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ABSTRACT 

Background: Even though abundant scholars have undertaken theoretical and empirical 

studies to examine mobile payment intention, most of them have primarily focused on technology 

acceptance and rejection. Relatively fewer number of studies examined motivation of individuals 

in using mobile payments along with mobile payment trust as an antecedent. Hence, this study 

examined the motivation towards intention to use mobile payments.  

Methods: The study undertook a quantitative approach with a cross-sectional design. The 

questionnaire was developed using the previous studies and validated scales. 342 valid responses 

collected using purposive sampling were used in analysing data. Later, Structural Equations 

Modeling (SEM) was used in testing the established hypotheses. 

Results: The analysed data revealed that intrinsic motivation and extrinsic motivation 

have a significant positive impact on the intention to use mobile payments. Similarly, perceived 

risk disclosed a negative impact on the intention to use mobile payments. Further, partial 

mediation was reported from the mobile payment trust on the relationship between motivation 

(both intrinsic & extrinsic) and intention to use mobile payments. Further, perceived risk 

moderated the relationship between mobile payment trust and intention to use mobile payments. 

Conclusions: The study integrated the mobile payment trust through trust transfer theory 

to further explain the self-determination theory in understanding consumer intention to use 

mobile payments. In addition, the study incorporated perceived risk to bridge empirical gap. As 

implications of the study, it suggested the importance of encouraging trust-building programs to 

improve the mobile payment user’s inner motivation towards intention to use mobile payments. In 

conclusion, it is evident that enhancing intrinsic motivation could drive mobile payments users 

for a seamless usage of technology. 

Keywords: Intrinsic Motivation, Extrinsic Motivation, Intention to Use Mobile Payments, 

Mobile Payment Trust, Perceived Risk. 

INTRODUCTION 

In terms of the rapid evolution in the digital technologies, the global financial eco-systems 

have fundamentally transformed creating a massive paradigm shift in the traditional cash-based 

transactions to digital and mobile payment systems (Dahlberg et al., 2008). Transactions that could 

be conducted via mobile devices such as smartphones and tablets are known as mobile payments and 
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they offer unparalleled convenience, speed, and accessibility, enabling users to perform financial 

activities anytime and anywhere (Alkhowaiter, 2020). In addition to the plus points of the mobile 

transactions, the adoption and sustained usage of mobile payments remain inconsistent, particularly 

in developing economies like Sri Lanka, where penetration rates linger around 7.2% despite rising 

digital literacy (Gihan, 2024).  

Based on previous literature many authors have explored the areas of mobile payment adoption 

through technology-centric models such as the Technology Acceptance Model (TAM) and the 

Unified Theory of Acceptance and Use of Technology (UTAUT), yet psychological and 

motivational drivers that influence user intention, are not majorly focussed in these models 

(Venkatesh et al., 2012; Talukder et al., 2020).  More recent studies, substantially focus on the 

motivation (either intrinsic or extrinsic) could play a significant role in adjusting the technology 

adoption behaviours such as intention to use mobile payments, which is further grounded on Self-

Determination Theory (SDT) (Ryan & Deci, 2020). Nevertheless, motivation only cannot explain 

adoption intentions, ‘Trust’ is a crucial player, as an antecedent in digital transactions, mitigating 

perceptions of risk and uncertainty (Gefen, 2000; Kumar et al., 2023). However, SDT fails to discuss 

‘Trust’ that directs the relationship towards intention to use mobile payments. Therefore, this study 

further explained SDT, through the lense of Trust Transfer Theory (TTT) to explain the relationship 

between motivational factors (intrinsic & extrinsic), trust and intention.  

Furthermore, a user’s assessment about the potential losses associated with mobile payments is 

known as ‘perceived risk’ and it continues to be a significant barrier to adoption (Koenig-Lewis et 

al., 2015). Based on recent evidence, ‘perceived risk’ is a prominent factor which leads to 

uncertainty of technology related decisions and undesirable outcomes. Hence ‘perceived risk’ is an 

area for further investigation (Dahabiyeh et al., 2020; Kumar & Yadav, 2025). Based on this 

background, the study aims to identify the interplay between motivation, trust, and perceived risk to 

develop a holistic model of mobile payment intention, extending theoretical understanding and 

offering practical insights for policymakers, financial institutions, and mobile payment providers to 

enhance user adoption in evolving digital economies. Accordingly, the below research objectives 

were set to achieve the aim of the study, 

RO1: To identify the possible motivational factors driving the intention to use mobile payments 

RO2: To examine whether there is a mediating impact of mobile payment trust on the 

relationship between motivation and intention to use M-payments. 

RO3: To identify whether there is a moderating impact of perceived risk on the relationship 

between trust and intention to use M-payments. 

LITERATURE REVIEW 

Theoretical Underpinning 

Self-determination theory explains human motivation by distinguishing between autonomous 

and controlled forms of action. It emphasizes intrinsic motivation, driven by enjoyment and 

satisfaction, and extrinsic motivation, driven by external goals or rewards (Deci & Ryan, 1985; 

Weiner, 1990). Trust transfer theory views trust as a cognitive factor shaping attitudes and 

perceptions, suggesting that trust developed in one context can extend to another, such as from 

offline to online or mobile payment systems (Stewart, 2003).  
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Intention to Use Mobile Payments and Motivational Factors: Intrinsic and Extrinsic 

Motivation 

When focussing on conventional models like Technology Acceptance Model (TAM) and the 

Unified Theory of Acceptance and Use of Technology (UTAUT) they identify key determinants 

such as perceived usefulness, ease of use, and social influence (Davis, 1989; Venkatesh et al., 2012).  

But as these frameworks' mainly focus on the technological and utilitarian aspects, they do not stress 

enough on the behavioural intention (Deci & Ryan, 2000; Ryan & Deci, 2020; Kumar et al., 2023). 

Self Determination Theory (SDT), is utilized to strengthen the framework for understanding 

human motivation, distinguishing between intrinsic and extrinsic forms (Deci & Ryan, 1985). 

Engaging in an activity driven by the interest, enjoyment, or inherent satisfaction, defined as intrinsic 

motivation and in terms of the mobile payment contexts, it includes the pleasure of using a well-

designed interface, the sense of autonomy in managing finances, or the enjoyment derived from 

seamless digital interactions (Vallerand & Bissonnette, 1992; Chaurasia et al., 2019). Whereas, when 

it comes to extrinsic motivation, it means the involvement in an activity to attain the separable 

outcomes such as rewards, recognition, or practical benefits. For mobile payments, extrinsic 

motivators may include perceived usefulness (e.g., faster transactions, 24/7 access), financial 

incentives (e.g., discounts, cashback), and compliance with social norms (Koo et al., 2015; Tang et 

al., 2016). These motivational factors pave the way for the intention to use mobile payments. 

Developing on this setting, following hypotheses can be derived Lu et al., (2011).  

H1:  Intrinsic motivation has a significant impact on the intention to use mobile payment 

H2:  Extrinsic motivation has a significant impact on the intention to use mobile payment 

Mediating Impact of Trust 

Trust is a multi-dimensional construct which is formed out of the intention to accept 

vulnerability based on positive expectations of another party's behaviour (Rousseau et al., 1998). 

When it comes to mobile payment eco-systems, trust requires the users’ confidence in the reliability, 

security, and integrity of the payment platforms (e.g., bank or fintech firm), and the underlying 

technology (Kesavan & Srinivasan, 2023; Gefen, 2000; Mayer et al., 1995). However, based on the 

Trust Transfer Theory (Stewart, 2003), trust can transform the familiar entity (e.g., traditional 

banking) to a less familiar one (e.g., a new mobile payment app), because of the impact made by 

perceived similarity and entitativity between the source and target. TTT, can be used for areas such 

as mobile finances, as trust in online or offline banking can positively shape trust in mobile payment 

systems, thereby strengthen the usage intention (Lu et al., 2011; Kuan & Bock, 2007). Irrespective of 

how important it is, the mediating function of trust on the relationship between motivation and 

intention to use mobile payment is under-explored. Hence, the following hypotheses can be 

developed to test the existing research gap Majchrzak & Malhotra, (2013). 

H3:  Mobile payment trust has a significant impact on the intention to use mobile payment 

H4:  Intrinsic motivation has a significant impact on mobile payment trust 

H5:  Extrinsic motivation has a significant impact on mobile payment trust 

H6:  Mobile payment trust mediates the relationship between intrinsic motivation and intention to use mobile payment 

H7:  Mobile payment trust mediates the relationship between extrinsic motivation and intention to use mobile payment 
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Moderating Impact of Perceived Risk 

Perceived risk can be defined as the assessment of potential negative outcomes associated with 

a decision or behaviour (Bauer, 1960). In terms of mobile payments, the risks mostly include 

financial losses, breaches in data privacy, failures in systems and the intangibility of the nature of 

digital transactions (Chen, 2008; Shin, 2010). In most empirical findings, a consistency is noticed in 

reporting negative relationship between perceived risk and intention to adopt new technologies 

(Dahabiyeh et al., 2020; Kim et al., 2008; Sekaran & Bougie, 2016). Furthermore, trust and 

perceived risk are closely related, and it means higher trust typically reduces perceived risk, and vice 

versa (Lu et al., 2011).  As per the most recent literature perceived risk may act as a moderator, 

potentially weakening the positive effect of trust on behavioral intention (Trivedi, 2024; Koenig-

Lewis et al., 2015). This brings into light the need to understand not only the direct deterrent but also 

as a contextual factor that alters the strength of trust–intention linkages. Thereby, following 

hypothesis can be derived Figure 1.  

H8:  Perceived risk moderates the relationship between mobile payment trust and intention to use 

mobile payments 

 

 

 
 

FIGURE 1 

CONCEPTUAL FRAMEWORK 

 
Source: Authors (2025) 

Methods 

Participants and Procedure 

The study employed a cross-sectional quantitative research design. Participants were 

individual mobile payment users (Patil et al., 2020; Chaurasia, Verma & Singh, 2019). Purposive 

sampling was used with a screening question “Do you use mobile payments?” (San, Martín & 

Herrero, 2012) to filter mobile payment users and exclude who do not belong the above criteria. 
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Given financial constraints and the challenge of accessing participants in remote areas, an online 

survey was chosen to gather data from a relatively large sample. The recruitment took place around 

three months from mid-April 2025 to mid-July 2025. A total of 370 responses were collected and 20 

were excluded due to exclusion criteria. This resulted in 342 were used for analysis deleting 8 

outliers.  

Measurements 

Participants demographic information (age, gender, income, educational background) were 

collected. To access the intention to use mobile payment, prior scale with three items was adopted 

from (Chaurasia et al., 2019). Responses were measured using five-point Likert scale, measurement 

ranging from “5 (strongly agree)” to “1 (strongly disagree)” (Chaurasia et al., 2019). The measures 

for intrinsic motivation and extrinsic motivation have been adopted from Chaurasia et al., (2019), 

using 4 items and 5 items respectively with five-point Likert scale. Mobile payment trust is the 

mediating variable on the relationship between intrinsic motivation, extrinsic motivation, and 

intention to use mobile payments. It was measured using 3 items with a seven-point Likert scale 

ranging from “7 (strongly agree)” to “1 (strongly disagree)” (Patila et al., 2020). Moderating variable 

of Perceived risk was measured using 3 items, and responses were identified using a five-point 

Likert scale (Lewis et al., 2015). 

Statistical Analysis 

The descriptive statistics were analysed using the measures of central tendency; mean, median, 

and mode. Normality, multicollinearity, were tested before the hypothesis testing to establish 

multivariate assumptions. Structural Equation Modelling (SEM) streamlines the testing of mediation 

and moderation of hypotheses (Hair et al., 2017), providing a comparison to standard regression 

methods, model fit on the regularity of the hypothesized model, providing the credibility of the 

assumptions for causality. SEM conjectures a functional relationship elaborated by the conceptual 

diagram. 

RESULTS 

Demographic analysis depicts that 193 females (56.4%) and 149 males (43.6%) have 

undertook the survey highlighting higher female respondents. 38% respondents indicated that they 

have started using mobile payment applications within 3-4 years of time. Descriptive analysis was 

performed using SPSS to identify mean and standard deviation values of each variable separately. 

Thereafter, Harman’s single factor test confirmed that there is no common method bias issue, 

indicating the initial factor is 43%, which is less than the threshold of 50% (Hair et al., 2017; 

Malhotra et al., 2013). 

Test of multivariate assumptions were conducted including tests for normality, linearity and 

homoscedasticity, and multicollinearity. Skewness and kurtosis values were between the threshold of 

+3 and –3, indicating the normality of the data set (Hair et al., 2017; Malhotra et al., 2013). Key 

variables satisfy the linear homoscedasticity multivariate assumptions. The correlation values were 

less than the threshold value of 0.9 (Hair et al., 2017; Malhotra et al., 2013), indicating a poor 

correlation between the hypothesised relationships. 

With the scale refinement, only the reliable and valid items were advanced to the structural 

model to ensure the goodness of fit (Hair et al., 2017). Construct validity was tested using the 

exploratory factor analysis (EFA) following the Kaizer-Meyer-Olkin (KMO) and Bartlett’s test of 
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sphericity in evaluating the relevance of using EFA (Muthén & Kaplan, 1992). Accordingly, the 

KMO values were lied between 0.5 – 1, depicting that the sample is sufficient to represent 

population for all respected variables (Malhotra et al., 2011) and with the significance values 

denoting less than 0.001 in the Bartlett test, provides that all the variables are significant. This 

revealed the appropriateness of performing the EFA. The factor loadings of each variable were 

greater than the threshold value of 0.7 and greater than the threshold value of 50 % of total variance. 

A reliability value is greater than 0.7 is acceptable to proceed to test the hypothesis (Sekeran & 

Bougie, 2016) Table 1. 

 
Table 1 

VALIDITY AND RELIABILITY ASSESSMENT 

 

Variable Measurement 

Item 

Factor 

Loadings 

Average 

variance 

extracted 

(AVE) 

Cronbach’s 

Alpha 

Composite 

reliability 

(rho_a) 

Intrinsic 

Motivation 

IM1 .925 .732 .926 .950 

IM2 .933 

IM3 .858 

IM4 .900 

Extrinsic 

Motivation 

EM1 .929 .833 .964 .980 

EM2 .954 

EM3 .928 

EM4 .947 

EM5 .921 

Perceived Risk PR1 .885 .540 .760 .850 

PR2 .832 

PR3 .746 

Mobile Payment 

Trust 

MPT1 .861 .765 .900 .950 

MPT2 .948 

MPT3 .930 

Intention to Use 

Mobile 

Payments 

IMP1 .905 .686 .861 .920 

IMP2 .870 

IMP3 .888 

Source: Survey Data. (2025) 

Measurement Model 

The validity and reliability measures have been conducted for the measurement model. 

Confirmatory Factor Analysis (CFA) was carried out with the structural equation modelling 

incorporating variables; intrinsic motivation, extrinsic motivation, mobile payment trust, perceived 

risk, and intention to use mobile payments to test the convergent validity and ensured that all the 

items were significant at a 5% level of significance. Thereafter, discriminant validity was conducted 

and revealed that AVE of all the constructs are higher than the squared multiple correlations between 

constructs see Table 2. 
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Table 2 

DISCRIMINANT VALIDITY 

 IM EM PR MPT IMP 

IM 0.732     

EM 0.110 0.833    

PR 0.199 0.114 0.540   

MPT 0.299 0.187 0.354 0.764  

IMP 0.247 0.195 0.272 0.421 0.686 

Source: Survey Data. (2025) 

The goodness of fit model was satisfactory see Table 3 by covariation of the model to increase 

the model fit. CMIN/DF value is 2.254 which is below the threshold value of 3, shows an absolute 

fit. Incremental indices being closer to 0.9 depicts that model is fit under the assumption of all 

observed variables are uncorrelated (Hair et al., 2017). 

 
Table 3 

GOF INDICES OF THE MEASUREMENT MODEL 

Absolute fit Incremental fit Parsimony adjusted measures 

CMIN/DF GFI AGFI RMSEA IFI TLI CFI PRATIO PNFI PCFI 

2.254 .919 .887 .061 .973 .965 .972 .797 .759 .775 

Source: Survey Data. (2025) 

Structural Model 

The key objective of the study is to ascertain the possible motivational factors (intrinsic 

motivation and extrinsic motivation) which drives the intention to use mobile payments. The 

goodness of fit model was satisfactory see Table 4. CMIN/GF value was reported as 3.892 which is 

above the threshold level of 3, interpreting it as a moderate fit. However, the goodness of fit model 

was achieved as the incremental and parsimony indices reported closer to 0.9. (Hair et al., 2017). 

 
Table 4 

GOF INDICES OF THE STRUCTURAL MODEL 
Absolute fit Incremental fit Parsimony adjusted measures 

CMIN/DF GFI AGFI RMSEA IFI TLI CFI PRATIO PNFI PCFI 

3.892 .868 .818 .092 .936 .920 .935 .810 .742 .758 

Source: Survey Data. (2025) 

The structural model is used to check the hypothetical relationship among variables and 

revealed the interaction between independent and dependent variables (Hair et al., 2017). The 

hypotheses were tested using structural model following the reliability and validity of the constructs. 

 
Table 5 

 RESULTS OF HYPOTHESES 

Path Hypothesis Beta Value P-value Decision 

IM - IMP H1 0.151 0.000 Supported 

EM-IMP H2 0.157 0.000 Supported 

MPT - IMP H3 0.519 0.000 Supported 

IM - MPT H4 0.481 0.007 Supported 

EM - MPT H5 0.329 0.002 Supported 



Academy of Marketing Studies Journal Volume 30, Special Issue 2, 2026 

8 1528-2678-30-S2-010 

Citation Information: Weerasekera., D, Silva., P & Sooriyaarachchi., T. (2026). The effect of motivation on the intention to use 
mobile payments; the role of intrinsic motivation and extrinsic motivation. Academy of Marketing Studies 
Journal, 30(S2), 1-11. 

 

 

PR - IMP H8 -0.212 0.000 Supported 

Source: Survey Data. (2025) 

 

Based on the analysis, it depicted that all hypotheses were accepted see Table 5. The study 

revealed that H1, impact of intrinsic motivation on intention to use mobile payment (β=0.151, 

p<0.05), H2, extrinsic motivation on intention to use mobile payment (β=0.157, p<0.05) H3, impact 

of mobile payment trust on intention to use mobile payment (β=0.519, p<0.05), H4, impact of 

intrinsic motivation on mobile payment trust (β=0.481, p<0.05) H5, impact of extrinsic motivation 

on mobile payment trust (β=0.329, p<0.05) are significant and positive. However, H8, impact of 

perceived risk on intention to use mobile payment (β=-0.212, p<0.05) was significant and negative 

Figure 2. 

 

 
FIGURE 2 

STRUCTURAL MODEL 
Source: Survey Data. (2025) 

Thereafter, mediating analysis was performed to access H6, mediating role of mobile payment 

trust on the relationship between intrinsic motivation and intention to use mobile payment and H7, 

mediating role of mobile payment trust on the relationship between extrinsic motivation and intent to 

use mobile payment. The results see Table 6 revealed a significant indirect effect of intrinsic 

motivation on intention to use mobile payment (H6: β = 0.372, p<0.005). The total effect of intrinsic 

motivation and intention to use mobile payment intention to use mobile payment (β = 0.563, p<0.05) 

and direct effect of intrinsic motivation on intention to use mobile payment (β = 0.919, p<0.05) were 

significant. Hence, this shows a complementary partial mediation role (Hair et al., 2017). Further, 

H7, mediating impact revealed a significant indirect effect of intrinsic motivation on intention to use 

mobile payment (H6: β = 0.304, p<0.005). The total effect of intrinsic motivation and intention to 

use mobile payment (β = 0.480, p<0.05) and direct effect of intrinsic motivation on intention to use 

mobile payment (β = 0.176, p<0.05) were significant. Hence, this shows a complementary partial 

mediation role as well (Hair et al., 2017). 

 
Table 6 
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SUMMARY OF MEDIATING IMPACT 

H6 (IM<MPT<IMP) 

 Beta value P value 

Direct path 0.919 0.006 

Indirect path 0.372 0.001 

Decision Partial Mediation  

Total effect 0.563  

   

H7 (EM<MPT<IMP) 

Direct path 0.176 0.002 

Indirect path 0.304 0.001 

Decision Partial Mediation  

Total effect 0.480  

Source: Survey Data. (2025) 

Moderating impact of perceived risk on the relationship between mobile payment trust and 

intention to use mobile payment depicted that there is a significant moderating impact see Table 7. 

 
Table 7 

SUMMARY OF MODERATING IMPACT 

Path Hypothesis Beta value P value Decision 

MPT<PR<IMP H8 -0.315 0.000 Supported 

Source: Survey Data. (2025) 

DISCUSSION 

The current study explored the motivational factors which may influence intention to use 

mobile payments theorizing intrinsic and extrinsic motivation grounded on the self-determination 

theory. The results interpreted that intrinsic and extrinsic motivations positively and significantly 

influence intention to use mobile payments making it equal with the previous findings (Chaurasia, 

2019; Yoo et al., 2012). Hence, this study provides a clear understanding on how intrinsic and 

extrinsic motivations influence consumer intention to use mobile payments.  

Mediating role of mobile payment trust depicted a partial mediating relationship on both 

intrinsic and extrinsic motivations on intention to use mobile payments, further validating the 

previous findings of trust creating consumers perspective towards intention. Moreover, the results 

denoted that intrinsic motivation playing an impressive role on mobile payment trust. Further, the 

expanding of self-determination theory improves the predictive power of incorporating trust. 

Moreover, the empirical contribution of the study satisfies the moderating effect of perceived risk. 

Contributions of the Study 

The research attempts to broaden the existing knowledge about the possible motivational 

factors affecting the intention to use mobile payments. As the self-determination theory does not 

discuss trust as an antecedent, the current study incorporated mobile payment trust as an antecedent 

in deciding the behavior through the lens of trust transfer theory. With that it contributes to the 

existing literature on mobile payment intention while incorporating the moderating role of perceived 

risk to fill the empirical gap identified. 

Managerially, financial institutes and banks can initiate programs to enhance the trust over 



Academy of Marketing Studies Journal Volume 30, Special Issue 2, 2026 

10 1528-2678-30-S2-010 

Citation Information: Weerasekera., D, Silva., P & Sooriyaarachchi., T. (2026). The effect of motivation on the intention to use 
mobile payments; the role of intrinsic motivation and extrinsic motivation. Academy of Marketing Studies 
Journal, 30(S2), 1-11. 

 

 

online payment methods. Further, mobile payment system developing companies could develop 

systems to enhance users’ experience and expectations. Accordingly, current technology-related 

transactions could help the country to grow with the changing technology. 

Limitations and Future Research Areas 

The current study adopted purposive sampling which could underrepresent some individuals 

from the target population and limits the generalizability of the study insights. Further, this study 

limits only to the motivational factors affecting intention to use mobile payments. Hence, as a future 

research area, researchers could identify more psychological and internal factors affecting intention 

to use mobile payments and conducting research using diverse consumer groups without limiting it 

to the current mobile payment users is recommend. 
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