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implementation of the 'Digital India’ initiative by the Government of India,
digital payments are getting popular among these business enterprises
throughout the country. In the case of digital payments, Mobile payments
play a vital role in the digital transaction with the help of UPI (Unified
Payment Interface) particularly after the COVID-19 pandemic outbreak in
India. According to the National Payments Corporation of India (NPCL),
UPI saw transactions worth Rs.4.9 trillion and another digital payment
platform Immediate Payment Service (IMPS) saw a 15% increase in the
volume of transactions to 349.76 million in July over June 2021. There are
plenty of studies were available on mobile payment in various sectors. But
there are few studies were discussed the mobile payment adoption by the
entrepreneurs of MSMEs, especially after the COVID-19 scenario. This
study dealt with mobile payment technology adoption in India using the
extended UTAUT model with the variables like social influence,
perceived susceptibility, perceived trust, Relative advantage, Perceived
compatibility and Habit which affects the mobile payment adoption
intention in Post COVID-19 scenario. The “partial least squares-structural
equation modelling (PLS-SEM)” approach is used to validate the
suggested model. The results of this study aid in a better understanding of
the factors that drive mobile payment adoption in Tamil Nadu and other
states.
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I. INTRODUCTION

Mobile devices' widespread use in our daily lives, particularly in the field of financial
transactions, has had a tremendous influence on our daily routines. Mobile payment (also
known as M-payment) has achieved significant adoption in a variety of businesses in recent
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years. According to World Pay, mobile payments accounted for “22 percent of total worldwide
point-of-sale spending in 20197, with that number expected to rise to 29.6 percent by 2023. [1]
Since its discovery in December of this year, the new corona virus (COVID-2019) has been
rapidly spreading over the world. According to the WHO, COVID-19 has been confirmed in
66,243,918 cases throughout the globe as of this writing (December 7, 2020), with 1,528,984
deaths as a consequence of the disease. [2]. Revenues from mobile payments are expected to
cross $1 trillion in 2019, a considerable rise from $450 billion in 2015. Mobile commerce is
expected to reach a market value of $4.58 trillion by 2023, accounting for around 35% of
worldwide e-commerce sales. Several prior research have contributed significantly to our
understanding of M-payment adoption intentions in various circumstances [4]. [5] [6]. Although
there has been progress in developing the diversity and theoretical foundation of many
perspectives in emergency situations, there are still certain gaps to be addressed. [7].
Independent of the kind of mobile technology utilised, most modern definitions of mobile
payment include the transfer of monetary value as a component of their scope of usage. [8].
Because mobile payments are contactless, consumers may have higher mental and physical
expectations that their transaction processes would be supported, as well as that their security
will be maintained throughout their transactions. The use of mobile payments in India has
expanded dramatically with the adoption of COVID-19. Customers' payment habits and
business models evolved away from conventional face-to-face transactions and toward
contactless mobile payments, allowing many companies to survive and prosper throughout the
epidemic. As a consequence, the social economy thrived, and many firms managed to stay
afloat. As a consequence, what considerations do consumers consider while deciding whether or
not to utilise M-payment during the epidemic? It is critical for important academics and
stakeholders to understand consumer behaviour during a pandemic. Economists all around the
world are getting increasingly interested in mobile payments since they may be used as an
alternative to traditional payment methods such as cash, cheques, and debit or credit cards. They
were previously recognised as a component of products developed in response to the
widespread use of mobile technology and intended to provide particular banking solutions prior
to the introduction of mobile payments [8].In this year's budget statement, the Finance Minister
proposed a Rs. 1,500 crore commitment to accelerate the adoption of digital payments across
the country. According to experts, the government would use this fund to refund micro, small,
and medium-sized enterprises (MSMES) for losses incurred when processing specific digital
payments, such as UPI transactions. By lowering MSMEs' losses, the government intends to
encourage them to offer a broader range of digital payment options to their customers. This is a
positive start, particularly in India, where MSMEs contribute considerably to GDP and
employment but continue to function in a fragmented and traditional manner

II. REVIEW OF LITERATURE

The “TAM (the technology acceptance model)” developed by Davis (1989) and “UTAUT (the
unified theory of acceptance and use of technology”’) developed by Venkatesh V. M., (2003) and
its enhancement, UTAUT2 [9], which are based on the “TAM and UTAUT” models, dominate
the adoption and usage literature in the mobile payments domain.Despite the fact that This
research found that the behavioural characteristics uncovered by these models had a considerable
influence on use, The grounds for extending the models have been identified by IS researchers.
[10]. Digital money appears to be associated with two independent phenomena, both of which
have helped in the fight against the epidemic. Initially, it was alleged that the virus was spread
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through banknotes and coins, and cash transactions were referred to as "dirty money."
[11][12].With government regulations in place in various parts of India, internet delivery
companies encouraged clients to pay via digital payment options like mobile payments or
credit/debit cards.[13]. Contactless payment adoption adds as much to total card sales and
whether by engaging more consumers, expelling non-card payments, or both, the quantity of card
sales and numbers as it does to total card sales and numbers. The usage of contactless cards in
the taxi industry benefits payments but has a detrimental influence on the allocation of sales
quantities, resulting in contactless card sales being cannibalised by competitors.[14]. Consumers'
willingness to pay with contactless credit cards is strongly influenced by perceptions of risk and
compatibility. Nevertheless, the key TAM constructs are not taken into account by consumers in
their use intention[15]. The key factors that influence NFC adoption include possible risk, ease
of usage, use, and cost. There is enough reliability, discriminant validity, and convergent validity
as a result of all this.[16]. Contactless payment technology has its own set of advantages and
disadvantages.[17].

TABLE |

DEFINITIONS OF CONSTRUCTS USED IN THIS STUDY
Variable Definition
Relative advantage | According to [18], “Relative advantage refers to the extent to
which an innovation or a technology is perceived as being more
useful than its precursor”.
Habit It refers to the “consistency of the earlier behaviour”[19], a
unconscious stimulation, a non-contemplative, frequent behaviour
[20] and the very efficacious form of trust [21]

Perceived It 1s defined as the “alignment and operational effectiveness of a

compatibility new service compared to traditional values of existing
services”[22]

Perceived trust “Trust refers to the exchange relationship with the customer and
seller”.[23]

Perceived This metric explicitly looks at how many people feel that both

Susceptibility technical and organisational infrastructures are in place to make
using a certain technology easier. [24].

Social Influence What matters is whether or not a person feels that key “persons

believe he or she should use the new system”.[24]

I1l. THEORETICAL FRAMEWORK AND RESEARCH HYPOTHESIS

a. Relative Advantage

According to [18], a relative advantage refers to "the length of time that people consider an
innovation or technical progress to be more useful than its predecessor.” When relative
advantage and critical mass are coupled, customer intentions to switch from online to mobile
payment services are favourably affected. [25]. Another study found that when relative
advantage was paired with social influence and compatibility, the likelihood of accepting NFC-
enabled mobile payment was positively predicted. [26]. According to [27], travellers' opinions
about the adoption of QR code payment systems are heavily impacted by relative advantage
combined with observability, innovation, and compatibility, and as a result, they utilise
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technology more when travelling. Users' views of the benefits they perceived and the expenses
they experienced were used to determine how much value they put on mobile payment services
(such as security concerns and perceived price). [28]. As a consequence, it's possible to infer that
relative advantage influences behaviour intention positively. As a consequence, this research
proposes the following theories.

H1: “Relative advantage has a significant impact on Behaviour Intention of entrepreneurs to use
Mobile payment during COVID-19”.

b. Habit

Habit refers to the consistency of the earlier behaviour[19], a unconscious stimulation, a non-
contemplative, frequent behaviour [20] and the very efficacious form of trust [21]. In many
previous studies, the character of habit in forecasting the usage behaviour of customers has been
discussed elaborately [29];[21];[30]. [31]asserted that The function of consumer habits is not to
operate as a non-conscious response to specific events; rather, it is to serve as an antecedent of
goals to expand the continuation of current behaviour. [30] has suggested and confirmed the
association between two variables habit and use intention, as well as the UTAUT2 model, which
he calls for further investigation. As a result, it is reasonable to conclude that habit will have a
beneficial influence on the behavioural intention to utilise mobile payment.

H2: “Habit has impact the Behaviour Intention significantly to use Mobile payment services
among entrepreneurs during COVID-19”.

c. Social Influence

Consumers' views of social community pressures on them to embrace or use the innovation in
issue are linked to social effect. Before adopting a new product or service, consumers are more
likely to interact with one another in order to assuage their worry or uncertainty. [32]. According
to [9] and [33], customers feel influential persons believe they should use a certain piece of
technological equipment. [34] found a statistically significant and positively associated link
between consumers' sentiments and their willingness to utilise mobile payment services.
According to [35], social influence had a positive impact on the relationship between “perceived
usefulness (PU) and perceived ease of use (PEU)”. (PEOU).Furthermore, as previously said,
social influence often alters an individual's motivation and has a substantial impact on the user's
attitude [36] [37] [38]. Social influence and technological anxiety have mobile payment systems,
according to researchers [39], and [40] The stress of using the service and social influence,
respectively, were shown to have a considerable impact on user satisfaction and the endorsement
of mobile wallet services. The relationship between social influence and consumer behaviour has
been thoroughly investigated in the context of mobile technology, and it has been shown that
social influence has a positive impact on behavioural intention. [41] [42] [43]. The following
theories are offered as a consequence of this investigation.

H3: “Social Influence has a significant impact on Behaviour Intention of entrepreneurs to use
Mobile payment during COVID-19”.

d. Perceived Trust

The predicted mediation impact of perceived trust on perceived usefulness was modest when
examined in terms of perceived usefulness, but large when measured in terms of perceived trust.
[44]. The importance of trust in the adoption process has been shown in many research papers in
the realm of technology adoption as a strategy for improving customer interactions, boosting
system credibility, and increasing perceived security [45]. According to [46]'s study, Businesses
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are concerned about system security and privacy problems, believing that such faults have an
influence on the system's operation on trust between merchants and consumers in mobile wallet
services. As a result, Generally speaking, it is reasonable to infer that perceived trust has a
beneficial influence on total behaviour intent. The following theories are offered as a
consequence of this investigation.

H4: “Perceived Trust has a significant impact on Behaviour Intention of entrepreneurs to use
Mobile payment during COVID-19”.

e. Perceived susceptibility

“Perceived susceptibility” is defined as "a person's understanding of the risk of getting a serious
illness,” while perceived severity is defined as "how the sickness threatens the individual,”
according to the definition [47]. The perceived susceptibility variable of Health Benefit Model
components had a +ve influence on the acceptance of E- payment services, according to a
research done by [48]. Furthermore, while confirmation and perceived health threat (including
perceived severity and susceptibility) do not directly “influence the intention to continue through
confirmation, satisfaction, or perceived usefulness”, they do “influence the intention to continue
indirectly through confirmation, satisfaction, and perceived usefulness”. Many researchers have
used the constructs of perceived threat (perceived severity and susceptibility) to investigate
technology-based health behaviour, such as (Melzneret al., 2014), who developed an integrated
approach by integrating HBM, “the unified theory of acceptance and use of technology
(UTAUT), and the theory of planned behaviour (TPB)” in order to categoriseVariables that
encourage the use of mobile health applications include the following. As a result, the impression
of sensitivity to mobile payment has a positive influence on behavioural intention to use mobile
payment.. The following theories are offered as a consequence of this investigation.

H5: “Perceived susceptibility has a significant influence on Behaviour Intention of entrepreneurs
to use Mobile payment during COVID-19".

Relative
Advantage
Social
Influence

Perceived
Trust

Behavioural
Intention to use
Mobile Payment

Perceived

Susceptibility

Fig.1. Research Model

IV.RESEARCH METHODS
As part of this study, researchers looked at the use of mobile transaction/payment apps among
registered companies in the Indian state of Tamil Nadu. The bulk of the data comes from survey
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respondents’ responses to a questionnaire. Social influence is one of the questionnaire's five
components; the other three are perceived vulnerability, perceived trust, relative advantage, and
habit. The issue of social influence is covered in the first of five parts. “A Likert scale with a
range of 1 to 5 points was used to create the study's questionnaire. Each question has five
alternative responses, and each component of the questionnaire has its own monetary value,
which is as follows: 1 denotes strong disagreement, 2 denotes strong disagreement, 3 denotes
neutrality, 4 denotes agreement, and 5 denotes strongly agreement”. This poll included a total of
240 respondents from the state of Tamil Nadu. They were all registered business owners who
used mobile payment applications to run their operations. The convenience sampling strategy
was employed to gather samples in this study. “Convenience sampling” is a broad term that
refers to a variety of procedures for selecting respondents to participate in research projects like
this one. The pool of participants for this study consisted of 196 registered entrepreneurs who
completed their transactions using a mobile payment application. All respondents who complete
transactions using the mobile payment app, which will function as the research's survey
instrument, will get questionnaires based on a preset set of questions. The “Partial Least Squares-
Structural Equation Modeling (PLS-SEM)”, which is employed in SmartPLS 3.2.7, is used to
analyse the conceptual model. [49]. We use a two-stage analytical procedure, with the first stage
including the assessment of a valid and reliable measurement model and the second stage
involving the evaluation of a structural model, as described further down this section. [50]. The
structural model outlines how each construct is measured, whereas the measurement model
shows how the constructs are connected to one another. The authors claim that using PLS-SEM
in this study was warranted since it allows for simultaneous analysis of both the measurement
and the structural model, resulting in more precise parameter estimations [51].

TABLE 2
CHARACTERISTICS OF PARTICIPANTS
Characteristics Values Frequency | Percentage
(%)
Gender Male 109 55.6 %
Female 87 44.4 %
Age Below 20 26 13.3%
21-30 111 56.6 %
31-40 41 20.9 %
41-50 17 8.7 %
Above 50 1 0.5%
Residence Rural 54 27.6 %
Semi-urban 59 30.1 %
Urban 83 42.3 %
Education Up to School | 21 10.7 %
education
Graduate 83 42.3 %
Post 92 46.9 %
Graduate &
Above
Types of Mobile | UPI  based | 107 55 %
Banking using (IMPS)
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NEFT & |99 45 %
RTGS
Source: Primary Data computed by using SPSS 16.0

4.1. Profile and characteristics of respondents

Totally 196 responses from mobile payment using registered entrepreneurs in Tamil Nadu were
collected for this study. Table 2 lists the characteristics of the participants. “Males accounted for
55.6 percent of those who responded to the survey (N = 109)”, while “females accounted for
44.4 percent (N = 87)”. In addition, there were two major age groups of respondents were
registered: 56.6 percent aged 21 to 30, and 20.9 percent aged 31 to 40.In terms of educational
qualifications, the results revealed that 46.9% of respondents have a postgraduate degree or
above and 42.3 percent have a bachelors degree. And the majority of the respondents (42.3%)
lived in an urban location, followed by 30.1 percent who lived in a semi-urban area. In terms of
mobile payment options, 55 percent of respondents using UPI-based mobile banking, while 45
percent using NEFT and RTGS-based mobile banking.

TABLE 3
MEASUREMENT MODEL RESULTS

“ltems” “Loadings” | “Cronbach’s | “Composite “Average
Alpha” Reliability” Variance
Extracted”
Behavioural Bl1l 0.721 0.888 0.667
Intention BI2 0.849 0.831
BI3 0.869
Bl4 0.819
Relative RA1 0.796 0.822 0.883 0.654
Advantage RA2 0.767
RA3 0.795
RA4 0.873
Perceived PSU1 0.790 0.810 0.876 0.638
Susceptibility | PSU2 0.771
PSU3 0.809
PSU4 0.824
Sl1 0.664 0.807 0.865 0.564
Social SI2 0.806
Influence SI3 0.715
Sl4 0.741
SI5 0.819
HT1 0.813 0.893 0.921 0.699
Habit HT2 0.870
HT3 0.802
HT4 0.850
HTS5 0.842
Perceived PT1 0.787 0.871 0.907 0.660
Trust PT2 0.857
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PT3 0.775
PT4 0.828
PT5 0.812

Source: Primary Data computed by using SmartPLS 3.2.

4.2. Measurement model assessment

Prior to testing hypotheses in the structural model, more data must be used to verify the results of
the measurement model analysis (outer model) (inner model). The purpose of the measurement
model evaluation is to ensure that the measurements employed are accurate and dependable and
accurately represent the theoretical characteristics stated.The measurement model's validity
like Discriminant and Convergent validity and reliability like “Composite reliability and
Cronbach's Alpha” are investigated. “Cronbach’'s Alpha values ranged from 0.807 to 0.893,
suggesting that they were all higher above the 0.7 threshold value”.According to finding,
the “composite reliability (CR) values ranged from 0.865 to 0.927”, suggesting that they were all
higher than the recommended threshold of 0.7. “Cronbach’'s Alpha and CR” are indeed validated
in terms of internal consistency dependability. The measurement of how similar distinct objects
are in concept is referred to as convergent validity. The convergent validity of the “average
variance extracted (AVE)” was investigated in this study [52]. The factor loadings values
satisfied the criteria, with the majority of them above the required threshold of 0.7, as shown in
Table 3. The AVE values ranged from 0.564 to 0.699 in Table 3, suggesting that they were all
higher above the recommended threshold of 0.5. [53]. As a result of these findings, convergent
validity is obtained. The "Heterotrait-Monotrait ratio (HTMT)" was proposed by Henseler's
research team as a novel metric for determining discriminant validity [54]. When compared to
the previous criteria, the HTMT ratio has been shown to perform better in this scenario. The
HTMT criteria for evaluating discriminant validity were explored in this study, as indicated by
[52]and based on previous hypotheses. Because the majority of the results were lower than the
intended value of 0.9, the HTMT criteria were met, as shown in Table 4.

TABLE4
HETEROTRAIT-MONOTRAIT (HTMT) RATIO
Behavioural | Relative Perceived Social Habit | Perceived
Intention Advantage | Susceptibility | Influence Trust
Behavioural
Intention
Relative 0.985
Advantage
Perceived 0.987 0.979
Susceptibility
Social 0.418 0.391 0.392
Influence
Habit 0.415 0.411 0.413 0.675
Perceived 0.543 0.529 0.529 0.607 0.687
Trust

Source: Primary Data computed by using SmartPLS 3
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TABLES
HYPOTHESES TESTING FUNCTION
Hypotheses | Relationship Std Std Standard | T- P- Decision
Beta Error | Deviation |value | value
H1 Relative 0.443 0.064 0.098 4572 |0.000 | Supported
Advantage -
Behavioural
Intention
H2 Habit - [-0.034 |0.018 0.021 1.558 [0.120 | Not
Behavioural Supported
Intention
H3 Social 0.050 0.022 0.019 2.360 | 0.019 | Supported
Influence >
Behavioural
Intention
H4 Perceived Trust | 0.035 0.021 0.022 0.886 |0.376 | Not
- Behavioural Supported
Intention
H5 Perceived 0.540 0.065 0.096 5531 | 0.000 | Supported
Susceptibility
- Behavioural
Intention
Source: Primary Data computed by using
SmartPLS 3.2.7

4.3. Structural model assessment

After the analyses of the model has been reviewed and accepted. The path coefficients and
coefficients of determination (R2) in this model must be computed using a bootstrapping
procedure with 5000 re-samples. [50]. The SMA, as illustrated in Table 5 and Fig. 2, enables for
the testing of hypotheses that have been suggested. According to the research, registered
entrepreneurs’ behavioural intention to accept mobile payments in the future is strongly
influenced by their assessed vulnerability.As an outcome, H5 (5 = 0.540, t =5.531) is supported.
As a result, H1 (B= 0.443, t =4.572) is supported. Furthermore, the research discovered that
social influence had a statistically significant and large impact on the behavioural intention of
registered businesses to accept mobile payments.As a result, H3 has been validated ( = 0.050, t
=2.360). Additionally, the data revealed that perceived trust and habit had a strong negative
impact on registered entrepreneurs' behavioural intention to use mobile payment services in their
enterprises.As a result, neither H2 (B= -0.034, t = 1.558) nor H4 (p= 0.035, t = 0.886) are
validated.

4.4. Common method bias (CMB)

To ensure that the data gathered did not contain CMB, the Harman single-factor with six
components (“social influence, habit, perceived trust, relative advantage, perceived vulnerability,
and behaviour intention”) was employed. After then, the eight structures were joined to create a
single factor, which was then tested. According to the statistics, a single component accounted
for 38.933 percent of the variation, which is less than the required 50% [55]. As a result, given
on the information provided, the data gained suggests that there is no need to be concerned about
CMB.
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V. RESEARCH METHODS

According to the UTAUT extended model, this research expands understandings of the effects of
social influence, perceived security, perceived compatibility, relative advantage, habit, perceived
trust, and perceived susceptibility in the intention to use mobile payments among registered
entrepreneurs in Tamil Nadu. The sub-sections that follow elaborate on the preceding
descriptions of the observed results.

5.1. The influence of relative advantage on a person's desire to utilise a certain behavior
According to the results, relative advantage has a significant impact on registered Tamil Nadu
entrepreneurs' behavioural intention to use mobile payment. This finding differs from what has
already been found in the literature[18][25][26][27][28], and this might be explained that transfer
money through mobile payments. If they want to transfer below Rs.1 lakh, they can choose
IMPS (UPI) and if they want transfer a bulk amount above Rs.2 Lakhs, they can use RTGS. So
comparing to laptop or computers it is easy to transfer payment and handy to operate. As a result,
mobile payment technology has a relative advantage of mobile payment using registered
entrepreneurs.

5.2. The influence of perceived trust on a person's propensity to utilise a product

According to the study, a registered entrepreneur's willingness to employ mobile payments is
unaffected by his or her appraisal of the effort needed.As a result, these results are in accordance
with past research[44][45][46]. Even though there are many security firewall are improved in
both online and mobile banking, still some set of entrepreneurs uses physical or CDM
transaction (through e-lounge in banks) due to fear of loss by cyber theft. As a result, mobile
payment technology has had minimal impact on registered businesses’ usage of mobile
payments.

5.3. The effect of social influence on a person's decision to take a substance

According to the data, social influence has a significant impact on registered businesses'
willingness to use mobile payments. This discovery is in line with previous study findings.
According to [32] [9][33][34][35][36][37][38][39][40][41][42][43], social pressure from
customers, business partners, family, and friends has a significant impact on registered
entrepreneurs' behavioural intention to accept mobile payments.
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5.4. The influence of habit on the intention to utilise in a certain situation

In terms of habit, it has a negligible influence on the behavioural intention of registered
entrepreneurs to accept mobile payments.Furthermore, this outcome contradicts previous
research findings[19][20][21][29][9], in which many entrepreneurs are hesitate to use mobile
payment as a habit due to the physical cash liquidity for their daily labour and other business
needs.As a result habit insignificantly influenced the behavioural intention to use mobile
payment among registered entrepreneurs.

5.5. The influence of perceived susceptibility on the desire to use in a certain situation

According to the results of this study, Perceived susceptibility has a significant impact on
behavioural intention to utilise contactless and mobile payment. As a result, these findings are in
agreement with past research. [47],[48] The stronger people's awareness of health and sanity, the
better their positive behavioural intention to use such systems, . As a result, registered
entrepreneurs in Tamil Nadu who use mobile payment should be more aware of the risk of
diseases like COVID-19 spreading and seriously affecting their lives and transactions.
VI.IMPLICATION TO THEORY AND PRACTICES

This study indicates that significant contributions to theory and in practice have been made. The
UTAUT model has been effectively expanded and deployed in a new environment and context,
notably mobile payment usage by registered entrepreneurs in Tamil Nadu, in terms of theoretical
implications. Furthermore, the UTAUT model, which produced significant findings in the
existing mobile payment research, is used to expand several of the common factors (i.e., relative
advantage, social influence and perceived susceptibility).Entrepreneurs have a multiple financial
transactional needs. Meanwhile, the digital payment facility is growing rapidly. As result of
convenience, pressure from the society and current pandemic scenario, entrepreneurs are
supposed to do their financial transaction through the mobile payment. In spite of all of these
factors, some entrepreneurs still hesitate habitually interested in omni-channel financial
transaction etc., As a result, banks and third party payment aggregators should provide more
awareness about the mobile payment among entrepreneurs. Particularly for business transaction
they should increase the transaction security in some cases to gain the confidence of
entrepreneurs to use mobile payment for their business transactions.

Vil.  CONCLUSION AND FUTURE DIRECTIONS.

The purpose of this research was to find out more about:1) To study the demographic profile of
the registered entrepreneurs of Tamil Nadu those are using mobile payment, 2) To understand
the influence of mobile payment among registered entrepreneurs of Tamil Nadu. 3) To
understand the relationship between relative advantage social influence, habit, perceived trust,
perceived susceptibility, and behavioural intention of mobile payment users 4) To explore the
significant predictors of the behavioural intention of mobile payment usage in amid of COVID-
19 lockdown period. Based on the research article mentioned above that has extended the
UTAUT model in the mobile payment adoption context were critically analyzed. Only three
factors (vulnerability perception, social influence, and relative advantage) were shown to have a
statistically significant relationship with behavioural intention to use marijuana, according to the
findings. According to the study, perceived susceptibility is the most important predictor of
mobile payment users' behaviour intention to use, followed by relative advantage and social
influence. The findings of this study are hoped to aid service providers (banks), application
developers, and other stakeholders in developing secure mobile payment infrastructure and
ensuring that mobile payment can provide robust financial transactions more securely and
efficiently, as well as the benefits of hygienic transactions in an emergency.
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