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Abstract: The goal of this study is to look at the effect of "perceived ease 
of use" (PEOU), "perceived usefulness" (PU), "perceived service cost" 
(PSC), "perceived credibility" (PC) and "customers' satisfaction" (CS) on 
consumers' intention to adopt mobile wallet payment services. 
"Customer satisfaction" (CS) was the mediator between PEOU, PU and 
IU. The study model is based on the model of "technology acceptance 
model" (TAM). The study involves 300 respondents and the data was 
obtained via an online questionnaire. - Convenient sampling method. 
Smart PLS (partial least squares) regression using the "structural equation" 
technique has been applied to review and analyze the data. The data 
analysis findings are supported with several previously published 
hypotheses. All independent variables influence the dependent variable 
IU, indirect effect of PU is positive and significant to IU, further it was 
found from analysis that the PEOU has not significant effect to the 
mediator CS and the IU indirectly. 

 

Key Words: Mobile Wallet, Digital Payments, Technology Acceptance Model (TAM), 
Adoption of Technology, Consumer Intention 
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Introduction  

In the modern era, the world has moved 
towards digitalization, and digital payments 
via mobile wallet accounts are becoming more 
popular in many countries. The mobile wallet 
payment method has changed people's 
lifestyle and saved their plenty of time. Mobile 
wallet payment is different from traditional 
banking transactions and services by features 
such as fastest transactions, no time 
constraints because it can be operated 24/7 
throughout the year and at any location. In 
COVID-19 pandemic situation throughout the 

 
* Research Scholar, Mehran University Institute of Science, Technology and Development, MUET, 
Jamshoro, Sindh, Pakistan. Email: malikfaraz12@gmail.com (Corresponding Author) 
† Assistant Professor, Mehran University Institute of Science, Technology and Development, 
MUET,Jamshoro, Sindh, Pakistan. 
‡ Lecturer, Mehran University Institute of Science, Technology and Development, MUET, Jamshoro, Sindh, 
Pakistan. 

world, it became impossible to go to banks or 
physical locations for transactions, but in that 
situation, mobile wallet payment services 
played a significant role for users and proved 
to be the most convenient tool. 

Digital payments trace its origin to 1997, 
when “Coca-Cola” presented machine based 
vending in Helsinki city that allowed the 
customers to buy a can of drink through text 
messages. This is the origin, even though it is 
extremely different from current digital 
transactions (Wiki payments). 
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Nowadays, M-wallets are used to carry out a 
variety of financial transactions. M-wallets 
provide a gateway to target a large population 
in emerging economies. Because of their 
numerous benefits, mobile wallet services are 
gaining popularity.  On the other hand, 
consumers' likes, dislikes, and interests 
change over time (Sharma & kulshreshtha, 
2019). Mobile wallet has replaced usual 
physical wallets due to the convergence of 
mobile technology and payment mechanism 
(Sharma et al., 2018). 

A mobile wallet payment services varies 
from internet banking applications in different 
dimensions, even though it is funded by a 
user's bank account. Mobile banking apps may 
be used for different payments as usual 
transactions, however they are just an 
extension to an existing account of bank. 
Therefore most banks have their own mobile 
wallets (George & Sunny, 2020). 

Mobile money services, which provide 
financial services (Branchless banking) uses 
extensive distribution and cellular network of 
mobile operators, has been done as tool for 
expansion of financial inclusion (Ibtasam et al., 
2017).  

As per Global Findex Databsse (2017) 
Digital technology cannot enhance financial 
inclusion on its own. To ensure that customers 
gain from digital financial services, it is 
necessary to have a proper developed 
payment platform, a solid physical 
infrastructure, appropriate laws, and strong 
consumer protection. Financial services must 
be customized and disadvantaged groups' 
needs should be met including women, the 
poor, and first-time customers who may not 
have appropriate reading and numeracy skills, 
whether they are digital or analogue. Around 
1.1 billion people worldwide are unbanked, 
accounting for around two-thirds of all adults.  

All technologies made available to the 
user and actions taken by payment service 
providers in order to conduct payment 
transactions are included in a mobile payment 
service (Dahlberg et al., 2006). Digital 
payments speed up and lower the cost of 
payments between businesses and their 
suppliers, workers, consumers, and 

governments. In addition to making it easier to 
satisfy legal and tax obligations, digital 
financial systems encourage formal 
entrepreneurship by making it easier for 
entrepreneurs to get credit products to start 
and grow their businesses (Klapper, 2017).  

 
Background of the Study 
The mobile wallet payment is a very new topic 
of research, having received far less attention 
than comparable areas such as electronic 
commerce, mobile commerce, or phone 
banking, all of which have received substantial 
attention (Oliveira et al., 2016). As mobile 
phones are becoming more popular, more 
consumers may use them for online 
purchasing as well as in-person payment 
choices. Consumers now have a new, easy 
payment option open to them, as long as 
merchants are also ready to accept it (Taggart, 
2022). A mobile wallet can allow a variety of 
transactions, such as “consumer to consumer” 
(C2C), “consumer to business” (C2B), 
“consumer to machine” (C2M) (payment for 
small payments at a machine such as a 
“parking meter”), and consumer-to-online. 
Furthermore, with mobile phone payments, 
users have more options for paying purchases 
at the moment of sale. The use of a mobile 
wallet speeds up transaction processing from 
sale point of view and increases the 
opportunities for impulse buys. (Shin, 2009). 

SARS COVID-19 has advanced the 
transition to payments without any contact. 
Credit cards are not just swiped at the 
payment hubs, but cellphones with a mobile 
wallet applications are also doing the same 
thing. Customers are paying in-store using their 
cellphones and even smartwatches. These 
proximity payments are easy, quick, and are 
increasingly being used throughout the 
epidemic (global payments, 2021). 

Due to varying adoption and acceptance 
levels, as well as differing business models 
tailored to a country's economic and 
sociological context, the global deployment of 
digital payments has not been consistent 
(Goparaju, 2017). 
The World Bank is optimistic about paperless 
economy of Pakistan’s future, evaluating it at 
$36 billion and expecting a 7% increase in GDP 
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with an actual retail payments channel, 
however it mainly relies on broad adoption of 
digital financial transactions, according to the 
World Bank (Saeedi, 2019). Due to a number 
of issues, such as low banking penetration, a 
lack of knowledge and confidence in digital 
payment systems, a lack of interoperability, 
accessibility issues, and high transaction costs, 
there are few electronic transactions in 
Pakistan. Digital payments currently 
accounted for only “0.2” percent of Pakistan's 
“100 billion” payments (Ahmed, 2020). This 
can be referred primarily to issues inside the 
payment ecosystem (State Bank of Pakistan, 
2020) 

 
Profiles of Renowned Mobile Payment 
Service Providers in Pakistan 
Easypaisa by Telenor  

Easypaisa is a Pakistani company that offers 
branchless banking, mobile wallets, and 
mobile payments. In 2009, Telenor Pakistan 
started it in collaboration with Tameer Bank, 
which Telenor Microfinance Bank later 
purchased. 
 
Jazzcash by Mobilink 

JazzCash, originally MobiCash, is a Pakistani 
provider of mobile wallet and services of 
branchless banking. In 2012, Mobilink (now 
Jazz) and its affiliate bank, Mobilink 
Microfinance Bank, together developed 
MobiCash. In terms of mobile money 
transactions, it holds a 64% market share. 
 
Upaisa 

UPaisa simplifies payments, cash transfers, 
and cell balance recharge with a single tap. In 
October 2013, UPaisa, a joint venture between 
U Microfinance Bank and Ufone, introduced 
unique branchless banking solutions for 
Pakistan. UPaisa promotes financial inclusion 
by making financial services available at the 
final mile. 
 
Paymax 
The State Bank of Pakistan (SBP) granted 
CMPAK Electronic Commerce Company 
Limited (CMPAK ECCL), a 100% owned 
subsidiary of CMPAK (which also owns and 
runs ZONG4G), a Commercial License to 

operate as an Electronic Money Institution 
(EMI) in Pakistan in March 2022. CMPAK ECCL 
will begin commercial services under the 
brand name "PayMax" with the approval of this 
license, aiming to further CMPAK's objective of 
digital and financial inclusion. 
 
Sadapay 

SadaPay is in registration with the “Securities 
and Exchange Commission of Pakistan” as 
Sadapay Private Limited (No. 0136598), 
and regulated by the State Bank of Pakistan, 
and subsidiary wholly owned by SadaPay 
Technologies Ltd., which is registered under 
commercial fintech license #3263 at Dubai 
International Financial Center 
 
Literature Review 
Background 

In Uganda Milly et al (2021) also approached 
“technology acceptance model” analyzed the 
intention of users towards adopting mobile 
payments and study's findings revealed a good 
and satisfactory model fit. Actual usage was 
substantially associated with “perceived 
usefulness” and “perceived ease of use”, with 
intention to usability as a “positive mediator”, 
a negative relation with “perceived risk” was 
found in actual mobile banking usage, with the 
intention to operating as a negative mediator. 
Abrahão et al (2016) assessed the intention 
towards adoption of mobile payments and 
stated in their research findings that 
“performance expectation”, “effort 
expectation” and “social influence” has 
positive relation with “behavioral intention” 
towards adoption of mobile payments while 
“perceived risk” was found negative. Similar to 
both Alaeddin et al (2018) articulated that 
“perceived usefulness” and “perceived ease of 
use” are important determinants in customer 
attitudes regarding switching. Furthermore, 
the correlation between attitude and intention 
is considerable, although “perceived risk” 
reduces the strength of this impact. 
Furthermore Chawla & Joshi (2019) stated in 
their research that characteristics as 
“perceived ease of use”, “perceived 
usefulness”, “trust”, “security”, “facilitating 
conditions”, and “lifestyle suitability” all have a 
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considerable influence on customer attitudes 
and intentions that consumers have for usage 
of mobile wallet. “Ease of use” impacted 
“usefulness” and “trust” greatly, whereas PU 
influenced “trust”, “attitude”, and “intention” 
significantly. “Security” and “trust” were 
identified to be crucial factors while 
determining the trust. 

Megadewandanu et al (2016) According 
to results of their study, “habit” was the 
component that had the greatest impact on 
Indonesian individuals' behavioral “intention 
to use” mobile wallets. 

Bahadur et al (2021) conducted research 
for small medium enterprises to adopt digital 
payments, extended “technology organization 
environment” (TOE) framework was adopted 
and data was collected from Pakistan and 
china. According to the outcomes, the 
acceptance of digital payment systems and 
their practical use by SMEs has supported the 
acceptance of technology to enhance 
activities of business in this era of high 
competition. 

Liu et al (2019) suggested an approach 
based on "technology acceptance model", and 
integrated mobility, risk, and cost as mobile 
payment characteristics, the findings revealed 
that a positive and direct influence of 
“perceived mobility” is on "perceived ease of 
use" and “usefulness”, similar to that an 
indirect influence on the intention to adopt, 
whereas “perceived risk” and “perceived cost” 
have a negative influence on a consumer's 
"intention to use" mobile wallet payments. 

Aslam et al (2017) According to their 
findings, “perceived compatibility”, 
“perceived usefulness”, and “subjective norm” 
are important and influential predictors of 
“consumer's attitude” toward usage of mobile 
digital  payment services, but “perceived 
security” and “perceived convenience” had no 
effect on attitude. Finally, one's attitude 
regarding mobile payment services has a 
considerable influence on one's intention to 
adopt mobile payment services.  

Madan & Yadav (2016) “Performance 
expectation”, “social influence”, “facilitating 
conditions”, “perceived risk”, “perceived 
value”, “perceived regularity support” (PRS), 

and “promotional benefits” were found from 
results to be the important predictors of 
behavioral intents to accept payment systems 
of mobile wallet. The effect of “effort 
expectation” was shown to be statistically 
non-considerable. 

In Japan Amoroso & Magnier - Watanabe 
(2012) formed a broad model incorporated 11 
major consumer associated characteristics 
that influence the acceptance of mobile 
payment system and concluded that the 
achievement of mobile payments and mobile 
wallets payment services is heavily reliant on 
viewing the mobile wallet payment service 
industry as an ecosystem perspective, Where 
customers are only one, though important, 
“performer” and “merchants”. However, 
“mobile payment providers”, “technology 
providers”, “financial institutions”, and 
government's involvement must all be 
considered. As a result, as with any new 
technology, the acceptance of mobile wallets 
will only expand if one or more stakeholders 
establish favorable conditions, which become 
generally compatible with one another  

With the usage (UTAUT) model with 
constructs of “security”, “trust”, “social 
influence”, and “self-efficacy”, to build a 
prediction model of attitudes about mobile 
wallets, structural equation modelling was 
applied Although the model validates the 
basic role of technology acceptance variables 
(i.e., “perceived usefulness” and ease of use 
are important background of users' attitudes), 
the results also reveal that perceived security 
and trust impact users' attitudes and intents 
(Shin, 2009) 

(Hong et al., 2006) Compared three 
models for continuous usage behavior of 
technology and analyzed that all are suitable 
with the data but the TAM demonstrated the 
ability to give a more comprehensive 
explanation for users' post-adoption behavior. 

 “Technology Acceptance Model” (TAM) 
has already been adopted in various research 
of information technology (IT) across the 
world, which has been successful in different 
empirical investigations with survey 
approaches, TAM is developed model with 
validity in different contexts (Lai & Li, 2005). 
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Research Method & Material 
This study’s base relies on primary and 
quantitative research. Research model / 
framework is based on “technology 
acceptance model”, which is mostly adopted 
and proved valid till now in many research for 
analyzing behavior or intension to adopt 
technology. Questionnaire for this research is 
close-ended and 5 point “Likert-scale” based. 
The data have been assessed using "Smart PLS-
SEM." 
 
Methodology  

Construct Measurement and Sampling 

Following the literature study, the tool for the 
survey of the study was developed using 
indicators chosen from prior research. A 5-
points “Likert scale” differs from 1 – “strongly 
disagree” to 5- “strongly agree” was employed 
for each construct. The opinion poll 
(questionnaire) was designed on google forms 
and link created was sent online to students, 
employees, businessmen and general public 
via social media and in-personal text message. 
Participants ware categorized by age from 18 
to 60 who are residents of Pakistan and 
received responses of 300 participants.  

Data Collection Technique 

A questionnaire was adopted from a previous 
research which was also based on “technology 
acceptance model” (TAM) and 2 more 
variables were added which are included in 
this study, the questionnaire was created 
online and sent to individuals through link 
generated, respondents incudes different 
cities, ages, occupation and income, total of 
300 responses were received. 
 
Data Analysis Approach 

In 2012 Surendran reviewed “technology 
acceptance model” and different studies 
based on it and he found that TAM is a globally 
used model to understand and explain user 
intention to adopt technology, many 
researches are conducted to test “technology 
acceptance model” (TAM) and he also 
reviewed researches where researchers have 
made different changes in model and results 
were founded reliable (Surendran, 2012). 
After reviewing previous studies “technology 
acceptance mod el” TAM has been applied for 
this study and analyzed through Smart PLS-
SEM 4. 

 

 

 

 

 

 

 
 

 
Figure 1: Research Model 

 

Research Framework 

Framework given, shows the study model. It is 
an extended TAM measuring “perceived 
usefulness” (PU), “perceived ease of 
use” (PEOU), “perceived service costs” and 
“perceived credibility” adopted form  
(Rodrigues et al., 2021), and the variable  

“consumers’ satisfaction” is taken from 
(PHUONG et al., 2020).  Because the focused 
objective of this study is to “investigate the 
factors and intention of users to adopt Mobile 
wallet payment services”.  
 
Peceived Usefulness 

“Perceived usefulness” is an essential cause in 

Perceived Usefulness Customers Satisfaction 

Perceived Ease of Use 

Perceived Service Cost 

Perceived Credibility 

Intention to Use Mobile 
Wallet Payment 

Services 
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the user’s adoption of a technology. The 
"perceived usefulness" of the technological 
system is concerned to its efficacy and 
productivity, and its overall gains for 
improving performance of user (Davis's, 1986). 
 
Perceived Ease of Use 

The “perceived ease of use” directs to the 
simplicity with which a technological system 
and its display may be accessed. “TAM” model 
is one of the most crucial variables in 
consumer adoption of a technology is 
“perceived ease of use” (Davis's, 1986). 
 
Perceived Service Costs 

The “perceived service cost” is the cost that a 
customer have to pay in return of the services 
he is receiving from the service provider 
(Neuburger, 1971). 
 
Perceived Credibility 

Consumers are concerned about the security 
of their private data since digital wallets 
convey sensitive and private data via a cellular 
network shared with other firms (Al-Natour et 
al., 2020). “Perceived credibility” of service 
provider refers to how users perceive the 
operation and administration of costumer’s 
personal data which is stored in online system. 
Users' perceptions of a system's security can  
impact their willingness to utilize it. Users are  

more likely to reject a system if they think it 
carries the risk, particularly in terms of security 
(Loewenstein et al., 2001) 
 
Customers’ Satisfaction 

"Customer satisfaction" assesses how well a 
provider of products or services meets the 
needs and expectations of their customers. 
This most likely applies to all interactions 
before, after, and during the usage of the 
service. (act.com). 
 
Intention to Use 

The behavior of the individual to continue 
usage of something in the future is known as 
“intention to use”. Individual has formed 
conscious plans to involve or not to involve in 
a specific future behavior is described as 
“intention to use” (Brezavšček et al., 2016) 
 
Hypotheses to be Tested  

H1, PU, PEOU, PC, PSC and CS have positive 
effect on (IU) intention to use mobile 
wallet payment services. 

H2, CS has positive relationship as mediator 
between “PU” and (IU) intension to use. 

H3, CS has positive relationship as mediator 
between “PEOU” and (IU) intension to 
use.

 
Analysis, Result and Discussion 
Demographic Analysis of Respondents  
Descriptive analysis of 300 respondents are shown in below tables by age, gender and income. 
Table 1. 

 Ages Frequency Percent Cumulative Percent 
 
 
Valid 

18 to 25 111 37.0 37.0 
26 to 35 120 40.0 77.0 
36 to 45 46 15.3 92.3 
46 to 55 13 4.3 96.7 

56 and 60 3 1.0 97.7 
56 to 60 4 1.3 99.0 
above 60 3 1.0 100.0 

 
Respondents are categorized by age groups ranges between 18 to 60 years, number of 
respondents and percentages are given in table by age groups.  
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Table 2. Gender 

 Frequency Percentage Cumulative Percent 
Female 72 24.0 24.0 
Male 228 76.0 100.0 
Total 300 100.0  

 
Responses are shown gender wise by number and percentage of respondents. 
 
Table 3. Income 

 Frequency Percent Cumulative Percent 
 
 
 

Valid 

25K-50K 79 26.3 26.3 
51K-75K 70 23.3 49.7 
76K-100K 39 13.0 62.7 
Above 100K 36 12.0 74.7 
Not applicable 76 25.3 100.0 
Total 300 100.0  

 
In above table the respondents are categorized by their income, in which 4 income groups are 
classified from Rs. 25,000 to above Rs. 100,000, 
 
Measurement Model 
Validity and Reliability of Constructs 

Table 4. Construct Reliability and Validity 

Constructs CA CR (rho_a) CR (rho_c) AVE 
CS 0.710 0.712 0.858 0.752 
IU 0.709 0.715 0.837 0.632 
PC 0.854 0.863 0.901 0.695 
PEOU 0.821 0.844 0.881 0.649 
PSC 0.708 0.714 0.855 0.746 
PU 0.753 0.777 0.840 0.569 

Note: CA= “Cronbach’s Alpha”, CR= “Composite reliability”, AV= “Average variance extracted”  
 
“Cronbach's alpha”, “rho_A”, and “Composite 
reliability” are tools to assess internal 
consistency or reliability between items. 
“Cronbach's alpha”, “rho A”, and “Composite 
Reliability” is greater than 0.7, which is 
considered strong internal reliability (Hair et al., 
1994). Table 4.4 demonstrates that the value of 
“Cronbach's alpha” for all variables are more than 
0.7, indicating that they are reliable. Moreover, 
“rho A” and “composite reliability” are both more 
than 0.7, hence all the constructs are reliable. 
Furthermore, a construct's “Average Variance 
Extracted” (AVE) must be more than 0.50 (Fornell 
& Larcker, 1981). Which also exceed than 0.5 
which are reliable and valid.   

Variance Inflation Factor  

The "variance inflation factor" determines how 
the behavior (variance) of an independent 
variable is exaggerated by assessing its 
correlation and interaction with the other 
variables (independent). “Variance inflation 
factors” provide a rapid assessment of a 
variable's contribution to the regression 
standard error. According to Jou et al (2014) 
VIF is the widely used diagnostic tool, which 
reveals that how the difference of the 
associated co-efficient is inflated according to 
collinearity of data. 
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Table 5. Collinearity Statistics (VIF) of Items 

S. No ITEMS VIF Sr. ITEMS VIF 
1. CS1 1.346 11. PEOU2 2.049 
2. CS2 1.346 12. PEOU3 1.663 
3. IU1 1.425 13. PEOU4 1.764 
4. IU2 1.428 14. PSC1 1.320 
5. IU3 1.324 15. PSC2 1.320 
6. PC1 1.749 16. PU1 1.627 
7. PC2 1.874 17. PU2 1.616 
8. PC3 2.102 18. PU3 1.509 
9. PC4 2.207 19. PU4 1.430 
10. PEOU1 1.749    

Note: VIF, Variance inflation Factor  
 

Assessment of Outer-loadings 

In reflective measurement models, the 
expected connections are referred to as "outer 

loadings", arrows connecting the latent 
variable to its indicators indicate the total 
influence of an item on the related construct. 

 
Table 6. Outer-Loadings of Items 

Constructs Item O.L 
 
Perceived 
ease of use 

“Using the Mobile Wallet Payment service is easy for me.” 0.773 
“My interaction while using the Mobile wallet payment 
services clear and understandable.” 

0.870 

“It is easy to become skillful at the use of the mobile wallet 
payment services.” 

0.778 

“Overall, I find the use of the mobile wallet payment services 
easy.” 

0.799 

 
 
Perceived 
usefulness  

“Using the Mobile Wallet Payment services make me able to 
complete my tasks more quickly.” 

0.711 

“Using the Mobile Wallet Payment services make it easier for 
me to carry out my tasks.” 

0.726 

“I find the Mobile Wallet Payment useful.” 0.777 
“Overall, I find using the Mobile Wallet Payment services as 
beneficial.” 

0.799 

 
Perceived 
service 
cost 

“Service charges for transactions using mobile wallet are 
affordable.” 

0.862 

“Using mobile wallet the operating charges/Service charges 
are affordable as compared to other methods of banking and 
transactions.” 

0.866 

 
 
Perceived  
Credibility 

“I feel secure providing sensitive information across the 
Mobile Wallet Payment service.” 

0.784 

“The Mobile Wallet Payment service is a secure means through 
which to send sensitive information.” 

0.824 

“I feel totally safe providing sensitive information about 
myself over the Mobile Wallet Payment service.” 

0.859 

“Overall, the Mobile Wallet Payment service is a secure place 
to transmit sensitive information.” 

0.865 
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Constructs Item O.L 
 
Customers’ 
satisfaction 

“I am satisfied with the method of doing transactions using 
Mobile Wallet Payment services.” 

0.838 

“I am satisfied with the overall services provided by Mobile 
Wallet Payment services providers.” 

0.895 

 
Intention 
to use 

“I would use the Mobile Wallet Payment services for my 
banking needs.” 

0.822 

“Using the Mobile Wallet Payment services for handling my 
transactions is something I would do.” 

0.805 

“I would see myself using the Mobile Wallet Payment services 
for handling my transactions.” 

0.756 

Note: OL= Outer loadings 
 
Outer loading for all constructs are more than 
0.6, demonstrating satisfactory convergent 
validity of all items of constructs (Chin, 1998). 
In above table our study’s outer-loadings of 
items are shown and all are above 0.7 which 
are acceptable. 
 

Heterotrait - Monotrait Ratio (HTMT) 

According to Henseler et al., (2014)  

 

Understanding how to interpret the HTMT is 
simple: If the HTMT value of the indicators of 
the two constructs A and B is obviously less 
than 01, the exact connection between two 
constructions are most likely distinct from one 
another, and the indicators of the two 
constructs should differ. 

 
Table 7. HTMT 

 HTMT 
IU -> CS 0.605 
PC -> CS 0.680 
PC -> IU 0.546 
PEOU -> CS 0.233 
PEOU -> IU 0.387 
PEOU -> PC 0.201 
PSC -> CS 0.207 
PSC -> IU 0.332 
PSC -> PC 0.276 
PSC -> PEOU  1.165 
PU -> CS 0.318 
PU -> IU 0.489 
PU -> PC 0.296 
PU -> PEOU 0.773 
PU -> PSC 0.752 

Note: HTMT= “Heterotrait – Monotrait”  
 
A lack of discriminant validity is shown by 
“HTMT” values close to 1. The “HTMT” is 
employed as a parameter by relating it to a 
predefined range. If the “HTMT” value exceeds 
this level, one might assume that discriminant 
validity is lacking (Ab Hamid et al., 2017). In 
our study all the values of variables 
relationships are lower than 0.9 except 

relationship of “perceived service cost” to 
“perceived ease of use” which is slightly 
greater than 0.9. 
 
Structural Model 
Assessment of R2 

A numerical fit indicator known as R-Squared, 
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 which measures the percentage of a 
dependent variable's variation that a 

regression model's one or more independent 
variables can account for. 

 

 

 

 
 

 

 

 
 

 

 

 

 
 

Figure 2 

 
Figure 3 

 
Some disciplines of study have an advanced 
level of unexplained variance. Your R2 values 
will very certainly be lesser in these places. For 
example, R2 levels for research attempting to 
explain human behavior, are often less than 
50%. Individuals are more difficult to forecast 
than physical processes. Furthermore, even if 
the R-squared assessment is low but all of the 
independent constructs are significant, you 
may still have crucial findings about the 
variables' relationship (Frost, 2022). Using 
smart PLS as variance based technique the 

study has assessed the value of R2, all the 
independent variables cause 31% variation in 
dependent variable, which is “intention to use” 
mobile wallet payments. 
 
Effect Size f 2 

If an exogenous variable is removed from the 
model, than the R2 changes, which is called the 
f 2. The magnitude of the effect is assessed by 
the f 2 as greater than or equal to “0.02” small; 
medium: “0.15” or greater, large: “0.35” or 
greater (Cohen, 2013). 

Figure 4.2 
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Table 8. Effect of f2 

Variables “Customers’ satisfaction” “Intention to use” 
CS  0.051 
PC  0.069 
PEOU 0.001 0.022 
PSC  0.012 
PU 0.035 0.033 

 
Hypothesis Testing 
Table 9. Hypothesis Testing 

 Sample Mean (M) Standard Deviation T Statistics P Values Result 
CS -> IU 0.222 0.087 2.561 0.010 Accepted 
PC -> IU 0.265 0.072 3.621 0.000 Accepted 
PEOU-> CS 0.044 0.068 0.658 0.511 Rejected 
PEOU-> IU 0.243 0.091 2.731 0.006 Accepted 
PSC-> IU -0.162 0.078 2.190 0.029 Accepted 
PU -> CS 0.230 0.065 3.426 0.001 Accepted 
PU -> IU 0.190 0.067 2.860 0.004 Accepted 

 

The P-value is regarded as a crucial factor in 
evaluating our results. The result is regarded 
significant if the P-value is “0.05” or lower; the 
effect is considered non-significant if the P-
value is more than “0.05” (Pripp, 2015). 
Likewise, the T-statistic calculates the 
coefficient's distance from 0. Any T-value 
more than 2 and below than minus 2 is 
typically considered suitable. The greater 
value of the T-value, the increased our 
confidence in the coefficient's ability to 

forecast. (Dun & Bradstreet, n.d). In our study 
values of all hypotheses are matching with 
criteria of P-values and T statistics values as 
required except one hypothesis “perceived 
ease of use” to mediator “customer 
satisfaction”. However, negative relationship 
has been found in variable “perceived service 
cost” to variable “intention to use” except that 
all the relationships between variables are 
positive. 

 
Table 10. Indirect Effect on Dependent Variable 

  Sample Mean 
(M) 

Standard 
Deviation T-Statistics P Values Result 

PEOU -> CS -> IU 0.021 0.028 0.564 0.573 Rejected 
PU -> CS -> IU 0.11 0.032 3.259 0.001 Accepted 

 
Indirect effect of variable “perceived ease of use” on variable “intention to use” with mediating 
effect of variable “customer satisfaction” is also not significant. 

 
Intention to Use 
Table 11. Intention to Use 

 Frequency Percent 

Valid 
No 63 21.0 
Yes 237 79.0 
Total 300 100.0 
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Figure 4 
 

The consumers’ “intention to use” mobile wallet payment services is highly positive with rate of 
79% acceptance. 
 
 

 

 
 

 

 

 

 
 

 

 

 

 
 

Figure 5 
 

In figure 4.3. The individuals from 21% of the 
sample size who do not intend to use mobile 
wallet payment services provided the factors 
that are preventing them from adopting mobile 
wallet payments are as displayed in table 4.4 
above 5. Conclusion, recommendations, 
future studies and limitations 
 
Discussion 
Many studies have been done on mobile wallet 
payments globally, in Pakistan few research 
have been done in this area, there is still need 
of conducting research in this area in Pakistan. 
We have conducted this research by adopting 

the research model mixed of two researches 
which have been conducted in foreign. In this 
research we are investigating the factors which 
influence the adoption of mobile wallet 
payments in Pakistan, we have adopted 6 
variables for this study, which are “perceived 
ease of use”, “perceived usefulness”, 
“perceived credibility”, “perceived service 
cost”, “customers; satisfaction” and “intention 
to use”. The mediation of “customers’ 
satisfaction” between “perceived ease of use” 
and “perceived usefulness” is novelty of this 
research. We have found that all the variables 
have relationship with “intention to use”. 

Yes, 
79.00%

No, 21%

Intention to Use  Mobile Wallet Payment 
Services 

Yes

No



Investigating Factors Towards Adoption of Mobile Wallet Payment Services 

Vol. VII, No. IV (Fall 2022)  13 

Conclusion  
Mobile wallet payments are preferably used in 
many countries around the globe and it is 
widely acceptable by retailors and online 
stores. In Pakistan the usage of mobile wallet 
payments services is also increasing but still 
there is less usage of mobile wallet payments 
services as compared to other physical 
methods of transaction. State Bank of Pakistan 
mentioned in their report of 2020, Pakistan has 
only 0.2 percent of online transaction out of 
100 billion transactions which is comparatively 
very low. State Bank of Pakistan and also 
World Bank are optimistic about usage of 
online transactions, usage of mobile wallet 
payment services can replace formal cash 
based transactions which will provide 
information to the data base of State Bank of 
Pakistan and every single transaction would be 
recorded, ultimately it will be proved as boost 
in economy of Pakistan.   

Usage of mobile wallet payment services 
is easy and different from internet banking, 
very less efforts are required to open the 
mobile wallet account as there are no any 
extreme conditions. Mobile wallet payment 
services providers should run campaign about 
their services and benefits they are providing 
as still after a lot time of launching mobile 
wallet payment services still people are 
unaware of usage of services. 

In our study we have collected data from 
300 respondents through convenient sampling 
method, online questionnaire was designed 
and responses were saved in Microsoft excel 
sheets SPSS and then imported in Smart PLS 
software and analyzed by creating research 
model with graphical user interface. We 
performed several tests on Smart PLS to 
validate the data including:  

The study attempts to analyze the 
consumers’ intention towards mobile wallet 
payments services in Pakistan by integrating 
theories of “technology acceptance model” 
(TAM) which are adopted from two studies 
Rodrigues et al., (2021) & PHUONG et al., 
(2020) the results show that “perceived ease of 
use”, “perceived usefulness”, “perceived 
credibility” and “customers’ satisfaction” has 
significant and positive relationship with 

dependent variable “intention to use”. Majority 
of the respondents are 18 to 35 year age group 
and mobile wallet payment services are easy 
for them and they find it useful too, as 
compared to bank account the mobile wallet 
account has less requirements to open an 
account and payments through mobile wallet 
are widely acceptable and all the operations 
can be done through mobile wallet which are 
done by using banking services because of 
that mobile wallet payment services are 
preferred. Consumers feel secure and 
understand mobile wallet service providers 
credible. However, according to users 
operating and service costs which are charged 
by mobile wallet service providers are little bit 
expensive but instead of that they find it useful 
and satisfied. The relationship of “perceived 
usefulness” with mediator “customers’ 
satisfaction” has been found positive and 
significant meanwhile the “perceived ease of 
use” to “customers’ satisfaction” relationship 
has been found non-significant. 

The indirect relationship of “perceived 
ease of use” with mediation of “customers’ 
satisfaction” on “intention to use” is also non-
significant however the indirect relationship of 
“perceived usefulness” with mediation of 
“customer satisfaction” has significant and 
positive relationship with “intention to use” 
that means the relationship of “customer 
satisfaction” between “perceived usefulness 
and intention to use” exist. 
 
Limitations of the Study 
Data for this research has been collected 
through close-ended questionnaire, from 
which complete data can’t be gathered. In this 
modern era several different data gathering 
methods are available which can be 
employed. Sampling technique for this 
research is convenient due to limited 
resources which can be changed also for more 
accuracy of data. 
 
Recommendations 
Data has been collected from Sindh province 
and sample size is 300 which is acceptable to 
know the intention of individuals of country 
but in future sample size can be increased and 
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data can be collected from other provinces to 
improve the generalization of the study as 
well. Further questionnaire can be changed or 

modified and other variables can be added too 
in future studies.
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