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Abstract. The desire of students towards adopting the mobile wallet technology can be affected by various factors. The exploration of 

these factors and the discussion of the future uses of this technology among university students are the targets of this study. The conceptual 

model employs the unified theory of acceptance and use of technology besides the self-efficacy construct in this research. Primary data was 

collected online by surveying 389 university students. The model was subsequently validated by employing the structural equation model. 

From the results obtained, the intention of students in the utilization of mobile wallet technology are largely affected by trust, self-efficacy, 

facilitating conditions (FC), hedonic motivation (HM), effort expectation (EE), performance expectation (PE), social influence (SI) and 

price value (PV). This research’s findings highlight the most significant factors in determining the intention behind mobile wallet 

technology utilization. The developed model is an appropriate research model to explore mobile wallet technology among students. This 

model focuses on students from private universities, which may limit its universality. The results of this analysis can benefit multiple 

institutions that use mobile wallet technology as a part of their services, such as banks, financial organizations and mobile payment system 

suppliers. Factors influencing customers’ intention behind adopting the latest technology-related services in developing countries are not 

sufficiently reported in the literature. This research paper can be considered the first to examine the intention behind the utilization of 

mobile wallets in developing countries. 
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1. Introduction 

 

The technology advancement for mobile networking has accelerated dramatically in developed countries during 

the last decade. A significant number of companies have invested in telecommunications providers to improve 

mobility for the masses by offering connections to superior types of communications networks. Millions of 

people's lives have been affected by mobile phones, which today play a key role in a country's overall social and 

economic growth. By developing mobile-technology-based market architectures, this phase has provided a 

multitude of possibilities for the companies involved (Mittal & Kumar, 2018). According to the report “Digital 

around the world in 2018” by We Are Social, 89% of the population of Jordan were using the Internet and 54% 

were using mobile phones. Currently, there are four Internet and mobile phone service providers operating in 

Jordan, a fact evident by the increase in mobile phone usage in the country. Moreover, 15 banks in Jordan have 

commenced offering mobile banking services. However, the use of cash as the main form of payment still 

dominates the daily transactions in the country. As a result, the use of mobile wallets has not been widely 

accepted. This was evident in 2016 when four Mobile Payment Service Providers (MPSPs) started offering 

mobile payment services, but only 72,000 users subscribed to them. The literature on mobile wallet usage in 

Jordan is lacking and not many models studying the intention to use such technology exist at the moment. This 

research paper analyzed the factors that can affect mobile wallets usage by Jordanian university students by 

utilizing the unified theory of acceptance and use of technology (UTAUT2). The authors conducted a survey in 

various Jordanian private universities. For structural equation simulation, evaluation of the collected data was 

undertaken via the partial least squares method. This study used some theoretical and functional concepts for the 

creation, review and testing of the different research-related hypotheses. Future studies should investigate other 

relevant factors which can contribute to the behavioral intentions towards mobile wallets as this area of research 

remains relatively underexplored. 

 

2. Conceptual Background 

 

In general, mobile payment can be defined as using smart devices to pay for different products and services by 

making use of advanced communication technologies, which include mobile wallets (Zhong, 2015). A mobile 

wallet is an electronic mobile phone account that acts like a regular wallet in that it stores money (online) and can 

be used to make financial transactions and purchases. It also allows you to run and access your account history 

and your payment records. Mobile wallets can have multiple channels that allows a person to make a transaction, 

for example, consumer-to-online, consumer-to-machine, consumer-to-consumer, and consumer-to-business. This 

technology can serve as a multifunctional application by supporting numerous service components such as 

subscriptions, loyalty cards, online shopping accounts and booking records. Mobile wallets also hold sensitive and 

confidential information in encrypted or password-protected files, such as the PIN codes of a person’s credit 

cards. 83% of Jordanians used mobile phones in 2017. If these people are converted to mobile wallet users, they 

will be able to pay for their various purchases and services via their mobile phones. As a result, the amount of 

complex authentication processes and transaction steps required during money transactions will decrease. MEPS 

(mobile easy payment service) and NFC already exist in the market while mobile wallets are the newest and the 

easiest technology available for users. 

 

3. Previous Research on Mobile Payment Systems 

 

The potential for mobile wallet use is immense, and it is gaining traction as a payment option throughout the 

world. As a result, the current study seeks to create a conceptual model to identify the most important elements 

that influence a user's intention, perceived happiness, and recommendation to use a mobile wallet. According to 

(Singh et al., 2020), mobile wallets assist practitioners by identifying key variables that influence a user's 

decision, which in turn influences the user's perceived happiness and endorsement of mobile wallet services. The 
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breadth of the mobile wallet, whose value has been boosted by the constantly increasing smartphone technology, 

is a hot issue of debate right now. With the addition of new players to the scene, the reach of mobile wallets 

grows every day, making them indispensable for satisfying daily demands (George & Sunny, 2021). To develop 

and retain trust, mobile wallet app providers emphasize reputation in their communication approach. In addition 

to the moderating role of the provider's profession, verifying the provider's reputation as a factor enhancing the 

trust and perceived security of the mobile wallet is a factor enhancing the trust and perceived security of the 

mobile wallet (Garrouch, 2021). Smartphones have become means for digital users to perform money transactions 

or payments utilizing applications loaded on the smartphone as a result of technical advancements (Raimee et al., 

2021). In terms of any technology, the findings by (Xavier & Zakkariya, 2021) show that both positive and 

negative valence strongly influenced the desire to use mobile wallet indefinitely. As a result, mobile wallets are 

new and gaining traction as a payment option throughout the world. The groundbreaking development in mobile 

devices and their uses in the recent years has supported the  emergence and spread of new applications that 

provide mobile payment service such as mobile wallets. The research done on these technologies is still in the 

budding stages and only very few studies have explored the use of mobile wallets in Jordan. Table 1 summarizes 

some studies investigating various factors linked to mobile wallets usage intention using multiple hypotheses. 

Creating a real value for consumers is the main purpose of mobile wallets according to these studies. The unified 

theory of acceptance and use of technology (UTAUT), diffusion of innovation (DOI), behavioral control theory 

and the technology acceptance model (TAM) were the primary models used. Researchers had also claimed that 

the wide acceptance of mobile wallets by individuals is accelerating. However, most of this research focused on 

this technology’s adoption rather than the usage intention. Moreover, most of these studies had been done outside 

the Arab region and only one of them had explored mobile wallets usage intention in Jordan.  

 
Table 1. A summary of theories used in mobile payment studies 

Author(s) Theories Content/viewpoint 

(Amoroso & Magnier-

Watanabe, 2012a) 

UTAUT Developing adoption model for mobile wallets in Japan. Cultural 

factors play an important role. 

(Alalwan et al., 2017) UTAUT2 Extending UTAUT2 with trust for mobile banking in Jordan. 

(Kavandi, 2020) UTAUT Understanding the behavioral intentions to use mobile wallet 

services by examining gender roles, age and adoption experience. 

(Gbongli et al., 2019) Extended TAM Understanding the factors influencing the use of mobile wallets by 

users. 

(Seetharaman, Nanda Kumar, 

et al., 2017) 

Extended TAM Understanding the key factors that affect mobile wallet acceptance 

in Singapore. 

(S et al., 2018) 

 

TAM, diffusion of innovation 

(DOI) 

Understanding the intention of using mobile wallets in India. 

 

 

(Pathirana & Azam, 2017) 

Extended TAM Investigating the elements affecting the consumers’ intention while 

using Malaysian services for mobile payment during the millennial 

era. 

 

(Limantara et al., 2018) 

Extended TAM Examining the elements affecting mobile payment utilization 

intention for Indonesians.  

Source: Authors 

 

3.1 Unified Theory of Acceptance and Use of Technology Model 

 

For explaining the acceptance of novel technologies by consumers, the comprehensive integrated model known as 

UTAUT2 is specifically developed. The UTAUT2 was selected for its suitability in designing this research’s 

conceptual model as it can encompass almost all factors that affect Jordanian consumers’ intention behind mobile 

wallet acceptance. These factors, which were suggested as direct determinants of the consumers’ intent behind the 

adoption of mobile banking, are: price value (PV), performance expectancy (PE), social influence (SI), hedonic 

motivation (HM) and effort expectancy (EE). Apart from those factors, two more factors were found to be crucial 

http://jssidoi.org/jesi/
http://doi.org/10.9770/jesi.2021.9.1(28)


 ENTREPRENEURSHIP AND SUSTAINABILITY ISSUES 

ISSN 2345-0282 (online) http://jssidoi.org/jesi/ 

2021 Volume 9 Number 1 (September) 

   http://doi.org/10.9770/jesi.2021.9.1(28) 

 

450 

 

in foreseeing the acceptance of using banking services on the mobile phone, which are behavioral intention (BI) 

and facilitating conditions (FC). Customer behavior and habits were not taken into consideration in this study. 

Some authors have used other models for example, Al-Maatouk et al. (2020) and Alamri et al. (2020) used the 

Technology Acceptance Model (TAM) with the Task Technology Fit (TTF) to test the effect of learning 

applications acceptance. As well as, other studies used other models, for example (Ullah et al., 2021; Sayaf et al., 

2021; Al-Rahmi et al., 2020; Alenazy et al., 2019) used the (TAM) with digital communication and Blockchain 

Technology Adoption effect of learning applications acceptance. This is due to the fact that a behavior study 

requires the subjects to have good experience in using such technologies. Most of the students surveyed in this 

study are considered prospective customer and have not yet used this technology. Moreover, mobile wallets have 

only recently been launched by Jordanian banks, which makes this technology too new to provide us with enough 

data to establish any relationship between its use and customers’ habits. Thus, the role of customer habits is 

excluded from this study (Figure 1). The hypotheses of this research have been formulated under the different 

factors of the UTAUT2 theory based on previous research. These hypotheses are discussed in more details below. 

 

3.2 Performance Expectancy (PE) 

 

PE represents how much someone believes that employing technology can aid in attaining certain benefits. 

Typically, users tend to be more likely to welcome emerging innovations into their daily lives if they can find 

them useful. Mobile wallets are considered as appropriate and useful tools for shopping transactions in daily life. 

Performance expectancy is strongly related to the usage of such technologies (Bertagnolli, 2011),(N. Singh & 

Sinha, 2020). Besides that, the intention behind new technology utilization is also strongly related to performance 

expectancy based on the previous works (Singh & Sinha, 2020; Bertagnolli, 2011; Koenig-Lewis et al., 2015). 

Whether or not a consumer uses mobile wallets is substantially dependent on the expected results. Therefore, the 

following hypothesis is obtained:  

H1. The intent behind the adoption of mobile wallets of Jordanian students will be positively influenced by 

performance expectancy. 

 

3.3 Effort Expectancy (EE)  

 

Effort expectancy represents a person’s perspective on the effortlessness of utilizing technology. The intention 

behind technology utilization is significantly influenced by the effortlessness in using the technology (Venkatesh 

et al., 2016). Its impact on a person’s intent to utilize mobile wallets had been validated by some authors across 

the related area of interest. Previous research had shown that the intent of someone to utilize such technology is 

significantly affected when it comes to effort expectancy (Tun, 2020). In the current research, the required effort 

to utilize mobile wallets is explored in order to explain how the decision to utilize mobile wallets is affected by it. 

Therefore, the following hypothesis is obtained: 

H2: The intention of Jordanian students to adopt mobile wallet will be positively influenced by effort expectancy.  

 

3.4 Social Influence (SI) 

 

How much someone’s decision in the adoption of a novel technology is affected by the people’s feelings and 

opinions is referred to as social influence. In previous research, social impact had been proven where the intention 

behind technology usage is directly correlated with social influence. There are four prescriptive factors related to 

usage intention behavior in the UTAUT model, where one of them is social influence (Amoroso & Magnier-

Watanabe, 2012a). Previous research had shown that the intention behind the utilization of such technology is 

siginificantly affected by social influence (Wirtz & Göttel, 2016). Therefore, the following hypothesis is obtained: 

H3: The intention of Jordanian students to adopt mobile wallet will be positively affected by social influence. 
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3.5 Facilitating Conditions (FC) 

 

Facilitating conditions depend on a particular area’s operational infrastructure. They define to what extent is the 

belief of a person regarding the existence of a certain organizational and technical infrastructure assisting in the 

system utilization. Facilitating conditions is a significant factor for predicting mobile wallet usage intention. 

Mobile wallet usage intention is positively influenced by facilitating conditions (Larasati et al., 2018). Many 

researchers consider facilitating conditions as a key element to determine similar technologies usage (Amoroso & 

Magnier-Watanabe, 2012b). Accordingly, the following hypothesis is obtained: 

H4: The intention of Jordanian students to adopt mobile wallet will be positively affected by facilitating 

conditions.  

 

3.6 Hedonic Motivation (HM) 

 

The customer’s technology usage intention can be directly linked to hedonic motivation. Hedonic motivation 

refers to the gratification and joy that technology usage brings ( Gogan et al., 2018). Comparing the inclination to 

adopt mobile services between the Gen X and the millennials, it can be observed that the disposition of an 

individual for mobile technology usage depends on whether the person belongs to the younger generation or not. 

It can be noted that behavioral intention is substantially influenced by hedonic motivation (Islam, 2015).This is 

due to the fact that the younger generation’s intrinsic motivations, like joy and curiosity, have a stronger effect on 

their behaviors. Hence, the following hypothesis is obtained: 

H5: The intention of the Jordanian students to adopt mobile wallets will be positively influenced by hedonic 

motivation. 

 

3.7 Price Value (PV) 

 

The exchange of cost to a perceived benefit is the price value. When the gain is greater than the cost, customers 

will adopt a particular technology. It was established that positive price value for mobile payment services lead to 

higher adoption of these services by customers. (N. Singh & Sinha, 2020) concluded that when the technological 

gains outweigh the cost, the impact of the price has a beneficial influence on the purpose of utilizing technology. 

A research on mobile networks in China showed that perceived price values substantially affected the desire of 

users to use services (Deng et al., 2013)(Chawla & Joshi, 2020). Thus, we hypothesize: 

H6: The intention of Jordanian students to adopt mobile wallets will be positively affected by the price value.  

 

3.8 Self-Efficacy (SE) 

 

According to Bandura (2006), self-efficacy refers to people’s capabilities to organize and perform their daily tasks 

independently. Self-efficacy is believed to be a key aspect in the pre-intentional stage of action before deciding to 

use a particular technology. With regard to health information technology, the usage intention is directly and 

positively affected by self-efficacy (Kavandi, 2020). Self-efficacy has been taken into account in studies on 

mobile data services, online shopping and money transfer (Gbongli et al., 2019); therefore, self-efficacy positively 

affects customers willingness to adopt and use a technology like mobile wallets. To date, not many studies take 

into consideration the intention behind the adoption of mobile wallets by university students in developing 

countries. As a result, the subsequent hypothesis is obtained: 

H7: Jordanian students’ behavioral intention to utilize mobile wallets will be positively influenced by self-

efficacy.  
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3.9 Trust (TR) 

 

Trust is another important factor that was found in the literature to have an effect on the adoption of mobile 

wallets. A customer needs to trust mobile banking in order to choose to utilize such service. Trust is considered a 

critical factor while evaluating the mobile banking usage intention of the customer. Existing research found that 

trust has an impact on the utilization of mobile financial services (Amoroso & Magnier-Watanabe, 2012b; Nidhi 

Singh et al., 2020)(Chawla & Joshi, 2020), and therefore affects the customers’ intention to utilize mobile wallets. 

Based on that, we hypothesize that: 

H8: Jordanian students’ behavioral intention to adopt mobile wallets will be positively influenced by trust.  

 

 
Figure 1. Research Model 

 Source: Authors 

4. Research Methodology 

 

By using a structured questionnaire containing multiple items, this research’s survey was designed. A scale 

ranging from 1 to 5 was used for each survey item, whereby strongly agree was assigned to score 1 while strongly 

disagree was assigned to score 5. Moreover, questions regarding the demographic characteristics of each 

respondent and questions about their use of mobile wallets were also incorporated into this same survey. 

Validation of this survey was carried out by two assistant professors who were management specialists and items 

were adjusted according to the feedback from the assistant professors. Following the amendment of the survey, a 

sample of 398 students was identified and the survey was conducted in Jordan in April 2019. Data were collected 

online from students in three private universities in Jordan. In total, 398 questionnaires were collected.  
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4.1 Measurement and Survey Instrument 

 

A Likert scale with five points was utilized in the questionnaire for this survey, with questions which were close-

ended. There were two parts in this questionnaire. The first one included demographic characteristics: gender, 

age, education level and university. There were 48 questions related to factors of self-efficacy, UTAUT2 and 

background information. The measurement of students’ intention behind mobile wallet utilization was the aim of 

these questions. Assessment of every construct was done by utilizing validation methods from existing works, 

where the process of content validity was considered for further validation and refining. Eight factors were 

considered for measuring the constructs, where seven of them were based on the work by (Venkatesh et al., 2016) 

and one of them was based on the work by (Bandura, 2010). With reference to the literature on IS and existing 

studies, adaptation and articulation of the scale were carried out. The model was assessed via SmartPLS, 

including structural models assessment (Henseler et al., 2016). Regarding the latent variables’ relationship with 

the related observed variables, measurement assessment entailed the relationship’s reliability and validity 

examination. The different constructs’ relationships were the focus of the structural model’s evaluation (Hair et 

al., 2018). For this research, an approach based on the PLS-SEM was considered. For the Structural Equation 

Modeling (SEM) based on variance, the Partial Least Squares (PLS) was utilized in the SmartPLS (Hair et al., 

2018). IBM SPSS Statistics 19.0 and Smart PLS 3.3.3 were utilized for data analysis due to the following reasons: 

1) the concept of the PLS-SEM is not based on data with normal distribution, 2) the implementation of bootstrap 

resampling via random selection of observations, 3) the standard errors’ derivation, which is enabled through the 

estimated parameter. Furthermore, this research’s goals are aligned with the PLS (Partial Least Squares) analysis’ 

aim, including the prediction of the role of the factors with regard to mobile wallet technology usage intention.  

 

5. Results and Analysis 

 

The demographic profile of those who participated in the research is displayed in Table 2. In terms of gender 

distribution, 53 percent were female participants and 47 percent were male. Table 2 depicts the detailed statistics 

of the respondents’ profile and technology used. The Cronbach α reliability coefficient value for every construct 

(price value, hedonic motivation, PE, EE, SI, FC, SE, trust and mobile wallet adoption) was 0.902. An acceptable 

discriminant validity (DV) can be achieved if: (1) every construct’s average extracted variance (AVE) is not less 

than 0.50, (2) the factors’ index is more or equal to 0.80 (Hair et al., 2018), (3) and the inter-construct correlations 

(IC) related to the factors are less than the value of the AVE’s square root corresponding to every construct (Hair 

et al., 2018). Furthermore, the lowest acceptable value for Factor Loading (FL) with Crematory Factor Analysis 

(CFA) is 0.70. Similarly, the Cronbach's α (CA) must be no less than 0.70 (Hair et al., 2018). Further, 0.70 should 

be the ideal value of the durability of composite (CR) considered. 

 
Table 2. Respondents Demographic Profile  

Gender % 

Male 190 47% 

Female 212 53% 

Education  

Bachelor 395 99% 

Master 3 1% 

Age  

18-13 350 88% 

24-30 44 11% 

31-35 4 1% 

36-45 0 0% 

Source: Authors 

http://jssidoi.org/jesi/
http://doi.org/10.9770/jesi.2021.9.1(28)


 ENTREPRENEURSHIP AND SUSTAINABILITY ISSUES 

ISSN 2345-0282 (online) http://jssidoi.org/jesi/ 

2021 Volume 9 Number 1 (September) 

   http://doi.org/10.9770/jesi.2021.9.1(28) 

 

454 

 

 
5.1 Measurement Model and Instrumentation  

 

Using SmartPLS 2.0, the PLS-SEM was implemented in the initial phase to validate the model. Confirmation of 

this model’s reliability was carried out in two steps, before hypotheses testing was done.  

 

5.2 Measurements’ Construct Validity    

 

The parameter that represents to what extent does a test measures the components that need to be measured is the 

construct validity. The three main evidence validation types are criterion validity, content validity and construct 

validity (Hair et al., 2018). The factors were shown to have high item cross-loading and loading through factor 

analysis (Table 3).  

 
Table 3. Cross-Loading  

Factors Items AMW EE FC HM PE PV SE SI TR 

Adoptation 

Mobile 

Wallet 

AMW1 0.832571 0.406384 0.428621 0.507182 0.473396 0.450422 0.529188 0.422681 0.466594 

AMW2 0.870291 0.423431 0.269690 0.417262 0.477829 0.381813 0.415374 0.404943 0.322921 

AMW3 0.826170 0.522780 0.357688 0.530033 0.497686 0.562029 0.394712 0.599885 0.352439 

Effort 

Expectancy 

EE1 0.347625 0.824031 0.394635 0.392431 0.430598 0.378909 0.467302 0.213368 0.273997 

EE2 0.420564 0.858651 0.311393 0.455111 0.532605 0.471280 0.475993 0.417831 0.293318 

EE3 0.490394 0.834796 0.252298 0.391867 0.484323 0.466301 0.431901 0.382499 0.198012 

EE4 0.489741 0.780545 0.492773 0.555290 0.554318 0.534914 0.623984 0.350097 0.544060 

Facilitating 

Conditions 

FC1 0.307035 0.356154 0.745084 0.431961 0.242617 0.502537 0.514452 0.297416 0.432422 

FC2 0.301401 0.291087 0.811533 0.426179 0.267221 0.384821 0.296176 0.121226 0.356583 

FC3 0.356719 0.359957 0.746933 0.385702 0.399288 0.307330 0.284938 0.272668 0.361790 

Hedonic 

Motivation 

HM1 0.479189 0.475910 0.437906 0.896148 0.499031 0.589577 0.514636 0.481473 0.431685 

HM2 0.580556 0.600492 0.524188 0.944556 0.612047 0.595313 0.546889 0.502202 0.570930 

HM3 0.531672 0.427300 0.513598 0.908596 0.536251 0.625985 0.575778 0.565438 0.538657 

Performance 

Expectancy 

PE1 0.503172 0.575771 0.297379 0.511215 0.839497 0.404492 0.360437 0.564525 0.310283 

PE2 0.474931 0.431285 0.411340 0.437824 0.850430 0.342944 0.286893 0.480370 0.303447 

PE3 0.459994 0.560125 0.254903 0.508092 0.808186 0.450263 0.387231 0.541746 0.278967 

PE4 0.402870 0.390264 0.332580 0.481338 0.706878 0.514709 0.537653 0.446048 0.457096 

Price Value PV1 0.405242 0.344124 0.186423 0.441101 0.431949 0.701444 0.460019 0.494241 0.305080 

PV2 0.508134 0.506695 0.515582 0.554549 0.416794 0.926652 0.548794 0.415247 0.433319 

PV3 0.482568 0.558147 0.544114 0.638570 0.473633 0.856816 0.560375 0.449693 0.536985 

Self-

Efficacy 

SE1 0.357823 0.548763 0.327191 0.416263 0.274206 0.525602 0.772371 0.301310 0.437724 

SE2 0.473951 0.428561 0.425976 0.507030 0.406201 0.434966 0.820979 0.343409 0.429227 

SE3 0.338982 0.414620 0.287632 0.403698 0.394212 0.477273 0.642207 0.397439 0.319600 

Social 

impact 

SI1 0.471134 0.354101 0.207633 0.463055 0.505046 0.482854 0.438213 0.903937 0.270486 

SI2 0.597267 0.425359 0.257595 0.564635 0.606040 0.515662 0.438013 0.931195 0.319422 

SI3 0.450384 0.342983 0.359971 0.467618 0.584238 0.434428 0.346354 0.838879 0.381447 

Trust TR1 0.307255 0.249041 0.405927 0.406911 0.292862 0.336803 0.419873 0.320311 0.839717 

TR2 0.275127 0.347503 0.435658 0.458545 0.305410 0.429143 0.419560 0.253672 0.851630 

TR3 0.514201 0.418868 0.454361 0.563274 0.431421 0.530410 0.512724 0.344215 0.905649 

Source: Authors 

 

5.3 Measurement Model’s Convergent Validity 

 

The lowest score for composite reliability was 0.791439 and the highest score was 0.940384. Since the threshold 

level is 0.70, the scores obtained are acceptable, thus every construct can be taken into consideration. In addition, 

the values corresponding to the Cronbach α were between 0.607702 and 0.904961, which met the requirement of 

being above 0.60. Besides that, the range of the values of AVE were between 0.560998 and 0.795982, which 
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exceeded the lowest value required, 0.50. On the other hand, the necessary value of 0.50 was exceeded by the 

critical element loadings (Hair et al., 2018). Table 4 highlights the measurement model’s CFA results.   

 
Table 4. Convergent Validity  

Factors Items Factors 

Loading 

AVE Composite 

Reliability 

Cronbach α 

Adoptation 

Mobile Wallet 

AMW1 0.832571 0.711046 0.880645 0.797722 

AMW2 0.870291 

AMW3 0.826170 

Effort 

Expectancy 

EE1 0.824031 0.680611 0.894890 0.844208 

EE2 0.858651 

EE3 0.834796 

EE4 0.780545 

Facilitating 

Conditions 

FC1 0.745084 0.590548 0.812026 0.654022 

FC2 0.811533 

FC3 0.746933 

Hedonic 

Motivation 

HM1 0.896148 0.840272 0.940384 0.904961 

HM2 0.944556 

HM3 0.908596 

Performance 

Expectancy 

PE1 0.839497 0.645207 0.878611 0.814912 

PE2 0.850430 

PE3 0.808186 

PE4 0.706878 

Price Value PV1 0.701444 0.694947 0.870921 0.773093 

PV2 0.926652 

PV3 0.856816 

Self-Efficacy SE1 0.772371 0.560998 0.791439 0.607702 

SE2 0.820979 

SE3 0.642207 

Social 

Influence 

SI1 0.903937 0.795982 0.921151 0.871804 

SI2 0.931195 

SI3 0.838879 

Trust TR1 0.839717 0.750199 0.899997 0.842981 

TR2 0.851630 

TR3 0.905649 

Source: Authors 

 

5.4 Discriminant Validity of the Measurement Model 

 

Discriminant validity represents to what degree is one latent variable different from the others. It refers to the case 

where the observed variables linked to a latent variable have a higher variance compared to the: a) different 

constructs under the conceptual framework; or b) error in measurement or any comparable external unmeasured 

effects. Every indicator and construct’s validity are considered as unreliable for any case that is different from the 

aforementioned case (Hair et al., 2018), see Table 5. 

 

5.5 Structural Model Analysis 

 

From Table 5, it can be observed that the factors that were considered were all statistically significant. 

Consequently, every hypothesis considered were accepted. Therefore, we can conclude that mobile wallet usage 

intention was affected by the important factors of PE (β=0.127948, t=2.608857), EE (β=0.144183, t=2.413334), 

SI (β=0.240565, t=4.916715), FC (β=0.050628, t=1.204036), hedonic motivation (β=0.108791, t=1.767918), 

price value (β=0.093208, t=1.861954), SE (β=0.080590, t=1.550957) and trust (β=0.078155, t=1.892641) (see 

Figure 1 and Figure 2).  
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Table 5. Hypotheses testing 

H Independent  Relationship  Dependent  Path Coefficient  Standard .E T. Value Result 

1 PE 
 

AMW 0.127948 0.049044 2.608857 Accepted  

2 EE 
 

AMW 0.144183 0.059744 2.413334 Accepted 

3 SI 
 

AMW 0.240565 0.048928 4.916715 Accepted 

4 FC 
 

AMW 0.050628 0.042049 1.204036 Accepted 

5 HM 
 

AMW 0.108791 0.061536 1.767918 Accepted 

6 PV 
 

AMW 0.093208 0.050059 1.861954 Accepted 

7 SE 
 

AMW 0.080590 0.051962 1.550957 Accepted 

8 TR 
 

AMW 0.078155 0.041294 1.892641 Accepted 

Source: Authors 

 
Figure 2. Path Coefficients Results  

Source: Authors 
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Figure 3. Path Coefficients T Values  

Source: Authors 

 

6. Discussion And Implications 

 

By collecting and analysing useful data, the intention behind adopting mobile wallet technology is shown to be 

affected by self-efficacy in this research. With regard to H1, it is believed that mobile wallets usage intention is 

affected by performance expectancy as evident through empirical evidence. This result is corroborated by an 

earlier work (Suyoto et al., 2016). In addition, effort expectancy, H2, is believed to affect mobile wallets 

utilization intention, thus the result obtained is similar to an existing study (Larasati et al., 2018). On the other 

hand, for social influence, H3, the obtained result has similarities with the findings in an existing research (Mittal 

& Kumar, 2018; Seetharaman, Kumar, et al., 2017). H4 affirms that facilitating conditions can encourage people 

to utilize mobile wallet. Additionally, mobile wallet utilization intention is also positively influenced by hedonic 

motivation, H5. A similar obvservation to this was reported in an existing work (Mittal & Kumar, 2018; 

Seetharaman, Kumar, et al., 2017). The result for H6 indicates that price value affects mobile wallet usage 

intention, where a prior study made the same observation (Suyoto et al., 2016). Finally, the participants believe 

that both trust (H8) and self-efficacy (H7) can positively influence mobile wallet usage intention. These findings 

are corroborated by earlier studies (Tun, 2020;Mittal & Kumar, 2018;N. Singh & Sinha, 2020). This research 

explores further than the proposal in UTAUT2 by (Alalwan et al., 2017), by considering novel factors (self-

efficacy, trust) and suggesting novel causal links among the behavioral intention’s main antecedences (self-
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efficacyBehavioral intention, trust Behavioral intention). Implications, both practical and theoretical, of this 

research’s results are discussed as follows. 

6.1 Theoretical contributions 

 

In general, the existing literature related to mobile wallet technology acceptance has been enriched through this 

study. Mobile wallets’ usage in Jordan has not been sufficiently studied yet, thus this research is one of the first 

study to explore this area. Applying advanced statistical analysis like (SEM) in this type of research is another 

contribution of this paper. Moreover, our study extends the application of the UTAUT2 theory by using it to study 

a new technology, i.e., mobile wallets in a developing country (Jordan). Our research includes a new construct, 

i.e. self-efficacy in UTAUT2, which goes beyond what was explored in prior studies. Real-life applications of this 

research can be significant as customers’ motivation to utilize mobile wallets can be improved using the outcomes 

of this research.  

 

6.2 Implications to practice 

 

This study has identified that all the different factors significantly contribute to the intention of using mobile 

wallet among Jordanians. Banks and financial institutions can use this study as a foundation for their marketing 

strategies to target customers and motivate them to use this technology.  

 

6.3 Conclusion and Future work  

 

Mobile wallet technology is still an uncharted field which makes it a fertile area to study, especially when it 

comes to understanding the various difficulties associated with implementing such technology in developing 

countries. Considering the small number of Jordanians using mobile wallets, it is necessary for the vital factors 

that influence the intentions of Jordanian customers to use this technology to be analyzed and examined. For the 

conceptual model’s proposal, the UTAUT2 theory was utilized as it is capable of capturing the most critical 

elements linked with Jordanian customers’ mobile wallets adoption. The study addressed the elements, which 

influence mobile wallet usage intention. The model developed to link the attitude and belief of students to the 

utilization of mobile wallet represents the most significant contribution of this research. The theory was extended 

by including self-efficacy and trust as external factors because they were cited to be amongst the crucial 

predictors of the intention of individuals to adopt mobile wallet technology (Amoroso & Magnier-Watanabe, 

2012a; Office et al., 2017; Suyoto et al., 2016). Although this research is a pioneer in the field of mobile wallet 

usage and acceptance in the Arab world, it still has a few limitations. Firstly, the research’s sample was chosen 

based on convenience and was limited to the students of private Jordanian universities in Amman. This could 

affect the generality of the results. Therefore, it is advisable that future studies consider different demographics 

and areas in Jordan. Regardless of that, the conceptual model of this study can be reapplied and retested to 

investigate customers’ intention to use different technologies, such as airline self-check-in service, mobile 

payment, online shopping and e-learning, of various industries, i.e., education, health, tourism, government, etc. 

Moreover, as this is a cross-sectional and longitudinal study, it may provide more insight into this topic and the 

degree to which the impact of the suggested factors can be stabilized or modified over time.  
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