currency. According to the new research from Intrapay fewer than 2% of shoppers 

have used cryptocurrencies and a mere 6.5% wish to use it to buy items online and in future. Meanwhile, as 

consumers are becoming increasingly security-savvy, demand for pre-paid cards has almost doubled, from 

9% to 17%. This is because consumers want payments to give them more control of their money, as they wish 

to receive real-time updates on the payment status and receive help with budgeting, says the study, (Fedorenko, 

2019). 
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Table 2: Findings Summary 

 

 

Figure 6: Response colour line 

R
el

a
ti

ve
 A

d
va

n
ta

g
e
 

S
ec

u
re

, 
n
o

 
fr

au
d

, 

an
o

n
y
m

o
u

s 

p
u

rc
h

as
es

 

H
ig

h
 V

o
la

ti
li

ty
, 
lo

w
 

co
st

, 
tr

an
sp

ar
en

cy
 

Im
m

u
ta

b
le

, 
lo

w
 

co
st

, 
H

av
e 

fu
ll

 

co
n

tr
o

l 
o

f 

tr
an

sa
ct

io
n

s 

F
as

t,
 

se
cu

re
, 

lo
w

 

co
st

, 
u

n
iq

u
e 

p
ay

b
ac

k
 p

ro
te

ct
io

n
 

F
as

t 
cr

o
ss

-b
o

rd
er

 

re
m

it
ta

n
ce

s 

C
o

m
p

a
ti

b
il

it
y
 

C
o

in
b

as
e 

su
p

p
o

rt
, 

C
u

rr
en

t 
le

g
is

la
ti

o
n

, 

la
ck

 
o

f 
su

p
p
o

rt
in

g
 

b
an

k
s,

 
n

ee
d

 
fo

r 

w
ay

s 
to

 e
ar

n
 c

ry
p

to
  

C
o

in
b

as
e 

su
p

p
o

rt
 

fo
r 

so
m

e 
ti

m
e,

 

B
it

P
ay

 u
se

d
 n

o
w

 

R
et

ai
le

rs
 

st
ri

v
e 

fo
r 

lo
w

er
 

tr
an

sa
ct

io
n
 

co
st

s 

In
co

m
p

at
ib

le
 

w
al

le
ts

, 
C

o
in

b
as

e
 

w
it

h
d

ra
w

al
, 

In
d

ep
en

d
en

t 

p
ro

ce
ss

o
r,

 
in

cl
u

d
e 

m
in

er
s 

fo
r 

tr
an

sa
ct

io
n

 

p
ro

ce
ss

in
g

, 
in

st
an

t 

fi
t 

L
in

k
ed

 
to

 

A
li

P
ay

H
K

 
an

d
 

G
ca

sh
 

C
o

m
p

le
x

it
y
 

T
ax

 
la

w
s,

 
ea

se
 

o
f 

u
se

 

S
u

sp
en

si
o

n
 m

ad
e 

it
 

h
ar

d
 

to
 

p
ro

ce
ss

 

tr
an

sa
ct

io
n

s 

O
ld

er
 g

en
er

at
io

n
 d

o
 

n
o

t 
k

n
o

w
 w

h
at

 i
t 

is
 

C
u

st
o

m
er

s 
n

o
t 

aw
ar

e 
o

f 
te

ch
n

ic
al

 

te
rm

s/
w

al
le

ts
 

B
IP

-

7
0

  

E
as

y
 t

o
 u

n
d

er
st

an
d
 

th
e 

co
n

ce
p

t 

tr
an

sa
ct

io
n

 p
ro

ce
ss

 

T
ri

a
b

il
it

y
 

N
o

 
tr

ia
l,

 
te

st
in

g
 

an
d

 

d
ev

el
o

p
in

g
 

th
e 

L
ig

h
tn

in
g

 n
et

w
o

rk
 

E
x

p
er

im
en

ta
l 

p
er

io
d
 

w
it

h
 C

o
in

b
as

e 

N
o

 t
ri

al
  

S
ta

rt
ed

 
w

it
h

 
H

o
te

l 

B
o

o
k

in
g
 t
ri

al
 t
h

en
 f

li
g
h

t 

b
o

o
k

in
g

, 
T

es
ti

n
g

 

B
T

C
P

ay
 s

er
v

er
 

U
se

d
 

su
b

si
d

ia
ry

 
fo

r 

6
m

o
n

th
s 

ex
p

er
im

en
t 

O
b

se
rv

a
b

il
it

y
 

In
cr

ea
se

d
 

re
v

en
u

es
 

an
d
 

cu
st

o
m

er
s 

C
o

n
v

er
si

o
n

 
to

 
fi

at
 

cu
rr

en
ci

es
, 

lo
w

 
ad

o
p

ti
o

n
, 

lo
w

 t
ru

st
 

L
o

w
 t

ru
st

 t
h

an
 e

x
p

ec
te

d
, 

 

D
el

ay
ed

 r
ef

u
n

d
s,

 i
n

co
rr

ec
t 

p
ay

m
en

ts
, 

In
cr

ea
se

d
 

p
ay

m
en

t 
w

it
h

 B
it

co
in

, 
N

o
 

p
ro

b
le

m
s 

w
it

h
 r

eg
u

la
to

rs
 

B
it

co
in

 i
s 

a 
b

u
b

b
le

 

 B
it

re
fi

ll
 

E
x

p
ed

ia
 

O
v

er
st

o
ck

 

C
h

ea
p

A
ir

 

A
li

b
a

b
a

 



 

 

 

 

27 

5.6 Validity and Reliability 

The appropriateness of the tools, processes and data collection method includes validation of the research 

question in achieving the desired outcomes, the choice of the case study to answer the research question, the 

design of the research, data analysis and finally ensure that the results and conclusions are valid for the context. 

We use multiple sources of evidence, establish the chain and have the key interviewee review the draft case 

findings. The scope and boundaries are reasonable (using replication logic in the multiple cases) to permit 

generalization of the research. The interview questions fully represent the domain of drivers of adoption of 

Bitcoin by retailers on the basis of its characteristics. 

We ensure the dependability/ reliability of this paper by giving a full account of the theories (DOI theory) and 

warrant analogy between the research questions and structure of the study design. All the concrete 

observations and actions are recorded to assure meaningful parallelism of findings across the multiple data 

sources. The interpretations/ analysis is constructed on credible, trustworthy and confirmable availed 

information for readers to assess the potential transferability appropriateness for their own settings. Raw data, 

findings and interpretations undergo a confirmability audit that involved retention of recorded interview and 

documents for later inspection if required. Subsequent credibility is fostered by using peer debriefing 

(presenting findings to colleagues) and taking their reaction into account. 

5.7 Ethical Considerations 

The research communication in relation to the research is done with honesty and transparency with 

information backing up our interpretation about the findings included/ readily available to confirm this. In a 

frequent interaction with Bitrefill AB, the respondent willingly advocated for both his and the company’s 

names be included in the paper with the consideration that our findings may be a valuable insight to their 

current situation. We, therefore, subject ourselves to the inclusion of the participant’s details with respect to 

the topic of interest. The principle of informed context mandates us to provide sufficient information and 

assurances to allow Bitrefill AB to understand the implications of participating and to reach informed, 

considered and free giving decision without any pressure or coercion. 

We also acknowledge the work of third persons who conducted interviews that are reliable in the objectives 

of this study with the use of the APA referencing system according to the guidelines issued.  The highest level 

of objectivity has been maintained in the analyses and discussion sections (not deviating from the sole purpose 

of this paper). 

6. Interpretation 

There are uncertainties and mixed responses from retailers regarding the five attributes of Bitcoin discussed 

in the DOI theory. We used the Framework Method for management and analysis of the data collected. The 

framework created a structure that summarized and reduced the data in a way that supports answering the 

research questions. Similar and interrelated concepts are grouped into the five themes (Relative advantage, 

Compatibility, Complexity, Triability and Observability). Each response is coded with colours for green 

colour for a positive, yellow colour for neutral, red for negative responses and blue for any other additional 

information. An interpretation of a positive answer (coded green), means that the response from the 

interviewee totally confers to the definitions of the concepts from the Diffusion of Innovation Theory (Relative 

advantage, Compatibility, Complexity, Triability and Observability). Positive answers confirm the 
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characteristics of bitcoin that motivates its adoption or rejection. For instance, a response that “Bitcoin has a 

relative advantage to other payment methods in reducing fraud and the cost of doing business”, is a positive 

one as it satisfies the intention of our study. Such a response covers the relative advantage concept of Bitcoin 

in the limitations provided by the DOI theory. A neutral response, coded yellow, is a response that partially 

confirms that the adoption is linked to the DOI theory concepts while other factors play important roles in the 

adoption of Bitcoin.  

A negative response indicates that interviewee introduces a new factor that is not include the DOI to answer 

the question on adoption/rejection of Bitcoin as a payment method. A good example that shows a neutral 

response is when Observability question is indicates that a company changes Bitcoin sales back to fiat 

currencies. We regard this as a neutral response as the results from using Bitcoin does not extend to it being 

circulated in cryptocurrency but rather choose to partly change their earnings to fiat. Coding blue, additional 

information, ensures that we do not leave any other factors we deem important to the adoption/rejection of 

Bitcoin, other externalities, and nature of the business of the company in question. This part of information 

does not answer any our research questions based on the DOI theory. The interpretation and analysis of the 

findings is limited to the definitions of the characteristics as described in chapter 2. 

6.1 Relative advantage 

How efficient/inefficient in terms of usefulness, quality of process and added conveniences is Bitcoin 

compared to other payment methods? 

The degree to which Bitcoin is perceived as being better than other payment methods was majorly positive 

from all the respondents. Lower transaction fees of about 1% compared to 3% charged by credit card payment 

processors was a valuable characteristic of Bitcoin. CheapAir CEO stated, “Bitcoin takes out the credit card 

merchants fees and most consumers don’t realize that depending on the country you’re in, there’s about a 3 

percent charge built into the price of everything that you buy, to cover credit card and bank fees, and these 

are relics from decades ago when it was more expensive to process transactions”. The financial incentive is 

a motivation to relative advantage gained by the digital currency. Bitrefill, Overstock and CheapAir applauded 

the ability to stop card fraud and stealing of personal information for its customers by using Bitcoin and other 

major cryptocurrencies.  Bitrefill´s Head of Business Development stated, “…it is a relatively seamless 

transaction process without having to provide personal information, without risk of being frauded by people 

stealing your credit card information and using it again. There is a public record of all payments, therefore 

there cannot be any cancelations like with PayPal or credit cards.” 

Overstock view on the relative advantage of Bitcoin and the blockchain technology is from a different angle. 

Its cons compared to existing methods of payment is the immutability and greater trust something the financial 

system misses. People have supported a different approach to privacy omitting the "trusted" third-party and 

supporting cryptography and anonymity where possible. With the current Bitcoin technology, all the 

transactions (with respective amounts) taking place are publicly displayed on the blockchain yet senders and 

receivers are kept anonymous by crypted code-names (Andrea, David & John, 2018). The positive opinion on 

the subject of transparency of the Bitcoins public ledger is shared not only by Overstock but Bitrefill, Expedia 

and CheapAir as well. 

However, Overstock and Expedia also mentioned the negative side of using Bitcoin as a method of payment, 

the high price volatility, with the latter deciding to discontinue Bitcoin payments. High price volatility may 
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affect the rate of adoption in the future as people would rather choose to hold on to Bitcoins instead of spending 

them. 

6.2 Compatibility 

Is Bitcoin consistent with retailers’ existing values, past experience and needs? 

Although relative advantage and compatibility may appear to be similar attributes, they are differentiated by 

the angle of questioning for supporting systems and structures. Compatibility of Bitcoin with existing 

infrastructure, values, past experiences and needs of Expedia, Alibaba and Overstock were affirmative. 

Expedia welcomed the support of Coinbase in processing payments and instantly converting Bitcoin to U.S 

dollars because it viewed Bitcoin as more of a speculative asset than a currency. Alibaba’s payment apps 

(AliPayHK and Gcash) were developed to support cross-border remittance and the speed of transactions 

fastened to three seconds. Overstock brought up the issue of cryptography in ensuring secure transactions and 

being able to use the same technology in their supply chain management. 

Negative feedback given by Bitrefill is the continued changes in the regulatory and legal framework.  Since 

most governments have not considered it as a currency, the stipulations of law are lacking or insufficient. The 

same opinion was shared by Alibaba as well. Bitcoin conflicts with governmental objectives (e.g., conducting 

monetary policy, raising revenue, preventing private agents from engaging in illegal transactions, protecting 

private agents from fraud, etc.), it might be subject to regulatory efforts aimed at precluding or dissuading 

users from adopting it (Luther, 2015). CheapAir and Expedia had earlier on relied on a third party, Coinbase, 

to process payments but were frustrated with changes in custodial solutions which left them out on the 

important features and tools it used. Another hindrance was the compatibility of its customer’s digital wallets 

with the BitPay system. Even though this was solved, it was a challenge for some time. 

6.3 Complexity 

How is the payment method perceived to be difficult to understand, learn and use? 
 

The simplicity in using the technology/ payment method varied between the users. Bitrefill’s founder has a 

background in Information Technology. He finds it easy to explain, use and integrate the website to engage 

their customers and make it easier for them to use. Also considering that they only accept cryptocurrencies as 

the payment method, their customers are quite versed with the technology. In unison, all the retailers have to 

convert their sales to fiat currencies to pay their partner groups. Expedia and CheapAir encountered difficulty 

in the conversion process due to 3rd party suspension of service. 

 

Overstock analysed the low adoption rate to hesitation by not only the older generation but also that the 

majority of the population does not understand how Bitcoin work and pessimism of it being just a bubble. 

Sentiments shared by Ali Baba group CEO Jack Ma touches on how complex Bitcoin is “Personally am not 

a big fan of Bitcoins, but I pay special attention to the cashless society and the Blockchain technology. The 

thing I want to know is what Bitcoin can bring to the society. My job and Alibaba’s job are to move to a 

cashless society. Make it inclusive and transparent. But we watch Bitcoin carefully, am just as curious as you 

are. Am not an expert.” He does not understand Bitcoin but follows it closely Jack Ma is quoted saying that 

the only interesting thing is the technology behind Bitcoin but not the cryptocurrency itself. 
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6.4 Triability 

What is the level of effort needed and risks involved in observing and demonstrating the performance of 

Bitcoin on a small scale? 
 

From its conception, Bitrefill has grown to only accept cryptocurrencies. It started with Bitcoin and extended 

to other cryptocurrencies. The trial period in its case was different from other retailers. Their main issue was 

to convince its suppliers that their business model was showing results and that customers were willing to pay 

in Bitcoin. The growth in business and customers is enough evidence that Bitcoin is proving to be an accepted 

payment method. Quoting the CEO, “We did a little bit of research and quickly came across Coinbase and 

realized it would be pretty easy for us to integrate”, CheapAir decided to try out with Bitcoin payments after 

some research. 

 

The degree to which Bitcoin can be experimented is also optimistic with Alibaba and Expedia. Alibaba did an 

experiment with its subsidiary while Expedia cooperated with Coinbase. It is therefore right to say that Bitcoin 

can be implemented or/and experimented at a small scale. Overstock decided to go with Bitcoin and include 

it as a payment method from their enthusiasm of blockchain technology.  

6.5 Observability  

How easy is it to evaluate and demonstrate the results of using Bitcoin to others? 

It is not just a matter of explaining financial remuneration but also operational efficiency. A majority of the 

retailers studied have portrayed the effects of including Bitcoin as a payment method both positively and 

negatively. The case of Bitrefill is quite unique in the sense that they only accept cryptocurrencies. They 

remain entirely positive to the experiences and expectations.  However, as slow as the adoption has been, 

Bitrefill has had smooth operations and growth. The outcome has proven to be more than expected. Other 

retailers have maintained price volatility to be factored by the sense that Bitcoin is more of a speculative asset 

than a means of payment. “I’m concerned Bitcoin has become much more of an investment vehicle than 

something people use for transactions, so I’m not sure where the future lies”, Jeff Klee. Earlier predictors like 

Alibaba have maintained that Bitcoin is a bubble expected to significantly decrease over shorts period of time. 

Across the board, all the retailers have to convert most/if not all of the payments to fiat currencies. The reasons 

have been pessimism by their suppliers, employees and shareholders to the economic nature of Bitcoin. High 

price volatility has also been associated with the immediate conversions. 

7. Conclusion and Discussion 

Bitcoin represents a technological advance in the processing of payments. It is always difficult to predict the 

future, but technological advancements tend to be put to good use-at least until something better comes along 

(Luther, 2015). We have explored the five characteristics of Bitcoin by retailers. According to the results, the 

adoption of Bitcoin relies heavily on positive relative advantages to other payment methods, compatibility and 

simplicity of its use while negative characteristics that pull it back from being adopted include the complexities 

in understanding the technology behind it, damaging outcomes varying from the expected. It is also worth 

noting that the Triability of Bitcoin transaction did not play a significant role in the adoption as Bitrefill went 

direct to accept Bitcoin without including any traditional alternatives. 
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Relative advantage outweighed the others in positive responses supporting the adoption of Bitcoin as a 

payment method. It had significant effects on the intentions of potential retailers as they heavily strive to have 

lower costs and borderless remittances restrictions. Another interesting finding was that retailers may continue 

adopting Bitcoin as the chargeback fraud of credit cards continues to rise. However, the major negative 

limitations of the relative advantages of Bitcoin is the price volatility experienced. The undesirable huge 

changes in the price of Bitcoin within short periods of time discourage retailers to hold on to them. 

Compatibility of Bitcoin shows that retailers are largely relying on Coinbase and BitPay. Considering that the 

technology is being rapidly modified, they are experiencing disruptions and delays. Incompatibility is also 

reported with digital wallets not supported by BitPay. Government regulations are also proving to be a 

deterrent to the adoption of Bitcoin. In the new world of Blockchain-based transactions, Government agencies 

like FTC, SEC, etc. may slow down the adoption by introducing new laws to monitor and regulate the industry 

for compliance. In the USA, this may in a way help adoption as these agencies carry customer trust. In more 

controlled economies like in China, the adoption will face significant headwind, (Crosby et al., 2015). The 

results also indicate insufficient regulatory framework by governments. This is a shortcoming to the 

continuous mass adoption. Negative responses from observability imply that Bitcoin innovation has a tough 

time convincing more people to adopt it. 

The DOI theory application in the case of Bitrefill and subsequent interviews by 3rd parties on Overstock, 

Expedia, Alibaba and CheapAir has provided a useful framework in the identification of the characteristics of 

Bitcoin that has aided both its adoption and discontinued adoption. The facilitating factors have enhanced 

knowledge in understanding the driving forces, disadvantages and emerging issues with regard Bitcoin.  

7.1 Limitations and Future research 

Considering Bitcoins are only a recent phenomenon, there is little prior research exploring its role as the future 

currency. The study we conducted only looked at the efficacy of retailers’ views on Bitcoin. However, various 

related institutions (revenue authorities, licencing boards, legislatures etc.) affect the rates of adoption of 

technologies. The scope of discussions is only limited to the characteristics of Bitcoin with no in-depth 

analysis of the roles played by such institutions that influences merchants to adopt it. Furthermore, the future 

of cryptocurrency also lies on the approach each national government takes as one of the main goals of 

cryptocurrency is the creation of decentralized payment system. 

Knowledge is built on uncovering every piece of the Bitcoin puzzle. It therefore there gives more opportunities 

for inspiration to further research that relates to this subject. Further qualitative and qualitative research is 

necessary to understand the hidden switching costs and network effects of adopting Bitcoin and other 

cryptocurrencies. Research is also necessary to understand why there are slow adoption and the extensive 

perception of Bitcoin being a speculative asset than a medium of exchange. 
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Appendices 

Appendix 1: Interview map 

 

Appendix 2: Interview Guide (Bitrefill) 

 

1. To start it off, could you introduce yourself and the company? 

o My name is Michel Gustavsson, one of the founders and also the head of business development. Bitrefill, based 

in Stockholm, is a company that provides a place to refill customers’ airtime top up, data bundles for 3G modems 

and cell phones, paying utilities, and gift cards online. All these are sold specifically in exchange for 

cryptocurrency. 

2. What do you know and think about Bitcoin and other altcoins? – What the future holds for them? 

o I would say that I know more than the average public but as much as some others. I have had Bitcoin for a long 

time 

3. Do you accept other means of payment than cryptocurrencies? 

o No, not at the moment. We accept all the big cryptocurrencies: Bitcoin, Lightning Bitcoin, Dash, Dodge, Litecoin, 

Ethereum 

4. How long did it take you to set up the system of accepting crypto? Did you do any trial runs? 

o The website is built and maintained by our CEO. We did not do any trial runs; we just finished the website and 

went live. However, there were like millions of problems just like any start-up. But that’s good, there is a little bit 

of Darwinism where the strong survive. Since then, we have grown, and we are bigger now than we have ever 

been before.  – Our best year was during the worst year of crypto. 

5. What was the biggest issue? 

o There wasn’t issue with how people paid or how people used our service itself. Biggest issue was getting approval 

from our partners to resell their goods. Big brands were sceptical when it came to work with crypto companies. 

They hear cryptocurrency and they think regulations and financial law. They stay away from it without properly 

investigating because they think it is not worth the risk. The challenge was to gain their trust and allow us to resell 

their brand. 

o Other challenge is that people need more ways to earn and access cryptocurrency in other to actually spend it and 

let the cryptocurrency circulate. I believe that there is a big opportunity that is going to open up to make it easier 

for people to get a hold of cryptocurrency. 

6. Who are your main customers? – What are the advantages cryptocurrencies bring to you and your customers? 

o It is 100% mixed. There is no customer base. Last month we had over 130 000 unique transactions from over 160 

countries worldwide. We have transactions that amount to tens of cents but also tens of thousands of dollars. I 

would say it depends on the different kinds of products that we offer. 

Percieved Characteristic of 
Bitcoin (DOI Theory)

Relative 
Advantage

How 
efficient/inefficient 

in terms of 
usefulness, quality 

of process and 
added conveniences 
is Bitcoin compared 
to other payment 

methods?

Compatibility

Is Bitcoin 
consistent with 

retailers existing 
values, past 

experience and 
needs?

Complexity

How is the 
payment method 
perceived to be 

difficult to 
understand, learn 

and use?

Triability

What is the level 
of effort needed 

and risks involved 
in observing and 
demonstrating 

the performance 
of Bitcoin on a 

small scale?

Observability

How easy is it to 
evaluate and 

demonstrate the 
results of using 

Bitcoin to others?
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o For customers the advantages are that it is a relatively seamless transaction process without having to provide 

personal information, without risk of being frauded by people stealing your credit card information and using it 

again. There is a public record of all payments, therefore there cannot be any cancelations like with PayPal or 

credit cards. The fees are lower; therefore, the supplier doesn’t lose the profit to payment processing companies 

like Visa, MasterCard or American Express. Basically, there are a lot of small improvements that add up to a big 

thing 

7. Which cryptocurrency is used the most by your customers? 

o Definitely Bitcoin. At least 95% of our customers choose to use Bitcoin. Bitcoin has always been the biggest and 

it’s going to be the biggest for a foreseeable future in my opinion. I think that other altcoins could be compared to 

penny stocks and right now they are only creating the noise around cryptocurrency whereas, Bitcoin is in my 

opinion a proven asset. 

8. Has there been any rise of any altcoin in your system? 

o No, not at the moment. So far it has been for the majority Bitcoin. There is not enough volume of other altcoins 

right now. 

9. Do you see any correlation between the price fluctuation of cryptocurrency and the number of customers you get? 

o Yes and no. There is a correlation as customers are more cautious. However, for example last year when price of 

Bitcoin skyrocketed, it draws the attention on cryptocurrency from the media and public and that brings more 

volume. 

10. How is the security of payment ensured? Is there enough support of technological infrastructure?  

o No not really. On the contrary, we have more issues with traditional banking when we pay our suppliers as they 

only accept fiat currency. There are still not that many banks that work with crypto companies yet 

11. Have you ever had any complaints about the payments or crypto? Is it easy for customer to use the system? 

o No, so far, the system has been running smoothly. The process of payment is relatively easy to use. 

12.  Are you overall satisfied with your system? Are the results similar to what you expected? 

o Yeah, we are definitely satisfied with what we have achieved so far. I have never expected us to be so big that 

quickly and to already be a big part of the crypto world and having our brand recognised and trusted. 

13. How does doing business with crypto work in Sweden from the legal point of view? – How is it with taxes? 

o It is pretty much straightforward. We basically abide by what the Swedish government decides. The one thing is 

that the law changes quite frequently as the topic of crypto is quite new and the information comes up every time. 

What we can do is to kind of anticipate and see where the situation is moving and to not be surprised by new laws 

that might hurt our business. 

 

Appendix 3: Interview Findings 

Bitrefill 

 

Relative 

Advantage 

seamless transaction process without having to provide personal information, 

without risk of being decepted by people stealing your credit card information, 

Compatibility regulations and financial law 

Complexity The process of payment is relatively easy to use. 

Triability did not do any trial runs, 

Observability never expected us to be so big that quickly 

Expedia 

 
Relative 

Advantage 

Unstable nature of the currency, Lower transaction fees and secure 

Compatibility More of a speculative asset than a digital currency, Supporting third party 

Coinbase servers 

Complexity Suspension of system made it difficult to process transaction 

Triability They were able to have an experimental period with Coinbase in a smaller 

scale, only used for hotel bookings 
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Observability Lack of commercial adoption by customers, Expedia preferred to convert 

Bitcoin to USD. 

Alibaba 

 

Relative 

Advantage 

Easier method for cross-border remittances, secure and three seconds 

transaction period (quick). Bitcoin is viewed as a bubble but the blockchain 

technology is being pursed. 

Compatibility Linked to AliPayHK app and Gcash app. The system was compatible with 

Alibaba’s payment apps 

Complexity  

Triability Used a subsidiary to experiment the blockchain technology 

Observability Jack Ma sees Bitcoin as a bubble, but the technology is good itself. “It is here 

to stay” 

Overstock 

 

Relative 

Advantage 

The ledger is immutable, and nobody can erase. a technology that ‘generates’ 

trust, something that the financial institutions miss, help the unbanked 

population who have smartphones, Full control of transactions, not required 

to provide personal information 

Compatibility Retailers want to reduce costs and have secure transactions 

Complexity The IRS views cryptocurrency as a property but not a currency, Tax laws are 

complicated and keep on changing from time to time, Older generations do not 

understand what it is and are reluctant to use it 

Triability  

Observability Low consumer adoption, high price volatility, secure transactions and safe 

against fraud, lower trust as people do not know what it is, takes a long time 

before the results of using Bitcoin as people are holding them as speculative 

assets. 

CheapAir 

 

Relative 

Advantage 

Bitcoin is protected by their unique Price Drop Payback protection, lower 

transaction fees compared to credit card processors, it’s easier to pay for flight 

tickets. 

Compatibility Unreliable payment processor (Coinbase), BitPay does not support non-

payment protocol wallets (compatible wallets) 

Complexity Hotels and airlines are reluctant in accepting Bitcoin, customers were not 

familiar with BIP-70 wallets needed 

Triability Started accepting Bitcoins for airline ticket payments and gradually to hotel 

bookings. 

Observability Delayed or incorrect payments, issuance of refunds takes longer, the risk 

involved is price volatility (overpay or underpay) 
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Appendix 4: Interviews from secondary data 

Alibaba: MAURYA, N. (2018). Alibaba’s Jack Ma believes Bitcoin and Blockchain to be key contributors to a Cashless Society. 

Retrieved from https://coingape.com/alibaba-jack-ma-bitcoin-blockchain-cashless-society/ 

Bitcoin Travel: CEO views on acceptance of Bitcoin and its role in the transport industry: https://Bitcoin.travel/about-us/ 

CheapAir interview: Memoria, F. (2018). Accepting Bitcoin Was One of the “Best Decision I've Ever Made”, Says CheapAir CEO 

Jeff Klee | CryptoGlobe. Retrieved from https://www.cryptoglobe.com/latest/2018/05/accepting-bitcoin-was-one-of-the-best-

decision-i-ve-ever-made-says-cheapair-ceo-jeff-klee/ 

CheapAir: Cheap air views on adoption of Bitcoin https://www.cheapair.com/blog/book-your-flights-on-cheapair-with-Bitcoin-

virtual-currency/ 

Overstock Interview: Overstock CEO on Bitcoin: https://www.overstock.com/blockchain; 

https://www.youtube.com/watch?v=bkf04kQw1YU; https://money.cnn.com/2013/12/20/technology/innovation/overstock-

bitcoin/index.html 

Expedia: https://www.expedia.com/Checkout/BitcoinTermsAndConditions; 

https://www.forbes.com/sites/lukefitzpatrick/2019/03/07/expedia-a-cautionary-tale-for-cryptocurrency-in-travel/#72362beaf0b9 
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Appendix 5: Share of consumers using cryptocurrencies as a payment method  

 

https://www.statista.com/statistics/660158/consumers-by-country-using-crypto-currency-for-payments-europe/ 

Appendix 6: Confirmed transactions per day 

 

https://www.blockchain.com/charts/n-transactions?timespan=all 

 

https://www.statista.com/statistics/660158/consumers-by-country-using-crypto-currency-for-payments-europe/
https://www.blockchain.com/charts/n-transactions?timespan=all
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Appendix 7: How Bitcoin Activity Stacks up Against Other Payment Networks 

 

 https://www.statista.com/chart/1681/daily-transaction-volume-of-payment-networks/ 
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