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CHAPTER 6 
 

ANALYSIS & DISCUSSION 

 

 

 

As shown in the Table 9 and Table 10 below, for the hypotheses H1 to H12, 2-tailed 

significance level is less than 0.05. Therefore at the 0.05 significance level, null 

hypotheses of H1 to H12 are rejected and alternative hypotheses are accepted. 

 

Regression analysis was used for testing hypotheses H13 and H14 where multiple 

independent variables are involved. As per the Table 10, for H13 and H14 hypotheses, R 

square values are 0.474 and 0.446 respectively. This means that 47.4% of the variance in 

dependent variable of H13 has been significantly explained by the independent variables 

used to measure personal factors. Similarly, 44.6% of the variance in the dependent 

variable of H14 has been significantly explained by the independent variables used to 

measure personal factors. Therefore H13 and H14 hypotheses, null hypotheses are 

rejected and alternative hypotheses are accepted.   

 

Accepting the alternative hypotheses, it can be concluded that there is a direct relationship 

between intention to use of m-Payment service and perceived usefulness, perceived ease 

of use, perceived risk, perceived confidentiality and attractiveness of alternatives. By 

considering correlation coefficients it can be seen that there is a strong positive 

relationship between intention to use m-Payment services and perceived usefulness 

(0.496**), perceived ease of use (0.414**), perceived risk (0.414**), and perceived 

confidentiality (0.200**). When the m-Payment service is more useful in day today 

transactions, fast and time saving and easy to understand, learn and use, there is more 

intention to use the service. When the risk of doing transaction via m-Payment service is 

very low and confidentiality of the transaction information and reliability of the service is 

very high, there’s a great intention of using the service. Attractiveness of alternatives has 

a negative correlation (-0.303**) to intention to use of m-Payment service, means that the 
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intention to use m-Payment service is low when the alternative payments (in this case 

debit/ credit card payments) are more attractive to the consumers point of view. When the 

alternative methods are more useful, easier to use and give more benefits, consumers 

hardly move to another payment service such as m-Payment service. 

 

 

 

Dependent 

Variable 

 

Independent 

Variables 

Pearson 

Correla

tion 

Signific

ance 

(2-

tailed) 

 

Hypot

hesis 

 

Result 

Perceived 

Usefulness 
0.496** 0.000 H1 

 

Null Hypothesis 

Rejected 

 

Perceived Ease of 

Use 
0.414** 0.000 H2 

 

Null Hypothesis 

Rejected 

 

Perceived Risk 0.414** 0.000 H4 

 

Null Hypothesis 

Rejected 

 

Perceived 

Confidentiality 
0.200** 0.002 H6 

 

Null Hypothesis 

Rejected 

 

 

Intention to 

use 

m-Payment 

Attractiveness of 

Alternatives 
-0.303** 0.000 H8 

 

Null Hypothesis 

Rejected 

 

 

Table 9: Hypothesis Testing using Correlation – Intention to Use m-Payment 
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Dependent 

Variable 

 

Independent 

Variables 

Pearson 

Correla

tion 

Signific

ance 

(2-

tailed) 

 

Hypot

hesis 

 

Result 

Perceived Risk 0.131* 0.043 H5 

 

Null Hypothesis 

Rejected 

 

Perceived 

Switching Cost 
0.255** 0.000 H9 

 

Null Hypothesis 

Rejected 

 

Merchant 

Acceptance 
0.287** 0.000 H12 

 

Null Hypothesis 

Rejected 

 

Task Technology 

Fit 
0.542** 0.000 H10 

 

Null Hypothesis 

Rejected 

 

Perceived Ease of 

Use 
0.558** 0.000 H3 

 

Null Hypothesis 

Rejected 

 

 

 

Perceived 

Usefulness 

 

Perceived 

Confidentiality 
0.303** 0.000 H7 

 

Null Hypothesis 

Rejected 

 

Perceived 

Ease of Use Awareness 0.331** 0.000 H11 

 

Null Hypothesis 

Rejected 

 

 

Table 10: Hypothesis Testing using Correlation – Perceived Usefulness and 

Perceived Ease of Use 

 

From the proposed predictors, perceived risk (0.131*), perceived switching cost 

(0.255**), merchant acceptance (0.287**), task technology fit (0.542**), perceived ease 

of use (0.558**) and perceived confidentiality (0.303**) have direct strong positive 

correlations to perceived usefulness of m-Payment service. As discussed above when the 

risk of doing transaction is low, service is reliable and service is easy to use, consumer’s 

intention towards using the service is high as well as service it self becomes more useful 

to the customer. When consumers believe that the cost incurs to obtain m-Payment 



 49 

service is really worth and switching cost is very low, this becomes an enabling factor for 

them to use that service and the service itself becomes more useful. And service was 

considered useful if the m-Payment service provides a good fit with the respective mobile 

technology. 

 

Dependent 

Variable 

Independent 

Variables 

R 

Square 

 

Hypothesis Result 

Intention to use 

m-Payment 

Personal 

Factors 0.474 H13 

 

Null 

Hypothesis 

Rejected 

 

Perceived Ease 

of Use 
Personal 

Factors 0.446 H14 

 

Null 

Hypothesis 

Rejected 

 

 

Table 11: Hypothesis Testing using Regression Analysis 

 

Awareness has proved to be a strong predictor of ease of use of m-Payment service 

having a positive correlation of 0.331**. As a result prior knowledge on how to operate 

the service, clear knowledge about the benefits, clear idea about the functionality and 

clear idea about the m-Payment transaction model positively effect on the ease of use of 

the m-Payment service.  

 

As discussed earlier, H13 and H14 proved that personal factors have a direct effect on 

perceive ease of use and intention to use m-Payment services. As per the regression 

analysis Table 8, from the proposed predictors only age, gender and usage of mobile 

applications and service has a significant effect on intention to use of m-Payment 

services. Significant coefficient beta is negative for age and gender, means that young and 

male users have more intention to use m-Payment service than old users and female users. 

This may be due to the factors such as technology awareness, resistance to change and 

other social and individual factors that vary with the age and gender. Because in South 

Asian countries like Sri Lanka, males are more dynamic and social than female and as a 
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result they have more intention towards using new technologies and services. Positive 

coefficient value for usage of mobile applications and services such as WAP, GPRS, 

SMS banking etc. emphasizes those users who use other mobile applications and services 

frequently have a greater intention to use m-Payment service.  

 

Similarly only age and usage of mobile applications and service has a significant effect on 

perceived ease of use. Negative coefficient for age proves that the young customers find 

that the m-Payment service is easy to use and easy to learn. As per the positive significant 

beta value, prior experience using other mobile applications and services also has a strong 

positive impact on ease of use of m-Payment services.  

 

From the proposed other personal factors, mobile phone usage, usage of EC applications 

and usage of debit/credit cards doesn’t have a significant effect on intention to use or ease 

of use of m-Payment services.  

 

Finally based on the above discussion and hypotheses, following concepts can be 

concluded.  

H1: Perceived usefulness has a direct positive effect on intention to use m-Payment 

services.   

H2: Perceived ease of use has a direct positive effect on intention to use m-Payment 

services.  

H3:  Perceived ease of use has a direct positive effect on perceived usefulness of m-

Payment services.  

H4: Perceived risk has a direct positive effect on intention to use m-Payment services.  

H5: Perceived risk has a direct positive effect on perceived usefulness of m-Payment 

services.  

H6: Perceived Confidentiality has a direct positive effect on intention to use m-Payment 

services.  

H7: Perceived Confidentiality has a direct positive effect on perceived usefulness of m-

Payment services.  
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H8: Attractiveness of alternatives has a direct negative effect on intention to use m-

Payment services.  

H9: Perceived switching cost has a direct negative effect on perceived usefulness of m-

Payment services.  

H10: Task technology fit of the mobile payment service has a direct positive effect on 

perceive usefulness of m-Payment services. 

H11: Awareness has a direct positive effect on perceive ease of use of m-Payment 

services. 

H12: Merchant acceptance has a direct positive effect on perceive ease of use of m-

Payment services. 

H13: Personal Factors has a direct positive effect on intention to use m-Payment services. 

Age, gender, field of occupation and usage of mobile applications and services has a 

direct strong positive effect on intention to use m-Payment services.  

H14: Personal Factors has a direct effect on perceived ease of use of m-Payment services. 

Age and usage of mobile applications and services has a direct strong positive effect on 

perceive ease of use of m-Payment services. 

 

  

 

 

 

 

 

 

 

 

 


