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ABSTRACT

Despite its growth potential, there is a lack of consensus on factors influencing the
continuance intention for using mobile payment systems. A detailed review of the existing literature
showed majority of the studies using existing theoretical models of adoption or usage without
offering any newer insights on factors influencing mobile payment continuance intention. This
study aims to provide a comprehensive synthesis and analysis of the related literature using meta-
analysis for building consensus upon which factors influence mobile payment continuance intention
among consumers. Drawing from our meta-analysis, we identified and classified factors from 61
relevant papers, the results showed that there is a high degree of consensus on factors such as
perceived usefulness, perceived ease of use, trust, social influence, and perceived risk influencing
continuance intention for mobile payments. This is one of the scant reviews providing systematic
methodology by structuring the existing knowledge with implications for future research and
practice.
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INTRODUCTION

With the rise of digital penetration through the low-cost availability of the internet, mobile
phones have emerged as a new form of making payments digitally using wireless technologies
like 4G LTE, Near Field Communication (NFC), etc. This facilitated the development of mobile
payment apps or payment platforms installed in smartphones or mobile devices for initiating,
authorizing, and confirming payment for completing any commercial transaction, such as making
payments to merchant or transferring funds to a payee. These developments led to the creation of
many mobile payment apps like Gpay, along with mobile wallets like Paytm, and payment
functions in messaging apps like Whatsapp.

The term mobile banking refers to the use of banking apps installed on smartphones or
mobile devices to manage traditional banking services like transferring funds, paying utility bills,
etc. Although mobile payment and mobile banking both involve making payments digitally using
the internet, the difference lies in their source of provision for the same. In the case of mobile
payments, the services are offered by non-financial third-party entities or fintech start-ups,
whereas in mobile banking, digital payment services are typically provided by banks or financial
institutes. Since mobile payment service providers are mainly responsible for innovative payment
solutions for their customers, we will only consider mobile payments for this study.

There are numerous empirical studies on factors influencing mobile payment continuance
intention and use among consumers; however, there exists a lot of inconsistency or
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inconclusiveness among them. Most of these studies highlight the significant relationship between
perceived usefulness and mobile payment continuance intention and use among consumers. Still,
at the same time, there are also studies indicating that perceived ease of use may not be
significantly related to the mobile payment continuance intention and use among consumers
leading to scope for further inquiry Di Pietro (2015).

The study identified 284 pairs having significant relationships, but out of which almost 252
pairs were disqualified or eliminated, left with only 32 pairs of valid relationships for consensus
building. Since meta-analysis is an effective tool for analyzing individual-level studies and
integrating them, it uses meta-analysis to identify the variance in the existing literature on mobile
payment continuance intention among consumers.

In the following sections, we review the existing literature and identify multiple factors
explained through significant findings. We explain the research methodology and describe data
collection along with the results from the meta-analysis. Lastly, the factors significantly
influencing mobile payment continuance intention among consumers are identified, and future
research directions are provided for subsequent studies.

LITERATURE REVIEW

In the past, many factors influencing mobile payment continuance intention have been
studied; some studies have shown that perceived usefulness significantly affects consumers'
intention to use mobile payments Kim et al. (2010); Upadhyay & Jahanyan (2016) and
continuance intention to use mobile payments determines the actual use. There is a positive
relationship between perceived usefulness and continuance intention. However, other studies
indicate that the perceived ease of use does not significantly affect consumers' mobile payment
continuance intention, and further verification may be needed Ooi & Tan (2016); Cheng & Huang
(2013). However, it is also shown that perceived usefulness is affected by perceived ease of use,
compatibility, consumers' needs, and attitudes (Di Petro et al., 2015).

Factors that have a significantly positive impact on perceived ease of use and perceived
usefulness could also have a significant negative impact on perceived risk Yang et al. (2012);
Ozturk (2016). Perceived risk does not directly affect the mobile payment continuance intention,
but it indirectly reduces the effect of perceived usefulness on consumers’ actual use Cheng &
Huang (2013). It is shown that consumers’ attitudes and intention to use are affected by perceived
risk and trust Khalilzadeh et al. (2017); Shin (2009). A study conducted in China indicates that
trust reduces perceived risk Yang et al. (2015). However, perceived security and perceived ease of
use significantly positively impact initial trust, which determines perceived usefulness and
continuance intention to use (Zhou, 2011). This confirms that initial trust directly or indirectly
affects consumers’ continuance intention to use Lu et al. (2011).

The factors that affect consumers' intention to use mobile payments include social influence
and personal innovativeness Yang et al. (2012); Tan et al. (2014). Social influence, personal
innovativeness, compatibility, and relative advantage have a significantly positive influence on
consumers’ continuance intention to use mobile payments Yang et al. (2012); Cheng & Huang
(2013). However, when analyzing how consumers use smartphones to transfer money, the impact
of personal innovativeness over mobile payment continuance intention is insignificant, as revealed
in Upadhyay & Jahanyan (2016).

As discussed above, multiple factors influence consumer mobile payment continuance
intention, including perceived usefulness, performance expectation, perceived ease of use, effort
expectancy, compatibility, personal innovativeness, and social influence. However, the findings
from such studies are often inconsistent as to whether the effects are significant/insignificant,
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direct/indirect, or positive/negative. This study aims to provide a comprehensive synthesis and
analysis of the related literature using meta-analysis to build consensus upon which factors
influence consumer mobile payment continuance intention.

RESEARCH METHODOLOGY

We use meta-analysis derived from Fisher z-transformation for statistical analysis of
individual-level studies with the purpose of evaluating the overall results synthetically using the
integration of studies. The reasons for choosing meta-analysis are three-fold, firstly, there are
numerous quantitative studies on mobile payment continuance intention among consumers;
secondly, multiple research models show multiple different conclusions in the present empirical
research; and lastly, the studies show inconsistency in results even with the use of similar
measurement dimensions.

Data Collection

The research methodology for the study starts with literature screening from web of science
database using keywords like mobile payment, m-payment, mobile wallet, electronic payment, e-
payment, adoption, intention, continuance intention, and consumers. The screening process was
done using the Preferred Reporting Items for Systematic Reviews and Meta-Analyses (PRISMA)
analysis from 2008 to 2018. The results from the screening process are shown in the figure below,
Figure 1.

Paper left after title
screening and
eliminating
N uncorrelated
~ literature(n=113)

Full-text articles assessed for eligibility (n=66)
Papers mcluded in quantitative synthesis with finer screening (n=61)

FIGURE 1
SHOWING PRISMA MODEL

After screening and filtering, the data is extracted and collected to calculate the effect size
by converting the correlation coefficient into Fisher's Z value. Further, we calculate the weighted-
average value of [ associated with each group of relationship. The effect size reflects the intensity
value of the relationship between two variables and is commonly used in meta-analysis.

Calculating the Effect Size
The 61 papers eventually selected consists of representation from 22 countries with

publications in 33 journals having more than 15 research models with sample sizes ranging from
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80 to 2500. The total number of studies, sample size, weighted-average value of B, and meta-
analysis results (P value, 12 value and Z-value) of the 22 relationships are summarized in the table
given below Table 1 and Table 2. Metadata about each paper, such as the author name, year of
publication, topic, journal name, the model used, sample size, place where sample is from, the
relationship among the variables, the path coefficient, standardized beta coefficient, and T value
of each relationship, are extracted from EndNote and entered to an Excel file. If the B value is
missing in a study, then the weighted-average value of B of the path coefficient of the relationship
is calculated by the formula given below. In our study, standardized beta coefficient (B)is used to
directly substitute for correlation coefficients (r), based on suggestions made in previous studies.
While some authors thought using Fisher's Z transformation may reduce the bias, Hunter and
Schmidt (2004) found that using Fisher's Z can enlarge the bias. We use standardized beta
coefficient in Fisher's Z transformation to calculate the effect size. where Z represents the unit of
the Fisher z-transformation (different from z-value inthe statistical test); r represents standardized
beta coefficient for the sample.

Meta-analysis is conducted in this paper with a single group rather than the classical binary
classification due to the lack of a control group. The same method is used by Hunter and
Schmidt (2004) to convert the beta coefficient into effect size through Fisher Z-transformation.
The selection of the relationship among variables in this study is based on three criteria: the beta
coefficient is revealed by at least three papers, more than three datasets must report the same
direction (either positive or negative) beta coefficient, and finally, the value of effect sizes needs
to be at least three to be valid. Only the relationship with the above three conditions
simultaneously satisfied can be selected for meta-analysis.

Metadata values such as sample size and effect sizes are entered into the Stata input editor. The
equation sqgrt (Z*(1 — Z)/n) is used to calculate the SE value before the meta-analysis results are
generated.

The Effect Model Selection

The effect models of meta-analysis include fixed effect models and random effects models.
Before using STATA software for meta-analysis, the type of effect model must be determined
according to the heterogeneity between studies. The degree of heterogeneity is determined by
qualitative Q Test and quantitative 1> test. The values of P and I> measure the degree of
heterogeneity. In the Q test, the P value is less than 0.1 will be considered as heterogeneity; in
the I test, the 12 value is greater than 40% will be considered as heterogeneity. For meta-
analysis, when the valuesof P > 0.1 and 1> < 40% are satisfied simultaneously, the homogeneity
among the studies is better, and the fixed effect model is adopted; otherwise, the random effect
model should be adopted when there is considerable heterogeneity among the studies. Taking the
relationship between perceived usefulness and intention to use as an example, the results of the
meta-analysis show P < 0.001 and 1> = 99.1%. Therefore, the random effect model is chosen for
the study. All P values for heterogeneity testing in this study are 0.000, except that the correlation
between perceived intention touse and usage is 0.011. All I? values are greater than 73%.

DATA ANALYSIS AND RESULTS

The 61 papers eventually selected consist of representation from 22 countries with
publications in 33 journals having more than 15 research models with sample sizes ranging from
80 to 2500. The total number of studies, sample size, weighted-average value of , and meta-

4 1528-2678-27-2-326

Citation Information: Vijay More, P., Sharma, A., D'Lima, C. (2023). Meta-analysis on factors influencing mobile payment continuance
intention among consumers. Academy of Marketing Studies Journal, 27(2), 1-9.



Academy of Marketing Studies Journal

Volume 27, Issue 2, 2023

analysis results (P value, 12 value, and Z-value) of the 22 relationships are summarized in the table

given below, Tables 1 and 2.

Table 1
SHOWING RELATIONSHIP BETWEEN FACTORS
Relationship | No. of studies | No. of significant studies | Total size | Average | 1%(%) | Estimated P | Fisher's Z-value
PU-CI 21 20 10606 0.283 99.1 0 7.55
PR-CI 20 15 11237 -0.115 | 98.2 0 7.45
SI-ClI 20 17 11341 0.307 98.3 0 7.32
PEOU-PU 19 19 11586 0.324 99.4 0 8.31
TR-CI 19 16 8007 0.432 99.9 0 3.85
PEOU-CI 15 12 4096 0.209 92.7 0 9.43
AT-CI 13 13 11502 0.295 100 0.004 2.85
PS-CI 13 11 7048 0.39 99.7 0.003 2.94
PE-CI 11 9 3314 0.299 97.3 0 6.92
PI-CI 10 10 3264 0.219 96.7 0 5.79
PI-PEOU 8 7 1853 0.291 98.3 0 4.15
COM-PU 7 6 3396 0.379 99.5 0 3.56
PI1-PU 6 3 1388 0.083 96.4 0.001 3.32
COM-AT 5 4 2476 0.4226 | 99.7 0.094 1.68
PR-TR 5 4 5656 -0.236 | 98.2 0 5.27
SN-PU 4 4 3700 0.540 99.9 0.050 1.96
SN-PEOU 3 3 3306 0.22 98.6 0 4.16
TR-PEOU 3 3 4286 0.387 99.1 0 3.7
PR-AT 3 3 4740 -0.130 98 0 4.06
TR-AT 3 2 4024 0.1573 | 914 0 6.62
RA-CI 3 3 1923 0.246 90 0 7.95
Us-ClI 3 3 718 0.357 96 0 4.33
Table 2
ACRONYM FULL FORM
Acronym Full form cronym Full form
PU perceived usefulness SN Subjective norm
PEOU perceived ease of use TR trust
PE erformance expectant  |[COM compatibility
EE effort expectancy UsS use satisfaction
FC facilitating condition AT Attitude
Sl opcial/external influence Cl htinuance Intention

A network graph is also created using Stata to illustrate these relationships (see Fig.2). The
link thickness in the graph represents the total number of studies involved, while node size
represents the number of studies combined from all relationships the node is involved. It is easy to
see that the links among perceived usefulness, perceived risk, social influence, trust, perceived
ease of use, and continuance intention to use are relatively thick, indicating that the relationship
between these factors and consumers’ intention to use are strong and evidenced in many studies.
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FIGURE 2
NETWORK GRAPH OF PAIRED RELATIONSHIPS

Note: Link thickness represents the total number of studies involved, while node size represents the number of
studies combined from all relationships in the node involved.

There is more heterogeneity among the influencing factors and continuance intention to use
for 12 value of above 90% based on quantitative tests with random model. Among all the factors
influencing perceived usefulness, perceived ease of use is the major factor that has more
consensus that other factors. This is also indicative from 19 papers that found significantly
positive correlations between perceived usefulness and perceived ease of use. Meanwhile,
subjective norm is weakly correlated with perceived usefulness, with a wider confidence interval
(SN-PU, 95% CI=—0.01 to 0.854), indicating a lower credibility. Perceived risk (PR) is the only
factor negatively associated with Continuance Intention (CI) to use mobile payments. The
remaining factors are all positively correlated.

Additionally, more than 20 papers have analysed mobile payment continuance intention
through perceived usefulness, perceived risk and social influence indicating that these factors are
the main variables for determining mobile payment continuance intention among consumers. The
factors influencing the consumer’s attitude towards mobile payments include perceived
usefulness, perceived ease of use, perceived risk, and trust. Perceived usefulness, perceived ease
of use and trust are significantly positively correlated to attitude, which means consumers’
attitudes towards mobile payments are largely affected by these three factors, whereas perceived
risk is significantly and negatively correlated to consumers’ mobile payment attitude

The main factors influencing perceived ease of use are personal innovativeness, subjective
norm and trust. However, the personal innovativeness factor is more often used to analyze
perceived ease of use, while other influencing factors are not often used by researchers. The table
shows that the main factor that influence performance expectation is effort expectation (P=0.000
<0.05), but the factor influencing consumers’ trust is significantly and negatively correlated with
perceived risk.

A relationship diagram is created to help illustrate the relationships among these factors, as
discussed below Figure 3. In this diagram, the number on each link is the value of B, which
measures the relationship between two factors.
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FIGURE 3
RELATIONSHIPS AMONG THE FACTORS

CONCLUSION AND FUTURE RESEARCH DIRECTIONS

Overall, it is found in this meta-analysis study that there has been a high level of

consensus among researchers in the past decade about the key factors affecting consumers'
mobile payment continuance intention. These key factors, including perceived usefulness,
perceived risk, social influence, trust, and perceived ease of use, have significant impact on
consumers’ intention to continue using mobile payment. In other words, these factors positively
affect consumers’ spending patterns and consumption habits. While our meta-analysis supports
most findings revealed in previous studies, there are also occasions where previous findings
cannot be supported. For example, our meta-analysis result does not suggest a consensus that
compatibility has a significantly positive influence on consumers’ attitude toward mobile
payment; our meta-analysis result also does not suggest a consensus that the perceived
usefulness of mobile payment was significantly affected by the subjective norm factor.
The practical implications of the above conclusions are that to encourage consumers' adoption
of mobile payment, especially in Western countries like the USA, the factors such as perceived
usefulness, perceived risk, social influence, trust, and perceived ease of use must be carefully
designed and incorporated into mobile payment products and marketing campaigns. Spending
habit is challenging to change. However, spending patterns can be adapted through careful
designs and awareness training.

This study has some limitations that future studies should address. The literature selected
in this study did not include dissertations or conference papers, only paperspublished in referred
academic journals were included. Based on the sample we collected inthis study, some factors or
relationships were eliminated during the statistical process. Future studies may find some of these
factors or relationships worthy of studying whenmore new samples become available. In addition,
there was no control group used. Thecurrent study is a meta-analysis with a single group. Different
opinions exist about theproper meta-analytic technique for single-group meta-analysis research.
Besides the limitations discussed above, given that consumers’ intentions and behaviors can also
be affected by culture or regulations, future research may consider including culture and
regulatory environment as separate factors to study. Hofstede’s dimensions of national culture,
including individualism/collectivism, masculinity/femininity, uncertainty avoidance, power
distance, and a long-term orientation, can be a good starting point to identify the relevant
cultural factors to study.
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