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Abstract

The present study investigates the determinants contributing to the continu-
ous usage intentions of existing m-wallet users. The current study’s conceptual 
framework is based on the notion of stimulus organism response. Data from 
existing m-wallet users were collected using a carefully designed questionnaire. 
Once the data’s authenticity and reliability were confirmed, structural equation 
modelling (SEM) analysis was executed. The findings of the SEM analysis indicated 
that the users’ attitudes towards the m-wallet platform are positively influenced 
by cybersecurity knowledge, perceived usefulness, compatibility, facilitating con-
ditions, convenience and touch-free transactions. Moreover, it has been shown 
that attitude has a beneficial influence on users’ intentions to continue using the 
m-wallet platform. The current study provides practical consequences and rec-
ommendations for m-wallet service providers and marketers. These suggestions 
can assist in developing strategies for m-wallet usage, holding onto current users 
and influencing potential users on the platform.
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Introduction

Recently, there has been substantial growth in modern payment methods such as 
e-banking and digital wallets (Shetu et al., 2022). The need for electronic, digital 
and cashless transactions has expanded worldwide due to the substantial changes in 
payment methods for products and services in recent decades (Fahad & Shahid, 
2022). Additionally, digital financial systems have revolutionised the payment 
industry, and a mobile-based payment mechanism called a mobile wallet (m-wallet) 
has gained acceptance worldwide (Kaur et al., 2020). A mobile wallet is an innova-
tive idea in today’s digital age, serving as a smartphone-based platform for conduct-
ing financial transactions and facilitating rapid payments (Esawe, 2022; Singh et al., 
2017). Mobile wallets facilitate a wide range of transactions, including online pur-
chases, expenditure payments, financial transactions, automated and fast cash trans-
fers and expense management (Kapoor et al., 2022). Chawla and Joshi (2019) 
explained mobile wallets and their associated applications as digital platforms that 
store money and enable financial transactions through smartphones. Furthermore, 
proponents have contended that these payment systems surpass traditional ones in 
terms of user-friendliness and efficacy due to their ability to facilitate cashless trans-
actions and support both local and remote transactions (Kapoor et al., 2022).

Furthermore, it is revealed that people have a positive reception towards digital 
payment technologies that are prompt, efficient and provide significant benefits 
(Fahad & Shahid, 2022). Standardisation, connectivity and simple approval pro-
cesses are essential for rapidly adopting and continuously using digital payment 
systems (Mohd Thas Thaker et al., 2023; Shetu et al., 2022). In India, the prolifera-
tion of digital payments such as e-banking and m-wallets has been driven by the 
upsurge of electronic commerce, the widespread use of digital phones, affordable 
and accessible internet connections, and the willingness of users to embrace techno-
logical advancements (Afzal et al., 2024; Chawla & Joshi, 2021). The government’s 
‘Digital India’ initiative aims to convert India into a digital economy (Fahad & 
Shahid, 2022). Therefore, digital services like m-wallet have gained a significant 
portion of digital payment platforms (Chawla & Joshi, 2021; Kaur et al., 2020).

Prior research has extensively explored several aspects that influence the 
acceptability of mobile wallets, particularly in the Indian context (Chawla & 
Joshi, 2019; Singh et al., 2017). Yet, earlier studies have concentrated explicitly 
on accepting mobile wallets (Chawla & Joshi, 2021; Singh et al., 2020). Prior 
research has examined several internal and external factors of mobile wallets that 
impact users’ decision to embrace and utilise them. Shin (2009) showed that users 
develop a favourable perception of the m-wallet platform due to its user-friendly 
nature and practicality. Additionally, a positive attitude, trust in the platform and 
perceived security all positively influence users’ intentions. Studies have shown 
that the users’ perceived utility, self-efficacy, trust in the platform and informal 
learning are some of the critical factors in the acceptance of the m-wallet (Shetu 
et al., 2022; Singh et al., 2020).

Upon conducting an extensive literature review, it has been discovered that a 
substantial body of research is available on m-wallets. The existing research pri-
marily examined potential users’ adoption, usage and behaviour towards the 
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m-wallet platform (Esawe, 2022; Madan & Yadav, 2016; Mombeuil, 2020; Singh 
et al., 2017). Since the introduction of the unified payment interface, a rival plat-
form of m-wallets in India, many consumers are still using the m-wallet platform 
for financial dealings (Fahad & Shahid, 2022). Therefore, there is a need to empiri-
cally investigate the factors behind the continuous usage of m-wallets by existing 
users, because it will provide an understanding of the factors responsible for moti-
vating users in the continuous usage of digital payment platforms like m-wallets. 
Moreover, past research has not sufficiently addressed the continuous usage inten-
tions (CUI) of consumers in lower-middle income countries, such as Indian users. 
Hence, this study aims to employ the stimulus organism response (SOR) model in 
the conceptual model to address the research deficiencies in the existing literature 
on continuous usage of m-wallets from the perspective of a lower-middle income 
country. For this purpose, the users’ stimuli of the m-wallet platform include com-
patibility, convenience, perceived usefulness (PU), facilitating conditions, cyber-
security knowledge and touch-free transactions. The organism is represented by 
the users’ attitude. Ultimately, their ongoing intention to use is regarded as the 
answer (response). The present study is anticipated to contribute to the existing 
theory and offer valuable recommendations to marketers regarding the retention of 
current m-wallet users and the attraction of new users to the platform.

Literature Review on the SOR Model and Mobile Wallets

SOR Model and Digital Platforms

Mehrabian and Russell (1974) elucidated that the SOR model examines users’ 
affective states towards a product or service, taking into account its intrinsic and 
extrinsic characteristics and, consequently, its influence on the user’s ultimate 
decision, generally referred to as the response. According to Islam et al. (2020), 
various stimuli can influence the psychological state of users and lead to specific 
behavioural responses. By considering the different aspects of a given product or 
service (stimuli), the user’s emotional state is shaped (organism); ultimately, indi-
viduals either express a favourable or unfavourable reaction (response). In the 
existing research, authors have examined various attributes as stimuli, diverse 
orgasmic states and varied forms of users’ responses (Islam et al., 2020).

Researchers have examined the technological and environmental factors of 
digital platforms as the stimulus, the emotional states of consumers as the organ-
ism, and the many sorts of user responses based on the study’s objectives. A study 
examining the interaction between banking consumers and banks’ websites iden-
tified five key features as stimuli: website interactivity, aesthetics, customisation, 
telepresence and simplicity of use. Simultaneously, customer engagement is seen 
as the core element, while banking customers’ trust and retention are considered 
as the resultant response. Furthermore, the findings validate that all five charac-
teristics benefit consumer interaction with the bank’s website. This, in turn, leads 
to an improvement in customers’ trust and loyalty, as demonstrated by their 
response (Islam et al., 2020). When consumers intend to make a repeat purchase 
online, factors such as security concerns, promotions and website appearance are 
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suggested to influence their decision. Trust is seen as the driving force behind 
their decision, and the actual repurchase is viewed as the consumers’ response. 
These outcomes demonstrate the explanatory capacity of the SOR framework. 
The study by Zhu et al. (2020) found that factors such as security issues, advertis-
ing and the look of the website have a favourable influence on users’ trust and, 
therefore, encourage them to intend to repurchase. The authors have confirmed 
the suitability of the SOR framework in the field of digital platforms, such as 
mobile auctions, online retailing by consumers and virtual tourism; this validation 
is supported by the results obtained in studies conducted by Kim and Lennon 
(2013) and Kim et al. (2020).

Related Work on M-wallet

Scholars have endeavoured to elucidate the diverse facets of the acceptance, utili-
sation and endorsement of m-wallets in various settings and geographical areas 
(Chawla & Joshi, 2021; Kapoor et al., 2022; Kaur et al., 2020; Mohd Thas Thaker 
et al., 2023). The existing literature on m-wallets presents many factors that con-
tribute to the usage of m-wallets. For example, Singh et al. (2017) found that 
customers’ impression of the m-wallet is significantly influenced by their prefer-
ence and satisfaction, which in turn affects their usage of the m-wallet. Millennials 
found the m-wallet platform beneficial due to its user-friendly interface; further-
more, their behavioural intentions are driven by the platform’s convenience and 
the trust they have in it (Sarmah et al., 2021). The users’ behavioural intentions to 
directly embrace m-wallets are found to be impacted by the platform’s ease of use, 
usefulness, compatibility and insecurity (Madan & Yadav, 2016; Mombeuil, 
2020). Furthermore, there is a favourable relationship between the frequency of 
usage and the intention to use, as well as the level of insecurity, compatibility, 
utility and ease of use of the mobile wallet platform (Shetu et al., 2022). In most 
of the studies discussed above, continuous usage patterns of the users are not 
analysed adequately, especially from a lower-middle income country’s perspec-
tive of India; therefore, it is necessary to investigate because it will provide a 
robust understanding of the motivators of the platform, which keeps motivating 
the users to engage with the platform continuously. Hence, we have utilised the 
SOR model to gain a comprehensive understanding of consumer continuous 
usage patterns of the m-wallet platform. This model helps us analyse the attitude 
and conduct of existing consumers towards the m-wallet platform and their plans 
to continue using it (see Figure 1).

Hypothesis Development

Perceived Usefulness and Attitude

PU refers to the assumption that technology-based modern and digital platforms 
can enhance the user experience (Davis, 1989). Furthermore, PU is described as 
the conviction held by m-wallet users to improve their experience when utilising 
the m-wallet (Sharma et al., 2021). Earlier studies on implementing digital 
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payment platforms have identified PU as the primary factor influencing consum-
ers’ sentiments (Qu et al., 2022). The research on modern banking users has estab-
lished a clear and robust relationship between PU and consumers’ attitudes 
(Chawla & Joshi, 2019). This finding confirms the importance of PU in the con-
text of the digital platform of m-wallet (Chawla & Joshi, 2021). Consequently, we 
hypothesise that PU as a stimulus will result in a favourable correlation with the 
organism, specifically in the form of positive user attitudes. Thus, we propose the 
following hypothesis;

H1: PU will positively influence the attitude of the m-wallet users.

Compatibility and Attitude

Compatibility denotes the extent to which an invention meets the needs of poten-
tial consumers at a specific moment (Fahad & Shahid, 2022). Concerning the 
m-wallet, compatibility denotes the users’ confidence in the platform’s capability 
to meet their demands, suit their lifestyles and enhance their experiences (Hasan 
& Gupta, 2020; Kaur et al., 2020). Oliveira et al. (2016) presented the importance 
of compatibility in determining digital platform views and use intentions among 
potential consumers. The consumers’ attitudes towards a digital platform are con-
tingent upon its alignment with their preferences and lifestyles (Chawla & Joshi, 
2020). Kaur et al. (2020) verified that consumers are inclined to adopt the m-wal-
let platform due to its compatibility with their requirements. The consumers’ atti-
tudes towards the m-wallet platform are contingent upon their perception of its 
compatibility with their lifestyle and current needs. If they perceive the m-wallet 
platform as compatible with meeting their needs, they will exhibit a positive atti-
tude towards it. Thus, we formulated a hypothesis;

Figure 1. Theoretical Model of the Study.
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H2: Compatibility will positively affect the attitude of the m-wallet users.

Facilitating Condition and Attitude

Venkatesh et al. (2003) explained facilitating conditions (FC) as the extent to which 
individuals perceive that a framework is established at a technological and organisa-
tional level to facilitate the ease of system usage. In the realm of digital platforms 
for mobile wallets, factors such as familiarity with mobile devices, internet connec-
tivity, accessibility and affordability of digital mobile devices, adherence to security 
and privacy regulations and other related components are seen as the FC of the 
platform (Chawla & Joshi, 2019). Authors have contended that in the current digital 
and modern technological era, FC substantially and directly influences consumers’ 
attitudes (Rahman et al., 2020). Therefore, a positive FC will encourage consumers 
to embrace and utilise new products or services (Baabdullah et al., 2019). A study 
on e-wallets has affirmed the significance of FC in influencing consumers’ attitudes 
towards embracing the platform and, ultimately, its value in determining consum-
ers’ intentions to continue using it (Mohd Thas Thaker et al., 2023). Based on the 
reasons outlined earlier, we expect that the FC associated with the m-wallet plat-
form will have a beneficial influence on existing consumers’ attitudes towards the 
platform. Thus, we formulated the following hypothesis;

H3: FC will positively influence the attitude of the m-wallet users.

Cybersecurity Knowledge and Attitude

Cybersecurity knowledge in digital banking platforms denotes the user’s under-
standing of the risks and consequences of cyber fraud related to internet opera-
tions (Abawajy, 2014). The significance of possessing cybersecurity knowledge 
has become apparent due to individuals’ potential risks and vulnerabilities while 
utilising internet-based digital services (Zwilling et al., 2022). Consequently, 
users of digital banking platforms must possess the necessary cybersecurity 
knowledge and skills across various facets of the platform because it shapes their 
attitudes and use behaviour (Limna et al., 2023). According to the earlier authors, 
cybersecurity knowledge has a considerable influence on consumers’ attitudes 
towards digital payment platforms (Afzal et al., 2024). Consequently, we assert 
that a greater understanding and knowledge of cybersecurity will have a benefi-
cial influence on existing users’ attitudes towards the m-wallet platform. Therefore, 
we formulated the following hypothesis;

�H4: Cybersecurity knowledge will positively affect the attitude of the m-wallet 
users.

Convenience and Attitude

An m-wallet offers clients various advantages besides card and cash payment 
options, including making purchases anywhere and accessing financial transac-
tions in real time. It also eliminates the inconvenience of carrying physical cash 



Fahad et al.	 7

and cards (Mallat, 2007). M-wallets are seen as convenient, as users are not obli-
gated to input intricate login credentials during financial transactions, resulting in 
swift completion of transactions (Mombeuil, 2020). Adoption studies on m-wal-
lets suggest that convenience plays a significant role in consumers’ embracing of 
them. Consumers find m-wallets comfortable due to the fast completion of finan-
cial transactions on the m-wallet platform (Kaur et al., 2020). Hence, we contend 
that if existing users see the m-wallet platform as comfortable due to its wide-
spread availability and the seamless execution of financial transactions, they will 
exhibit a favourable attitude towards the platform. Thus, based on the aforemen-
tioned factors, we formulated the following hypothesis:

H5: Convenience will positively affect the attitude of the m-wallet users.

Touch-free Transaction and Attitudes

Auer et al. (2020) reported that the World Health Organisation has verified that 
exchanging coins, physical cards and paper money between customers and ser-
vice providers facilitate coronavirus transmission. Touch-free or non-contact 
financial transactions offer numerous benefits from the user’s standpoint. For 
instance, contactless payments are regarded as more convenient, efficient, secure 
and environmentally friendly. The study conducted by Kapoor et al. (2022) found 
a positive association between the acceptance of m-wallets and touch-free trans-
actions, indicating that users’ attitudes towards touch-free transactions were 
favourable. Given the COVID-19 outbreak, consumers currently prioritise their 
health and evaluate the advantages of touch-free purchases. Thus, we contend that 
the attributes and advantages of touch-free transactions on the m-wallet platform 
will continue to have a beneficial influence on the attitudes of existing m-wallet 
users. Thus, we formulated the following hypothesis;

�H6: Touch-free transactions will positively affect the attitudes of the m-wallet 
users.

Attitude and Continuous Usage Intention

The user’s attitude and appraisal of a product or service determine the user’s con-
duct. Consequently, users develop attitudes by assessing the digital platform’s 
ease of use and usefulness (Afzal et al., 2024). Ultimately, they demonstrate a 
favourable mindset and a willingness to utilise the product or service through the 
platform (Shin, 2009). A study on m-wallets found that consumers who have trust 
in the platform, feel secure using it, find it beneficial, perceive it as supporting 
their needs and consider it compatible with their wants are probable to form a 
good attitude towards the platform; ultimately, a favourable mindset amplifies 
their inclination to utilise the platform (Chawla & Joshi, 2019). Earlier research 
has also validated a direct correlation between the attitudes of m-wallet platform 
users and their positive intentions towards the platform (Singh et al., 2020). 
Therefore, we contend that fostering a favourable disposition towards the 



8	 MDIM Journal of Management Review and Practice

m-wallet platform will incentivise existing users to utilise the platform persis-
tently. Given the aforementioned considerations, we propose the following 
hypothesis:

�H7: Attitude will positively influence the continuous usage intention of the 
m-wallet users.

Research Methodology

Instrument of Measurement

Prior research has indicated that maintaining the scale and content validity of 
items is crucial, as it is closely connected to the generalisability of the outcomes 
(Fahad & Shahid, 2022). Consequently, the questionnaire for the current study 
took into account items from previous studies (see Table 3). A questionnaire con-
taining two sections was used to gather the necessary data from the current 
m-wallet users. The primary objective of the initial section of the questionnaire 
was to collect demographic details from the participants. The second component 
of the questionnaire collected responses pertaining to the study’s requirements, 
utilising a five-point Likert scale. Under the current work’s requirements, the sec-
ond half of the questionnaire was kept intact, containing 22 items to collect study-
specific information.

Questionnaire and Research Participants

The experts and scholars in the related subject were consulted regarding the study 
questionnaire and items, and as a result, some minor modifications were imple-
mented. To assess the level of complexity and participants’ comprehension of the 
items in the questionnaire, a pilot survey was conducted with 25 existing m-wallet 
users. The preliminary survey findings indicated that the respondents perceived 
the survey items as comprehensible, confirming their appropriateness for the 
intended objective. Furthermore, it was discovered that slight modifications in the 
wording of specific items were required based on the advice supplied by experts 
and participants in the preliminary survey. Consequently, these necessary modifi-
cations were implemented before disseminating the questionnaire. Moreover, the 
data collected in the last stage and throughout the pilot survey stage were not 
combined to prevent potential bias. Additionally, it was found that Cronbach’s 
αduring the pilot survey phase exceeded 0.70, indicating the validity of the ques-
tionnaire and its items.

The required data for the current work were collected from existing users of 
m-wallets using a purposeful sampling technique, which was under the study’s 
requirements. Before gathering the necessary data from the participants, they 
were provided with information regarding the study’s objective, methods, find-
ings and importance. To obtain accurate and inclusive data, the Delhi NCR region 
was selected to get the required data because earlier authors have argued that 
Delhi NCR is a cosmopolitan city and attracts population from all areas of the 
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country (Madan & Yadav, 2016). As mentioned above, questionnaires were given 
to existing m-wallet users in the region. Out of the participants, 408 out of the 550 
questionnaires were retrieved, resulting in a return rate of 74%. A multitude of 
unfinished questionnaires were discovered among the returned completed ques-
tionnaires; thus, they were meticulously extracted. Furthermore, after analysing 
the participants’ responses, it was discovered that the completed questionnaires 
might have included some data points significantly different from the rest. 
However, these outliers were also eliminated to safeguard the correctness and reli-
ability of the study’s results. A total of 379 valid responses were included in the 
investigation. Most of the participants were young (67% approx.), graduates and 
postgraduates (65% approx.), and they mostly fell in the income group of ‘Up to 
Rs 30,000’. Further details of the respondents’ demographic information can be 
seen in Table A1 of the Appendix.

Data Analysis

In earlier works, authors have examined the study’s data using various analytical 
techniques (Chawla & Joshi, 2021; Fahad & Shahid, 2022). IBM SPSS Statistics 
20.0 was employed for the descriptive assessment of the current study, and AMOS 
23.0 was employed for the confirmatory factor analysis (CFA) as well as struc-
tural equation modelling (SEM) analyses. As postulated in prior studies, we used 
a two-step data analysis process (Anderson & Gerbing, 1988). At the initial stage, 
we examined the fit indices of the measurement model. Before the study’s hypoth-
eses were analysed, the data’s validity and reliability were evaluated. Then, we 
examined the structural model to analyse the present study’s proposed 
hypotheses.

Findings

Common Method Bias (CMB)

According to Podsakoff and Organ (1986), the problem of CMB arises when the 
results of a study on the relationship between two or more variables are distorted 
due to the employment of the same measuring methods. Prior research has empha-
sised employing Harman’s single-factor test for analysing the CMB (Podsakoff et 
al., 2003). In the analysis of the CMB, all the items under study were entered into 
SPSS IBM Statistics 20.0 simultaneously. The test results revealed that the vari-
ance attributed to a single factor was 43.8%, below the threshold limit of less than 
50% suggested in previous studies (Podsakoff et al., 2003). Therefore, CMB was 
not relevant to the present study.

Measurement Model

According to previous studies, a CMIN/DF ratio of 3 or less indicates a robust 
model fit, whereas GFI, CFI and NFI values should be 0.90 or higher. Additionally, 
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the AGFI value must be equal to or larger than 0.80. Furthermore, the RMSEA 
value needs to be less than or equal to 0.08. Table 1 presents the fit indices of the 
current investigation and compares them with the specified thresholds, and it was 
found that the aforementioned fit indices were within the recommended limits as 
stated by Hu and Bentler (1999).

Convergent Validity and Discriminant Validity

As previously noted, to confirm content validity, the study items were carefully 
drawn from other pieces of related research. Table 3 presents the study items’ source, 
SEM and CFA loadings. Furthermore, to uphold convergent validity, the prescribed 
conditions outlined in prior investigations are as follows: To ensure sufficient con-
vergent validity, it is recommended that the measuring items should have loadings 
over 0.50, the average extracted variance (AVE) for each construct should be larger 
than 0.50, and the composite reliability (CR) should also be above 0.70 (Hair et al., 
2006). The data utilised in this investigation fulfilled the aforementioned criterion, 
providing support for the convergent validity (see Table 2).

Table 1. Fit Indices and Limits of the Measurement and Structural Model.

Fit Indices Limit Measurement Model Structural Model

AGFI ≥ 0.80 0.94 0.93

NFI ≥ 0.90 0.94 0.91

CFI ≥ 0.90 0.98 0.97

RMSEA ≤ 0.08 0.02 0.03

GFI ≥ 0.90 0.96 0.95

CMIN/DF ≤ 3.00 1.01 1.03

Table 2. Validity and Reliability of Data.

CR AVE MSV ASV AT PU FC CB CK TFT CN CUI

AT 0.94 0.85 0.34 0.23 0.92              

PU 0.93 0.82 0.34 0.23 0.58 0.90            

FC 0.93 0.88 0.29 0.19 0.54 0.50 0.94          

CB 0.93 0.82 0.23 0.14 0.47 0.43 0.48 0.90        

CK 0.93 0.83 0.25 0.12 0.39 0.50 0.27 0.28 0.91      

TFT 0.88 0.79 0.32 0.20 0.52 0.57 0.48 0.36 0.36 0.89    

CN 0.88 0.71 0.04 0.01 0.21 0.17 0.06 0.01 0.02 0.08 0.84  

CUI 0.93 0.83 0.32 0.20 0.57 0.50 0.48 0.37 0.38 0.57 0.15 0.91

Notes: AVE: Average variance extracted; AT: Attitude; CB: Compatibility; MSV: Maximum shared 
variance; CN: Convenience; FC: Facilitating condition; CR: Composite reliability; CK: Cybersecurity 
knowledge; ASV: Average shared variance; PU: Perceived usefulness; TFT: Touch-free transactions; 
CUI: Continuous usage intention. Bold values represent the square root of the AVEs.
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According to previous research, to demonstrate discriminant validity, three 
specific characteristics must be fulfilled (Fornell & Bookstein, 1982). The three 
prerequisites are: (a) The ASV and MSV should be smaller than the AVEs; (b) The 
square root of the AVEs of each construct must be bigger than the correlation 
values with other constructs (as indicated boldly in Table 2); (c) The correlation 
between any two constructs must be below 0.80. The data in the present study 
fulfil all the criteria mentioned before, hence establishing the study’s discriminant 
validity (see Table 2).

Structural Model Results

Following the data and measurement model authentication, the study employed 
SEM analysis to assess the hypotheses and structural model. The findings shown 

Table 3. Study Factors and Items, Cronbach’s α Values and Item Loadings in CFA and 
SEM.

Study Factors and 
Item Sources Study Items

Cronbach’s 
α CFA SEM

Compatibility (CP)
(Chawla & Joshi, 
2019; Shetu et al., 
2022)

CP1: Using a mobile wallet fits well 
with my lifestyle.

0.92 0.88 0.88

CP2: I believe a mobile wallet is 
compatible with the way I shop 
online.

0.90 0.90

Perceived 
usefulness (PU) 
(Afzal et al., 2024; 
Shetu et al., 2022)

PU1: Using a mobile wallet would 
help to manage my expenses better.

0.92 0.90 0.90

PU2: Using a mobile wallet improves 
the course of my daily life.

0.90 0.90

PU3: Mobile wallet platform includes 
all the functions, which meet my daily 
financial needs.

0.90 0.90

Convenience (CN)
(Shankar & Rishi, 
2020)

CN1: I can avail of mobile wallet 
services anytime.

0.92 0.76 0.75

CN2: I can easily complete my 
transactions using a mobile wallet.

0.88 0.88

CN3: It does not take long to 
complete transactions over the 
mobile wallet platform.

0.88 0.87

Facilitating 
conditions (FC)
(Chawla & Joshi, 
2019; Venkatesh et 
al., 2003)

FC1: My mobile device is suitable for 
using a mobile wallet.

0.89 0.94 0.94

FC2: I can easily find someone to 
help me if I get stuck using my mobile 
wallet.

0.93 0.93

FC3: The cost of purchasing a mobile 
device suitable for using a mobile 
wallet is inexpensive to me.

(Table 3 continued)
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Study Factors and 
Item Sources Study Items

Cronbach’s 
α CFA SEM

Cybersecurity 
Knowledge (Afzal 
et al., 2024; Limna 
et al., 2023)

CK1: I know cybersecurity issues 
that lead to high threat and financial 
loss while using the m-wallet 
platform.

0.93 0.80 0.79

CK2: I know that m-wallet platforms 
are more appealing to hackers and 
highly exposed to cyber fraud.

0.96 0.96

CK3: I have proper knowledge of 
authentication mechanisms, which 
help me safeguard my financial 
transactions from cyberattacks.

0.96 0.96

Attitude (AT) 
(Davis, 1989; 
Venkatesh et al., 
2003)

AT1: I feel using a mobile wallet is a 
good idea.

0.90 0.95 0.95

AT2: I feel pleasant about using a 
mobile wallet.

0.93 0.93

AT3: I value the benefits of a mobile 
wallet.

0.89 0.89

Continuous usage 
intentions (CUI) 
(Lin & Lee, 2023; 
Shetu et al., 2022)

CUI1: I will continue to use my 
mobile wallet.

0.94 0.92 0.91

CUI2: I intend to continue using my 
mobile wallet rather than discontinue 
using it.

0.92 0.90

CUI3: I intend to continue using 
a mobile wallet rather than any 
alternative means.

0.89 0.87

Touch-free 
transactions (TFT) 
(Kapoor et al., 
2022)

TFT1: Touch-free transactions are 
more hygienic and safer compared to 
card and cash payments.

0.92 0.92 0.93

TFT2: Merchants are also promoting 
customers for contactless payments 
to avoid contact and cash handling.

0.86 0.83

(Table 3 continued)

in Table 1 demonstrate that the SEM has a strong match, as all fit indices fall within 
the specified thresholds (Hu & Bentler, 1999). Furthermore, the results obtained 
from the SEM analysis provided evidence in favour of all hypotheses. The study 
found that PU (β = 0.21, p < .001), CB (β = 0.25, p < .001), FC (β = 0.16, p < .001), 
CK (β = 0.13, p < .01), CN (β = 0.14, p < .001) and TFT (β = 0.26, p < .001) are 
positively associated with the attitudes of existing m-wallet users. Moreover, the 
study reveals that attitude (β = 0.66, p < .001) has a significant and favourable 
impact on the CUI of m-wallet users, as depicted in Table 4 and Figure 2.
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The respondent’s attitude, as indicated by R2 value (squared multiple correla-
tion) of 59%, demonstrates a significant level of variance in the structural model 
analysis. In addition, the intention to use continuously (with an R2 of 44%) also 
exhibited substantial variance. The adequacy of the explained variance is sup-
ported by the R2 values and recommendations from previous studies on consumer 
behaviour (Hair et al., 2006).

Table 4. Findings of the Structural Model.

Hypothesis Path Β p Result

H1 PU→AT 0.21 <.001 Accepted

H2 CB→AT 0.25 <.001 Accepted

H3 FC→AT 0.16 <.001 Accepted

H4 CK→AT 0.13 <.01 Accepted

H5 CN→AT 0.14 <.001 Accepted

H6 TFT→AT 0.26 <.001 Accepted

H7 AT→CUI 0.66 <.001 Accepted

Notes: AT: Attitude; CB: Compatibility; CN: Convenience; FC: Facilitating condition; CK: 
Cybersecurity knowledge, PU: Perceived usefulness; TFT: Touch-free transactions; CUI: 
Continuous usage intentions.

Figure 2. Result of the Structural Model.
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Discussion

In this study, we proposed six hypotheses (H1–H6) to examine the connection 
between various stimuli (PU, CB, FC, CK, CN and TFT) and the attitudes of 
existing m-wallet users (organism). The results obtained from applying SEM indi-
cated that all the study hypotheses (H1–H6) were accepted as initially stated. This 
confirms that PU, CB, FC, CK, CN and TFT positively correlate with existing 
consumers’ attitudes towards the mobile wallet (see Table 4). Most of the afore-
mentioned discoveries align with the contributions of previous studies in the rel-
evant field. Therefore, it may be inferred that current m-wallet users perceive the 
platform as user-friendly, convenient and beneficial in everyday activities. They 
perceive the utilisation of m-wallets as compatible with their requirements and 
preferences. Existing users are familiar with the advantages and disadvantages of 
the m-wallet platform. These existing users have found the current FC of the 
m-wallet helpful.

Furthermore, users’ understanding and knowledge of cybersecurity signifi-
cantly improves their attitude towards the digital platform of m-wallet. The results 
of the SEM analysis were unexpected as they showed that H6 was accepted. This 
suggests that TFT made through the m-wallet platform still influence users’ atti-
tudes towards the platform. The majority of the aforementioned results are consis-
tent with previous research that has focused on the digital payment sector (Afzal 
et al., 2024; Kapoor et al., 2022; Sarmah et al., 2021; Shetu et al., 2022).

In this study, we hypothesised (H7) that there is a connection between the atti-
tude of current m-wallet users and their plans to continue using the platform. 
According to the results of the SEM investigation, it is believed that attitude has a 
favourable influence on the ongoing usage intentions of existing m-wallet users. 
It emphasised the significance of users’ favourable attitudes when utilising digital 
payment platforms such as the m-wallet. Consistent with previous research, the 
current study’s results also demonstrated that users with a favourable attitude 
desire to consistently utilise the digital payment platform (George & Sunny, 2021; 
Sarmah et al., 2021). Therefore, this study further validates the significance of a 
favourable attitude in influencing the usage patterns of users.

This study is a distinctive attempt to utilise the SOR framework to examine the 
continuous usage intents of existing m-wallet users in India. Based on the SOR 
framework, the study’s conceptual model incorporates PU, compatibility, FC, 
cybersecurity knowledge, convenience and TFT as stimuli that influence the 
user’s attitude (organism). The users’ continual intention to use the m-wallet (in 
the form of response) is determined by their orgasmic states, that is, attitude. Prior 
research has concentrated on users’ adoption and usage patterns towards the 
m-wallet platform. Most of these studies utilised technology adoption models 
such as TAM, UTAUT and DOI in their conceptual frameworks (Chawla & Joshi, 
2020; Kaur et al., 2020). In our view, this study is one of the initial investigations 
on m-wallets that utilised the SOR model to establish a connection between the 
stimuli of the m-wallet platform, organism and response of the current m-wallet 
users. The study’s findings showed the explanatory power of the SOR model in 
the ongoing utilisation of contemporary digital payment platforms.
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Contributions of the Study

Theoretical and Practical Contributions

The current study has provided more value to the m-wallet field and contributed to 
the SOR framework in the following ways. The study has utilised users’ cybersecu-
rity knowledge as a factor influencing the attitudes of existing m-wallet users, which 
was not adequately used in prior related studies on m-wallets. Cybersecurity knowl-
edge, PU, compatibility, FC, convenience and TFT were not previously considered 
in studies on m-wallet continuous usage (Chawla & Joshi, 2019; George & Sunny, 
2021). Furthermore, the present work revealed that users’ attitudes had a positive 
and influential impact on customers’ intention to persist in using m-wallet services. 
Previous research only identified these factors as significant in the initial adoption 
of m-wallets. These findings will assist in advancing contemporary payment 
research, specifically concerning the continued usage of mobile wallets.

Furthermore, this study has demonstrated the explanatory potential of the SOR 
model in the context of digital payment platforms such as m-wallet. Moreover, we 
consider this study to be among the initial ones empirically examining the SOR 
model by integrating elements from various technology acceptance models. The 
study’s conceptual model included the TAM model’s PU and the DOI model’s 
compatibility. The results have demonstrated the adaptability of the SOR model. 
Due to its adaptable nature, this study has allowed subsequent researchers to 
incorporate more elements into the SOR model in their ongoing technology or 
service consumption research.

It is one of the pioneering works that identifies the factors influencing the atti-
tudes and intentions of existing m-wallet users in a lower-middle income country. 
Therefore, the potential contributions of the current study are as follows: Managers 
and policymakers worldwide of m-wallet service providers can consider the results 
of the present work in effectively managing their platforms and services. The cur-
rent study has demonstrated the significance of cybersecurity knowledge, compati-
bility, convenience, TFT, perceived utility and FC in shaping the attitudes of current 
users of the m-wallet service. Therefore, marketers are advised to organise cam-
paigns to improve the cybersecurity knowledge and awareness of current and pro-
spective users. Moreover, it is recommended that managers and policymakers 
develop strategies to enhance the compatibility, convenience and usefulness of the 
m-wallet platform for users. This can be achieved by offering multiple language 
options and implementing a mechanism that provides round-the-clock assistance in 
resolving consumer issues. They may provide cashback and other incentives for 
transacting over the platform to retain loyal users and attract more potential users. 
Such measures will have a positive impact on user attitudes. In addition, the m-wal-
let application developer should consider the stimuli that have been found to impact 
the users’ attitudes towards the m-wallet when building applications connected to it.

Limitations and Future Scope

Despite the excellent contribution, the present study has discovered certain limita-
tions that can guide future research. The current work employs a theoretical model 
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that incorporates the SOR framework. This model focuses on a limited number of 
stimuli to precisely predict the attitudes of m-wallet users. Hence, it is recommended 
to incorporate additional significant factors such as trust, security and safety in 
future research, as they have a pivotal influence on consumer decision-making 
(George & Sunny, 2021; Prasad et al., 2017; Sankaran & Chakraborty, 2022). 
Furthermore, the m-wallet is a digital system that operates on mobile devices to 
facilitate financial transactions. As a result, it is natural for customers to have con-
cerns regarding the security and privacy measures used on the platform. The current 
study does not encompass the aforementioned components of customer apprehen-
sion. Therefore, it is recommended that these essential factors be taken into account 
in future research. In future research, it may be beneficial to utilise a combination of 
several behavioural models to explain the continuous usage patterns of m-wallet 
users. For instance, when examining QR-code payment, a comprehensive model 
was determined to be satisfactory in describing the situation (Le, 2021).

Similarly, while investigating the ongoing utilisation of contemporary ser-
vices, studies have found it advantageous to employ an integrated approach (Ng 
et al., 2024; Pattnaik & Shukla, 2021). Regarding mobile-based financial ser-
vices, various factors affect urban and rural populations differently; age and gen-
erational differences play a significant role in adopting and continuously using 
financial innovations (Hameed & Nigam, 2023; Karjaluoto et al., 2021). Therefore, 
future research should focus on conducting a comparative analysis to understand 
these dynamics better.

Furthermore, the participants in the current investigation are identified as indi-
viduals who are younger and possess higher levels of education from a particular 
region of Delhi NCR, potentially impacting the outcomes of the study. Hence, it 
is advisable to employ a deliberate multi-stage sampling method in future studies 
to gather data from diverse age groups and users with varied backgrounds to 
extrapolate the obtained findings. Additionally, the study’s legitimate responses 
are limited in number. It is recommended that future studies gather a more com-
prehensive dataset to enable the generalisation of the conclusions drawn. Due to 
the current study’s cross-sectional nature, the results’ reliability may be compro-
mised. Therefore, it is recommended that future research on the ongoing use of 
m-wallets should be conducted longitudinally.
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Appendix

Table A1. Demographic Details of the Respondents.

Variables Frequency (%)

Gender

Male 232 (61.2)

Female 147 (38.8)

Age group

18–29 254 (67.0)

30–40 94 (24.8)

41–50 28 (7.4)

51 and above 03 (0.8)

Educational qualification

Up to intermediate 72 (19.0)

Graduate 125 (33.0)

Postgraduate 123 (32.4)

Doctorate and above 59 (15.6)

Employment status

Full-time salaried 173 (45.6)

Part-time salaried 91 (24.0)

Self-employed 37 (9.8)

Unemployed 47 (12.4)

Public sector employee 31 (8.2)

Monthly income (in Indian Rupees)

Up to ₹30,000 199 (52.5)

₹30,001–₹50,000 134 (35.4)

₹50,001–₹75,000 35 (9.2)

₹75,000 and above 11 (2.9)


