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Abstract 

This research paper explores the factors influencing consumer attitudes toward adopting e-

wallets in purchase transactions in Saudi Arabia. The study integrates the Technology 

Acceptance Model (TAM) with consumers' mindfulness and self-efficacy to comprehensively 

understand e-wallet adoption. The study highlights the growing importance of electronic money 

services and the need to promote e-wallet adoption in Saudi Arabia. The research examines the 

impact of mindfulness, self-efficacy, perceived usefulness, ease of use, and new technology 

anxiety on consumer attitudes toward e-wallet adoption. The sampling method is snowball 

sampling, through which 273 complete responses were collected. Structural Equation Modeling 

was employed to test the study hypotheses. The study found a positive relationship between 

mindfulness, perceived usefulness, and perceived ease of use. Furthermore, the study found a 

strong positive relationship between perceived usefulness and consumer attitude and a positive 

relationship between self-efficacy and perceived ease of use. Similarly, the study found a strong 

positive relationship between perceived ease of use and attitude. Lastly, the study revealed no 

significant moderating influence of technological anxiety on the association between perceived 

usefulness and consumer attitude. 

Keywords: e-wallets, purchase transactions, TAM, self-efficacy, and mindfulness 

1. Introduction:  

The advent of the new century introduces revolutionary technologies that profoundly transform 

our way of life. The Internet, mobile phones, and social media enable the widespread integration 

of mobile devices into our daily routines (Karjaluoto et al., 2019). Enhancements in reliability 

and advancements in mobile services enable mobile users to constantly utilize mobile services, 

access the internet, and engage in various activities such as shopping, money transfers, and 

entertainment (Karim et al., 2020). Electronic money (E-money) services enable users to easily 

and quickly carry out secure financial transactions (Karjaluoto et al., 2019). Users are becoming 

more willing to use e-money for online transactions or routine financial operations. E-money 

functions as a virtual wallet, facilitating various financial transactions without requiring physical 

currency (Seetharaman et al., 2017). 
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The e-payment system enables transactions totaling USD 2 billion and serves a global consumer 

base 1 billion (GSMA, 2021). Around 300 mobile payment service providers operate in 95 

countries, and projections suggest that the daily transaction volume could reach USD 5 billion by 

2025 (GSMA, 2021). Simultaneously, the Kingdom of Saudi Arabia (KSA) is actively striving to 

transition into a society that relies predominantly on electronic transactions to achieve the goals 

outlined in Saudi Vision 2030. Recently, there has been a considerable decrease in the total cash 

transactions. However, 60% of the monetary transactions in Saudi Arabia were still conducted 

using cash, so the Saudi Central Bank (SAMA) supports the acceptance and adoption of e-money 

in the KSA (Fintech Saudi, 2021). Currently, three prominent entities are operating in the 

electronic money industry in the KSA: STC Pay, Hala, and Bayan Pay (Fintech Saudi, 2021). 

Over the last ten years, researchers have conducted extensive studies on mobile payments. 

However, the study of technology adoption has been ongoing for a long time. Marketing 

studies have exclusively emphasized the determinants that influence the adoption of mobile 

payments in purchase transactions. Various disciplines have utilized theories and models to offer 

additional insights, such as the Technology Acceptance Model (TAM), the Unified Theories of 

Acceptance and Use of Technology (UTAUT), the Diffusion of Trust and Innovation theory, and 

the Mental Accounting theory. These four models are the most widely embraced (Humayrah, 

2023) to analyze the adoption of new technologies (Dahlberg et al., 2015). 

 

Although the contributions made towards the acceptance and utilization of sustainable 

technologies are encouraging, they need to encompass the rational aspects of technology 

adoption fully. Consumers frequently judge without considering realistic and mature 

technological factors (Chen & Sintov, 2016). For this reason, some researchers have 

acknowledged the necessity of integrating psychological research into their investigations of 

technology adoption (Raman & McClelland, 2016). Integrating concepts like mindfulness, self-

efficacy, and technology anxiety can help address the current limitations in the literature. First, 

according to Oredo and Njihia (2014), mindfulness is deeply linked to innovative conduct since 

an individual's capacity to attain consistent performance relies on their cognitive processes and 

contemplation of dynamic circumstances. Researchers have found that mindfulness influences 

technology adoption in the context of rapidly changing technologies, mainly through users' 

perceptions of their adoption decisions (Sun & Fang, 2010). Second, according to Sánchez & 

Hueros (2010), self-efficacy refers to an individual's belief in their ability to perform things in a 

given manner. Self-efficacy plays a crucial role in shaping individuals' opinions of their ability to 

accept and effectively use technology (Reychav et al., 2019). Individuals with a high level of 

self-efficacy in utilizing Netflix or any other new technology believe that they can do so without 

encountering any difficulties (Cebeci et al., 2019). Third, technology anxiety refers to the 

uncertainty or concern about potential negative consequences associated with the use of 

technology (Sam et al., 2005). Therefore, those who experience high levels of technology 

anxiety may struggle to adopt a positive mindset towards technology while being aware of its 

advantages (Cebeci et al., 2019). 

Under the Technology Acceptance Model (TAM), it is essential to understand the factors 

shaping an individual's attitude toward technology adoption. Cognition (thoughts), values 
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(beliefs), and attachment (emotions) shape an individual's attitude toward a specific object 

(Svenningsson et al., 2021). According to TAM, perceived ease of use and perceived 

usability are antecedents of the attitude toward a specific technology (Davis, 1989). In addition, 

TAM regards attitude as a significant factor influencing users' intentions or behaviors while 

adopting a specific technology. Sangadji and Sopiah (2013) claimed that attitude refers to an 

individual's affective reaction to their preferences or aversions towards specific objects. In this 

line, this research studies the consumer attitude towards adopting e-wallets as a new technology 

used in purchase transactions.  

Thus, the primary objective of this research paper is to examine the factors influencing attitudes 

toward the adoption of e-wallets among consumers in Saudi Arabia. Specifically, this study 

answers how the relationships among mindfulness, self-efficacy, perceived usefulness, ease of 

use, and new technology anxiety can influence the consumer's attitude toward adopting e-wallets 

in purchase transactions. By investigating these factors, the research aims to contribute to the 

existing body of knowledge in the field of technology acceptance, specifically in the context of 

digital payment systems. By utilizing the technology acceptance model (TAM) with the addition 

of mindfulness and self-efficacy, the research seeks to understand how these factors play a role 

in shaping consumers' attitudes toward adopting e-wallets in purchase transactions. 

The findings of this study can provide practitioners with valuable insights into the factors that 

affect customer attitudes toward adopting e-wallets in purchase transactions, which is used to 

develop effective marketing strategies that form a positive attitude toward adopting e-wallets to 

facilitate purchase transactions. It also contributes to the academic research on technology 

acceptance and digital payment systems by examining mindfulness, self-efficacy, and new 

technology anxiety at the sight of the TAM model in the Saudi Arabian context. 

2. Literature Review:  

2.1 The Technology Acceptance Model (TAM): 

The Technology Acceptance Model (TAM) is based on the social-psychology theory of reasoned 

action (Fishbein & Ajzen, 1975) and planned behavior (Ajzen, 1991). In the model, the four 

primary constructs are perceived ease of use (PEOU), perceived usefulness (PU), attitude, and 

intention to use (Davis, 1989). According to TAM, a user's behavioral intention to use 

technology is influenced by two beliefs: PU and PEOU (Davis, 1989). Perceived usefulness (PU) 

refers to the degree to which an individual believes utilizing a particular technology will improve 

productivity and performance. On the other hand, perceived ease of use (PEOU) is the perception 

that using the technology will require minimal effort (Venkatesh & Davis, 2000). Surendran 

(2012) employs the Technology Acceptance Model (TAM) to analyze the variables that 

influence a user's willingness to adopt and utilize a new technology. The model has been utilized 

in various studies, such as the examination of technology-based self-service adoption (Dabholkar 

& Bagozzi, 2002), mobile commerce (Wu & Wang, 2005), e-business (Parker & Castleman, 

2009), mobile marketing (Sultan et al., 2009), and customer acceptance of cashless payment 

systems (Ozturk, 2016). 
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According to TAM, certain external variables can also have an impact on these primary 

structures (Davis et al., 1989). We can enhance TAM by incorporating additional external 

variables to explain user technology adoption more deeply. This method is the extended TAM 

(Cebeci et al., 2019). 

2.2 Mindfulness:   

Mindfulness is a meditative method to improve an individual's concentration and consciousness. 

Buddhism (Gethin, 2011) and Hinduism (Bhatia et al., 2013) are the origins of mindfulness. 

According to Hạnh (1976), mindfulness is 'keeping one's consciousness alive to the present 

reality' (Brown & Ryan, 2003). Additionally, mindfulness is "awareness that emerges by giving 

attention on purpose, in the present moment, and non-judgmentally to the unfolding of 

experience moment by moment" (Kabat-Zinn, 2003). Socio-psychologically, we can view 

mindfulness as a mental state that actively creates new distinctions, enabling full awareness of 

the current situation, responsiveness to context and diverse viewpoints, and influence from 

norms and routines without total control (Langer, 2014). According to Keane (2015), when we 

practice mindfulness, we refrain from making judgments or comparisons and instead focus solely 

on noticing the multitude of thoughts, emotions, and sensations that arise during our daily 

activities. Mindfulness refers to being fully present and actively involved in an individual's 

everyday encounters (Feruglio et al., 2021). 

For several decades, the disciplines of psychology, sociology, and education have examined the 

notion of mindfulness, but empirical studies on its application in management and marketing 

have only recently begun (Ndubisi, 2012a, 2012b). Ndubisi (2012c) conducted a literature 

review in 2012 and found a need for more empirical research on mindfulness within the 

marketing and management disciplines. However, Ndubisi (2012a, 2012c) highlighted the need 

for more knowledge regarding how mindfulness influences consumer decision-making processes 

and its impact on marketing practice and theory development. Studying consumer mindfulness 

has only recently emerged in marketing research (Daniel et al., 2022; Flavian et al., 2020; My-

Quyen et al., 2020). However, our understanding of how mindfulness affects an individual's 

decision-making process regarding technology adoption is limited (Sun et al., 2016). 

Individuals who are mindfully and actively involved in a task are motivated and capable of 

examining a broader range of views. Additionally, they can make more accurate and specific 

distinctions concerning phenomena in the environment, which allows them to adapt to changes in 

those environments (Fiol & O'Connor, 2003). According to Ndubisi (2014), consumers with a 

high level of mindfulness will exhibit stronger drive and engagement in their decision-making 

process. They will also demonstrate increased attentiveness towards product characteristics and 

subtle cues compared to consumers with low mindfulness. Moreover, a deficiency in 

mindfulness can arise from an individual's incapacity to take action on what they perceive 

(Langer, 1989). Briefly, mindful individuals indicate a higher perception of the environment, 

careful attention to observing details, and an enhanced ability to consider multiple viewpoints 

while resolving problems (Langer, 1989). They possess a greater interest in current occurrences, 

realities, and personal experiences (Brown et al., 2007) and a more vital ability to adapt flexibly 

to contextual cues (Argote, 2006). Based on these characteristics, compared to those who are less 
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mindful, it is reasonable to infer that mindful consumers will demonstrate a higher level of 

perception toward adopting new technology, specifically in terms of perceived usefulness and 

perceived ease of use. 

2.3 Mindfulness, Perceived Usefulness, and Perceived Ease of Use:  

Perceived usefulness is the extent to which an individual believes utilizing a specific technology 

will improve their performance (Sun et al., 2016). Thompson et al. (1991) indicate that 

individuals will utilize information technology if they are aware of the beneficial advantages or 

usefulness it provides. Perceived advantages of mobile payments can persuade consumers that 

making payments using mobile devices can benefit purchases (Liébana-Cabanillas et al., 2017). 

On the other hand, perceived ease of use is the level of a person's confidence that employing 

technology will minimize redundant effort (Indarsin & Ali, 2017). As examined in several 

studies, perceived ease of use is a variable that impacts perceived usefulness (Wu & Wang, 

2005). According to Suki (2011), users see a system that is easier to use as more practical, which 

enables them to do a more significant number of activities compared to systems that are more 

challenging to use. Hence, perceived ease of use refers to using technology straightforwardly and 

uncomplicatedly (Davis, 1989). 

Many studies have explored the relationship between mindfulness, perceived usefulness, and 

perceived ease of use. A mindful consumer assessment of technology's usefulness and usability 

is critical in technology adoption and continued use (Sun et al., 2016). According to Humayrah 

(2023), mindfulness helps users assess technology's usability, allowing them to be more 

conscious of their needs. Additionally, Humayrah (2023) states that individuals who engage in 

mindful behavior possess a greater level of awareness that enables them to exhibit a unique and 

precise presence and respond more effectively and flexibly to changes in the environment. 

Therefore, mindfulness positively and substantially influences the perceived usefulness and ease 

of embracing mobile payments. Sun et al. (2016) and Sun & Fang (2010) support this by 

indicating that mindfulness encourages a thorough investigation of technology's supplementary 

functionalities, expanding an individual's range of actions and enhancing perceived usefulness. 

Hence, these two studies highlighted the significance of mindfulness in influencing these two 

factors. In other words, mindful individuals are more inclined to perceive technology as useful 

and easy to use. Venkatesh et al. (2003) state that usability is the primary foundation of 

technological development. The results of a study by Sun et al. (2009), which revealed that 

individuals exhibit mindfulness while considering whether to embrace or reject technology, align 

with this statement. Sun et al. (2009) highlight that mindful individuals carefully evaluate the 

technology in question, considering their criteria, and actively seek information about it before 

deciding. In addition, mindfulness had a direct impact on perceived ease of use and perceived 

usefulness and also had an indirect effect on purchase intention by utilizing the mediating role of 

perceived usefulness (Hoang et al., 2023). According to Langer & Imber (1980)., individuals 

who practice mindfulness tend to exhibit greater self-assurance in their beliefs. Hence, having a 

solid sense of confidence will lead individuals to place greater importance on their beliefs 

regarding a useful and easy technology when deciding whether to adopt it (Anderson, 1971). 

Moreover, a study exploring the influence of mindfulness on IT usage behavior found that 
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mindfulness has a beneficial influence on perceived usefulness and ease of use (Kim & Pang, 

2019). The influence of mindfulness on perceived usefulness and ease of use was further 

supported by Purbondaru et al. (2023). In the context of adopting e-wallets, mindfulness 

significantly increases perceived usefulness and ease of use (Purbondaru et al., 2023). Based on 

the above body of literature, a positive relationship is expected. It is thus hypothesized;  

H1a: Mindfulness has a positive effect on the Perceived Usefulness of e-wallets. 

H1b: Mindfulness has a positive effect on the Perceived Ease of Use of e-wallets. 

 

2.4 Self-Efficacy and Perceived Ease of Use:  

Self-efficacy refers to an individual's belief in their ability to perform things in a given manner 

(Sánchez & Hueros, 2010). To clarify, individuals with computer self-efficacy believe in their 

ability to navigate and use computer systems effectively. In contrast, individuals lacking self-

efficacy in computer usage perceive it to be complex and challenging (Cebeci et al., 2019). 

Furthermore, self-efficacy plays a crucial role in shaping individuals' beliefs and attitudes toward 

their ability to accept and effectively utilize technology (Reychav et al., 2019). 

Research persistently demonstrates that self-efficacy substantially impacts how individuals 

perceive the ease of use and utility of technology. These views, in turn, influence their adoption 

and utilization of different technologies. According to Cebeci et al. (2019), individuals with high 

self-efficacy in utilizing Netflix or any other new technology believe that they can do so without 

encountering any difficulties. This is supported by another study emphasizing tap-and-go 

payments in stores. Results show that self-efficacy significantly influences how individuals 

perceive the ease of using mobile payments (Bailey et al., 2017). Marakas et al. (1998) indicate 

that those with a strong sense of self-efficacy in technology were more inclined to report greater 

perceptions of ease of use. Agarwal et al. (2000) discovered that technological self-efficacy 

increased the perceived ease of use of new systems. This is supported by Lee and Mendlinger 

(2011) in the context of online learning systems; having a comfortable understanding of the 

technology is crucial when enrolling in an online course. Once students acquire expertise in 

technology, they are likely to develop a greater preference for online learning. Therefore, 

students who utilize technology in their personal and professional lives should possess greater 

ease and familiarity with online learning platforms. Moreover, in mobile health (mHealth) 

services, a study shows that self-efficacy is positively correlated with perceived ease of use 

(Zhang et al., 2016). This is also true in computer usage; Igbaria (1995) finds that self-efficacy 

significantly impacts perceived ease of use. However, based on its direct impact, self-efficacy 

also indirectly impacts perceived ease of use. According to Jashapara & Tai (2011), the self-

efficacy of e-learning systems mediates the impacts of individual propensity for IT innovation on 

perceived ease of use. 

In the study of adopting an e-wallet, it can be assumed that when an individual has high self-

efficacy, they are more likely to anticipate easy use of an e-wallet. It is thus hypothesized;  

H2:  Self-efficacy has a positive effect on the Perceived Ease of Use of e-wallets. 
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2.5 Attitude, Perceived Usefulness, and Perceived Ease of Use: 

According to Fishbein & Ajzen (1975), an individual's evaluation of behavior, whether positive 

or negative, reflects his attitude toward that behavior. Attitude is a psychological concept that 

arises from an individual's cognition (thought), values (beliefs), and attachment (emotions) 

regarding a specific matter (Svenningsson et al., 2021). Furthermore, attitude is divided into two 

parts: behavioral and cognitive. The behavioral part relates to the individual's intention to 

participate in a specific behavior, such as buying a product or recommending it to others. On the 

other hand, the cognitive part relates to the thoughts, beliefs, and opinions that individuals hold 

about a product or service (Liébana-Cabanillas et al., 2017). 

According to Chau (1996), TAM considers perceived usefulness and ease of use as causal factors 

of attitude towards the technology in adopting new technology. Hence, according to studies on 

TAM concerning technology, there is a significant relationship between perceived usefulness and 

attitude and between perceived ease of use and attitude (Ha & Stoel, 2009; Shin, 2009; Schierz et 

al., 2010; Yang, 2012). Furthermore, the assessment of mobile payment adoption considers 

perceived ease of use as the most critical factor (Humayrah, 2023). Gan et al. (2016) conducted a 

study that revealed why mobile payments have gained widespread acceptance in China. Chinese 

customers prioritize convenience and find credit cards inconvenient and challenging to use. The 

findings are consistent with another US study that looked into the adoption of mobile payments. 

Bailey et al. (2017) discovered that two crucial TAM variables—perceived usefulness and ease 

of use—significantly influence attitudes toward mobile payments—additionally, two studies 

examining attitudes toward a new technology among the elderly support this finding. First, Song 

et al. (2022) conducted a research study to explore the factors influencing the acceptance of a 

voice user interface in smart home systems among elderly individuals in China. According to the 

findings, Perceived usefulness and ease of use determined the participants' acceptance of a voice-

user interface. Second, a research study that assesses the determinants of telecare program 

utilization among the elderly found that elderly individuals who perceived telecare to be useful in 

managing health concerns were more inclined to embrace it and continue using it (Chou et al., 

2013). However, in another study examining Netflix adoption, Cebeci et al. (2019) found no 

relationship between perceived ease of use and attitude toward Netflix because the perception 

that Netflix is not challenging may not influence an individual's attitude toward the service. On 

the other hand, the study found that there is a significant relationship between perceived 

usefulness and attitude, as users find Netflix to be useful to them, resulting in a positive attitude 

toward Netflix. Lastly, Indarsin and Ali (2017) researched Indonesia to explore the attitude 

toward mobile apps for commercial transactions. They found that the users' expectations of the 

app's usefulness and ease of use influence their attitude toward it. Thus, it can be hypothesized: 

H3:  Perceived Usefulness has a positive effect on the attitude toward adopting e-wallets. 

H4:  Perceived Ease of Use has a positive effect on the attitude towards adopting e-wallets. 

 

2.6 The Moderating Role of New Technology Anxiety:   

According to Sam et al. (2005), technology anxiety refers to the apprehension or concern about 

potential negative consequences that may arise from the use of technology. Hence, individuals 

with a high degree of technological anxiety experience feelings of stress and dissatisfaction when 
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they are required to utilize technology, even when they consider the potential necessity of doing 

so. Additionally, they have the propensity to hold a negative opinion about technology and 

actively resist utilizing it. This feeling of nervousness or fear towards technology significantly 

impacts individual behaviors (Park et al., 2019). Hence, due to their persistent concern about 

potential unfavorable outcomes, individuals with high technology anxiety may find it 

challenging to have a positive attitude, even if they know the benefits of technology for them. 

When individuals experience significant anxiety related to technology, the relationship between 

perceived usefulness and attitude becomes less strong (Cebeci et al., 2019). 

Many studies have shown the negative impact of technology anxiety on perceived usefulness and 

attitude toward technology. According to a study conducted in Kuala Lumpur, which investigates 

the correlation between individuals' attitudes toward computers and their level of computer 

anxiety, Shah et al. (2012) found evidence that suggests a negative correlation between computer 

abilities, acceptance of technology, and computer anxiety. George Saadé and Kira (2009) 

conducted a study that explored the connection between technology anxiety and perceived 

usefulness. George Saadé and Kira conducted the research with university students in an online 

undergraduate course environment, using a learning management system (LMS) as the focal 

system. Research has discovered that anxiety has a significant impact on the perception of 

usefulness, which eventually affects their attitude. Therefore, students who see the system as 

user-friendly tend to develop more positive attitudes towards the Learning Management System 

(LMS). Another study supported the result, which found that application anxiety directly impacts 

perceived usefulness in opposite directions (Hasan & Ahmed, 2010). This finding also applies to 

elderly individuals. A study aims to investigate a smart clothing system designed for elderly 

patients at a greater risk of medical issues. The goal is to gain insight into how these individuals 

perceive the use of wearable healthcare technologies. The findings revealed that technology 

anxiety detrimentally impacted the perceived usefulness of technology among older people (Tsai 

et al., 2020).  

No literature study has examined the moderating role of technology anxiety on the relationship 

between perceived usefulness and attitude (Cebeci et al., 2019). Therefore, Cebeci et al. (2019) 

conducted a study to explore this role. According to the study results, technology anxiety 

weakens the relationship between perceived usefulness and attitudes toward Netflix.  

Based on the above body of literature, this study, which aims to explore the factors that impact 

the adoption of e-wallets, can assume that when an individual has a high level of technology 

anxiety, they are more likely to have negative attitudes toward the adoption of e-wallets. At the 

same time, they are aware of their usefulness. It is thus hypothesized. 

H5:  New technology anxiety negatively moderates the relationship between Perceived 

Usefulness and the attitude toward adopting e-wallets. 
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3. Conceptual model:  
 

  

 H1A. H3 H5  

   

 H1B  

   H4 

 H2 

Figure 1. Conceptual Representation of The Research Model 

 

4. Research methodology:  

4.1 Measures:  

The research questionnaire begins with a filter question asking whether the respondent uses an e-

wallet for purchase transactions. The respondent is allowed to proceed if he has used an e-wallet 

before. The questionnaire consisted of two parts. The first part included the 27 items for the six 

constructs, measured on a 5-point Likert scale ranging from strongly disagree to strongly agree. 

The second section requested respondents' demographic information. All the measures for the 

constructs are adopted from prior studies and adapted to the study context. The scale for 

mindfulness is adopted from two studies: Brown and Ryan (2003) and My-Quyen et al. (2020). 

The scale for self-efficacy is adopted from Bailey et al. (2017) and Schwarzer and Jerusalem 

(1995), based on a short form of general self-efficacy adopted for mobile payment. The scales 

for perceived usefulness, perceived ease of use, and new technology anxiety are adopted from 

Bailey et al. (2017) based on Chen (2008), Schierz et al. (2010), Reid and Levy (2008), and 

Meuter et al. (2003), respectively. Lastly, the scale for attitude is adopted from Bailey et al. 

(2017), based on MacKenzie and Lutz (1989), Yi (1990), and Lafferty et al. (2002). 

4.2 Sampling method:   

The population for this study comprises all e-wallet users in the Kingdom of Saudi Arabia. The 

sample is taken from individuals who use e-wallets for purchase transactions in Saudi Arabia. 

This study employs the snowball sampling method. We recorded the responses from the 

respondents using online questionnaires. After giving their responses, the respondents were 

encouraged to forward the link to the questionnaire to other e-wallet users. A total of  273 

complete responses were collected. 
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4.3 Statistical analysis:  

This study used SPSS and SmartPLS software to analyze the collected data statistically. The 

statistical analysis began with reporting sample characteristics and descriptive statistics using 

SPSS statistical software. To assess the study's measurement model, the reliability and validity of 

the constructs were thoroughly investigated. Cronbach's alpha and Composite Reliability (CR) 

were used to test reliability. Convergent Validity was tested by the Average Variance Extraction 

(AVE). Discriminant validity was tested by cross-loading using the Fornell and Larker criteria.  

Using SmartPLS software, Structural Equation Modeling (SEM) was performed to test the 

study's hypotheses, including the moderating hypothesis. 

5. Findings: 

5.1 Sample Characteristics: 

The study sample comprises 273 respondents from different regions of Saudi Arabia. All of the 

273 respondents were e-wallet users. Table 1 reports the study's complete sample characteristics. 

The respondents' genders were almost equal; males comprised 46.2% of the sample, and females 

comprised 53.8%. The respondents' ages ranged from 18 to more than 48 years old. Table 1 

reports that more than 40% of the respondents were from two age groups: 28–32 (19.4%) and 

33–37 (27.8%). The percentages of 18–22, 23–27, and 38–42 age groups were 11.4%, 13.2%, 

and 13.2%, respectively. The lowest percentages were for the oldest two age groups, 43–47 

(9.5%) and 48 and older (5.5%). For the education level of the respondents, most of them held a 

bachelor's degree (57.1%), and 28.9% had high school. The lowest percentages were for 

diplomas, master's, and Ph.D., with (8.4%), (5.1%), and (0.4%), respectively. 

Table1. Sample Characteristics 

 Frequency Percent Valid Percent Cumulative 

Percent 

Gender     

Male 126 46.2 46.2 46.2 

Female 147 53.8 53.8 100.0 

Age     

18-22 31 11.4 11.4 11.4 
23-27 36 13.2 13.2 24.5 

28-32 53 19.4 19.4 44.0 

33-37 76 27.8 27.8 71.8 
38-42 36 13.2 13.2 85.0 

43-47 26 9.5 9.5 94.5 

48 and more 15 5.5 5.5 100.0 

Education level     

High school 79 28.9 28.9 28.9 

diploma 23 8.4 8.4 37.4 
Bachelor's 156 57.1 57.1 94.5 

Master's 14 5.1 5.1 99.6 

Ph.D. 1 .4 .4 100.0 
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5.2 Reliability and Validity:  

Variables' reliability was tested using Cronbach's alpha and composite reliability (CR). Initially, 

some items with factor loadings smaller than 0.60 were discarded. Table 2 presents the results 

for reliability and validity, along with the factor loadings for the remaining items. All the Alpha 

values and CRs were higher than the recommended value of 0.6. An item is considered reliable if 

its Cronbach's alpha score is greater than 0.60 (Raharjanti et al., 2022). All the average variance 

extracted (AVE) scores exceeded 0.50, indicating convergent validity. Discriminant validity was 

assessed through cross-loadings. We also assessed multi-collinearity, ensuring that each 

indicator's variance inflation factor (VIF) value was less than 5. 

Table 3 reports the cross-factor loadings of all the items. All the factor loadings surpass their 

cross-loadings, indicating discriminant validity. Discriminant validity was also tested using the 

criterion proposed by Fornell and Larcker. This criterion requires the construct's square root of 

the average variance extracted to exceed the correlation with any other construct revealed for all 

constructs, as shown in Table 4. 

Table 2. Item loadings, reliability, and validity. 

Item Loadings 

 

Alpha  CR 

(rho_a) 

CR 

(rho_c) 

AVE VIF 

ATT1 0.710 0.766 0.768 0.842 0.515 1.305 

ATT2 0.690     1.434 

ATT3 0.727     1.443 

ATT4 0.713     1.46 

ATT6 0.748     1.596 

MD1 0.768 0.622 0.645 0.795 0.566 1.319 

MD2 0.811     1.225 

MD4 0.671     1.191 

PEU1 0.814 0.626 0.642 0.801 0.576 1.382 

PEU2 0.640     1.119 

PEU3 0.809     1.439 

PU1 0.740 0.678 0.681 0.806 0.510 1.307 

PU5 0.771     1.442 

PU6 0.671     1.216 

PU7 0.669     1.228 

SF1 0.840 0.611 0.636 0.795 0.567 1.397 

SF2 0.633     1.121 

SF3 0.771     1.322 

TA1 0.816 0.866 0.915 0.904 0.703 2.402 

TA2 0.820     2.372 

TA3 0.855     1.816 

TA4 0.862     1.944 
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Source: Outputs of statistical analysis using Smart PLS software. Note that some items were 

excluded from the scales because they did not meet the required standards.  

Table 3. Discriminant validity – cross-loadings 

Item ATT MD PEU PU SF TA 

ATT1 0.71 0.182 0.447 0.452 0.344 -0.242 

ATT2 0.69 0.093 0.329 0.388 0.256 -0.124 

ATT3 0.727 0.128 0.369 0.404 0.25 -0.174 

ATT4 0.713 0.112 0.303 0.393 0.223 -0.157 

ATT6 0.748 0.1 0.343 0.396 0.309 -0.183 

MD1 0.078 0.768 0.21 0.167 0.237 -0.132 

MD2 0.121 0.811 0.275 0.227 0.275 -0.054 

MD4 0.213 0.671 0.191 0.146 0.17 -0.096 

PEU1 0.416 0.303 0.814 0.563 0.488 -0.113 

PEU2 0.323 0.185 0.64 0.42 0.391 -0.11 

PEU3 0.404 0.193 0.809 0.495 0.404 -0.208 

PU1 0.455 0.16 0.446 0.74 0.446 -0.158 

PU5 0.395 0.201 0.458 0.771 0.367 -0.102 

PU6 0.379 0.179 0.485 0.671 0.324 0.036 

PU7 0.392 0.161 0.488 0.669 0.304 -0.135 

SF1 0.373 0.265 0.488 0.506 0.84 -0.177 

SF2 0.23 0.171 0.359 0.27 0.633 0.004 

SF3 0.261 0.252 0.424 0.344 0.771 -0.068 

TA1 -0.127 -0.163 -0.143 -0.085 -0.084 0.816 

TA2 -0.146 -0.07 -0.123 -0.067 -0.084 0.82 

TA3 -0.255 -0.11 -0.208 -0.159 -0.143 0.855 

TA4 -0.247 -0.075 -0.137 -0.095 -0.073 0.862 

 Source: Outputs of statistical analysis using Smart PLS software 

Table 4. Fornell & Larker Criterion 

 

ATT MD PEU PU SF TA 

ATT 0.718 

     MD 0.175 0.752 

    PEU 0.506 0.305 0.759 

   PU 0.569 0.245 0.655 0.714 

  SF 0.39 0.309 0.567 0.508 0.753 

 TA -0.25 -0.119 -0.188 -0.129 -0.118 0.838 
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Source: Outputs of statistical analysis using Smart PLS software 

 

5.3 Structural model:  

The next step in the analysis was to assess the hypothesized relationships. First, direct 

relationships were tested. The study's structural model displays path coefficient values such as 

beta, t-value, p-value, standard error, ULCI, and LICI. Bootstrapping offers the significance level 

of p-value, which states acceptance or rejection of the hypothesis. Based on these study criteria, 

all hypotheses were accepted and supported as p-values are significant and t-values are greater 

than 1.96. Table 5 show that MD -> PU (β = 0. 245 t = 3.489, p = 0.000) and MD -> PEU (β = 

0.144 t = 2.418, p = 0.016). Therefore, mindfulness and perceived usefulness have a statistically 

significant positive relationship. Also, MD -> PEU (β = 0.144, t = 2.418, p = 0.016) means a 

statistically significant positive relationship exists between mindfulness and perceived ease of 

use. Thus, hypotheses H1a and H1b are supported. Similarly, a statistically significant positive 

relationship exists between self-efficacy and perceived ease of use for SF -> PEU (β = 0.523, t = 

9.047, p = 0.000). Therefore, H2 is supported. From Table 5, it can also be seen that there is a 

statistically significant positive relationship between perceived usefulness and attitude. PU -> 

ATT (β = 0.404, t = 6.903, p = 0.000), indicating that H3 is supported. Lastly, PEU -> ATT (β 

= 0.185, t = 2.541, p = 0.011) shows a statistically significant positive relationship 

between perceived ease of use and attitude. Thus, hypothesis H4 is supported. 

Table 5. Direct relationships (Hypotheses H1 to H4) 

 

Hypo Relationship Std.Beta  Std.Error T P 

 

Decision ULCI LICI 

H1A MD -> PU 0.245 0.07 3.489 0.000 Supported 0.127 0.399 

H1B MD -> PEU 0.144 0.059 2.418 0.016 Supported 0.035 0.266 

H2 SF -> PEU 0.523 0.058 9.047 0.000 Supported 0.403 0.63 

H3 PU -> ATT 0.404 0.059 6.903 0.000 Supported 0.294 0.525 

H4 PEU -> ATT 0.185 0.073 2.541 0.011 Supported 0.037 0.328 

Significant at p = <0.05. Source: Outputs of statistical analysis using Smart PLS software. 

5.4 Moderation analysis:  

Table 6 presents the results of the moderation analysis of technology anxiety on the relationship 

between perceived usefulness and consumer attitude towards the adoption of e-wallets in 

purchase transactions. The results revealed that the moderating role of technology anxiety 

was TA x PU -> ATT (β = 0.074, t = 1.148, p = 0.251). In addition, the confidence interval 

contains zero, which indicates the relationship is insignificant. Therefore, technology anxiety is 

not statistically significant in moderating the relationship between perceived usefulness and 

attitude. Thus, H5 is rejected.  
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Table 6. Moderation analysis (Hypothesis H5). 

 

Hypo 
Relationship Std.Beta  Std.Error T P 

 

Decision ULCI LICI 

H5 TA x PU -> 

ATT 0.074 0.065 1.148 0.251 

Not 

Supported -0.057 0.2 

Significant at p = <0.05. Source: Outputs of statistical analysis using Smart PLS software. 

6. Discussion and Conclusion:  

This study investigated the variables affecting customers' attitudes toward using e-wallets in 

purchase transactions. The results shed light on the complex mechanisms involved in consumer 

behavior regarding e-wallet utilization by revealing several significant connections between the 

variables under study. First, the findings showed a positive, statistically significant relationship 

between mindfulness (MD) and perceived usefulness (PU). The findings imply that people with 

higher mindfulness levels, defined as being fully present and actively involved in everyday 

encounters (Hạnh, 1976), are more inclined to consider e-wallets as helpful tools while making 

purchases. Similarly, the study discovered a positive relationship between mindfulness and 

perceived ease of use (PEU), suggesting that those with higher levels of mindfulness also tend to 

assume that e-wallets are simpler to use. These results underlined the significance of mindfulness 

in influencing consumers' opinions of e-wallets and support hypotheses H1a and H1b. The result 

aligns with pervasive studies; a mindful consumer assessment of technology's usefulness and 

usability is critical to technology adoption and continued use (Sun et al., 2016). Also, usability is 

the primary foundation of technological development (Venkatesh et al., 2003). Individuals who 

practice mindfulness tend to be more confident in their beliefs, according to Langer & Imber 

(1980). Hence, having a strong sense of confidence will lead individuals to place greater 

importance on their beliefs regarding a useful and easy technology when deciding whether to 

adopt it (Anderson, 1971). Additionally, the study examined the connection between self-

efficacy (SF) and perceived ease of use (PEU). The findings showed a statistically significant 

positive relationship between these two variables, indicating that those who believe in their 

abilities are likelier to think that e-wallets are simple. This result supports hypothesis H2, 

highlighting the impact of self-efficacy on consumers' opinions regarding the usability of e-

wallets. This aligns with the findings of Cebeci et al. (2019), Bailey et al. (2017), Agarwal et al. 

(2000), and Lee & Mendlinger (2011), which suggest that the level of self-efficacy significantly 

influences individuals' perceptions of the usability and convenience of technology. Moreover, the 

study examined the connection between perceived usefulness (PU) and attitude (ATT) toward 

adopting e-wallets. The findings showed a statistically significant positive relationship between 

these variables, suggesting that those who perceive e-wallets as useful are more likely to think 

favorably of utilizing them for purchases. This result confirms hypothesis H3 and emphasizes 

how important perceived utility influences consumer attitudes toward adopting e-wallets. 

Likewise, the study examined the relationship between perceived ease of use (PEU) and attitude 

toward adopting e-wallets (ATT). The results showed a statistically significant positive 

relationship between these variables, indicating that people are more likely to have positive 
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attitudes toward using e-wallets if they are simple. This finding validates hypothesis H4. The 

Technology Acceptance Model (TAM) supports this, considering perceived usefulness and ease 

of use as causal factors of attitude toward new technology adoption (Chau, 1996). According to 

several TAM studies, there is a significant relationship between perceived usefulness and attitude 

and between perceived ease of use and attitude (Ha & Stoel, 2009; Shin, 2009; Schierz et al., 

2010; Yang, 2012). Lastly, the study investigated how technological anxiety (TA) can act as a 

moderator in the relationship between perceived usefulness (PU) and attitude (ATT). The 

findings, however, showed no statistically significant moderating effect of technology anxiety on 

this relationship. The analysis showed that people's degrees of technological anxiety unaffected 

the association between attitude and perceived usefulness. Therefore, hypothesis H5 was 

rejected, which proposed no moderating role of technological anxiety. The findings differ from 

previous studies; technology anxiety weakens the relationship between perceived usefulness and 

attitudes (Tsai et al., 2020; Cebeci et al., 2019). The difference in results from previous studies 

may be due to several reasons. The study sample primarily consists of young individuals with 

bachelor's degrees who may have less fear and anxiety about technology due to their familiarity 

with its use. Additionally, during the 2020 Corona pandemic, the government was compelled to 

switch from using paper currencies to electronic payment methods to prevent the spread of 

infection. This enforcement forced people to adopt and become accustomed to these electronic 

payment methods. Finally, the Kingdom of Saudi Arabia (KSA), represented by the Saudi 

Central Bank (SAMA), is supporting the acceptance and use of e-money to help the country 

transition to a society that primarily relies on electronic transactions as part of its efforts to meet 

the objectives defined in Saudi Vision 2030. The government supports individuals and 

businesses in converting and adopting e-wallets and moving its services to e-government 

services. Hence, individuals in Saudi Arabia have become more comfortable using new 

technology. 

7. Managerial Implications:  

The study has several implications for practitioners and businesses in the digital payment sector. 

First, the findings highlight the need to enhance the perceived usefulness and ease of use of e-

wallets. Businesses should work to provide users with smooth, compelling user experiences that 

highlight the usefulness and ease of utilizing e-wallets for transactions. Second, the study also 

emphasizes the importance of individuals trusting their own technological abilities. Companies 

could fund user education and training initiatives to raise users' self-efficacy in using e-wallets 

and give them the confidence to adopt the technology. Third, the study highlights the importance 

of increasing users' self-efficacy in new technology. Regarding e-wallets, businesses should offer 

clear communication, user-friendly interfaces, and efficient customer service. Overall, the 

research findings can guide marketing strategies, user experience designs, and customer support 

programs that encourage e-wallet usage and promote the growth of digital payment systems 

across various industries. 
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8. Limitations and future research:   
Despite the valuable insights provided by the study, certain limitations should be acknowledged. 

These limitations create opportunities for further research to expand and improve our 

understanding of e-wallet adoption. First, the study specifically focuses on the context of Saudi 

Arabia. Although this offers insightful information about the elements driving e-wallet 

acceptance in that specific environment, it may limit the generalizability of the findings to other 

cultural and geographic contexts. Future studies may examine various countries and regions to 

investigate how economic and cultural variables affect consumer attitudes toward e-wallet 

adoption. Second, the study used a snowball sampling method as a non-probability sample, 

which introduces a potential bias since respondents are selected conveniently. This also limits the 

generalizability of the study findings, as the sample might not be representative of the entire 

population. Third, the study used surveys to collect data. This method introduces potential biases 

and limitations to this method, such as social desirability bias and memory recall issues. Later 

research may use different techniques, such as interviews, to gain a more comprehensive 

understanding of the factors that influence consumer attitudes and behaviors toward e-wallets. 

Fourth, the study focuses on mindfulness, self-efficacy, perceived usefulness, ease of use, and 

new technology anxiety. Although these variables offer valuable insights, other factors, such as 

trust, security, and privacy concerns, might also impact consumer attitudes toward e-wallet 

adoption. Future studies could investigate the significance of these variables to give a more 

complete picture of e-wallet acceptance. In conclusion, future research should address the current 

study's limitations, even if it offers insightful information on the factors impacting consumer 

attitudes about e-wallet adoption. By exploring different contexts, employing diverse research 

methods, and exploring different variables, future studies can further improve our understanding 

of e-wallet acceptance and contribute to the development of effective strategies for promoting 

digital payment systems. 

 

References 

Agarwal, R., Sambamurthy, V., & Stair, R. M. (2000, December). Research Report: The 

Evolving Relationship Between General and Specific Computer Self-Efficacy—An 

Empirical Assessment. Information Systems Research, 11(4), 418–430. 

https://doi.org/10.1287/isre.11.4.418.11876 

Ajzen, I. (1991, December). The theory of planned behavior. Organizational Behavior and 

Human Decision Processes, 50(2), 179–211. https://doi.org/10.1016/0749-5978(91)90020-t 

Anderson, N. H. (1971, May). Integration theory and attitude change. Psychological 

Review, 78(3), 171–206. https://doi.org/10.1037/h0030834 

Andrew, J. V., Ambad, S. N. A., & Tan, K. E. (2020, February 21). A Model of Factors 

Influencing Consumersâ€TMIntention to Use e-Wallet System in Malaysia: A Systematic 

Review. Malaysian Journal of Business and Economics (MJBE), 6(2), 53. 

https://doi.org/10.51200/mjbe.v0i0.2172 

Argote. (2006). Introduction to mindfulness. Journal of Organizational Science. 

Bailey, A. A., Pentina, I., Mishra, A. S., & Ben Mimoun, M. S. (2017, June 12). Mobile 

payments adoption by US consumers: an extended TAM. International Journal of Retail & 

Distribution Management, 45(6), 626–640. https://doi.org/10.1108/ijrdm-08-2016-0144 

https://doi.org/10.1287/isre.11.4.418.11876


    International Journal of Economics, Business and Management Research 

Vol. 8, No.06; 2024 

ISSN: 2456-7760 

www.ijebmr.com Page 164 

 

Bhatia, S., Madabushi, J., Kolli, V., Bhatia, S., & Madaan, V. (2013). The Bhagavad Gita and 

contemporary psychotherapies. Indian Journal of Psychiatry, 55(6), 315. 

https://doi.org/10.4103/0019-5545.105557 

Brown, K. W., & Ryan, R. M. (2003). The benefits of being present: Mindfulness and its role in 

psychological well-being. Journal of Personality and Social Psychology, 84(4), 822–848. 

https://doi.org/10.1037/0022-3514.84.4.822 

Brown, K. W., Ryan, R. M., & Creswell, J. D. (2007, October 19). Mindfulness: Theoretical 

Foundations and Evidence for its Salutary Effects. Psychological Inquiry, 18(4), 211–237. 

https://doi.org/10.1080/10478400701598298 

Carroll, J. S., & Anderson, N. H. (1982). Foundations of Information Integration Theory. The 

American Journal of Psychology, 95(4), 708. https://doi.org/10.2307/1422202 

Cebeci, U., Ince, O., & Turkcan, H. (2019, November 1). UNDERSTANDING THE 

INTENTION TO USE NETFLIX: AN EXTENDED TECHNOLOGY ACCEPTANCE 

MODEL APPROACH. International Review of Management and Marketing, 9(6), 152–

157. https://doi.org/10.32479/irmm.8771 

Chau, P. Y. (1996, September). An Empirical Assessment of a Modified Technology Acceptance 

Model. Journal of Management Information Systems, 13(2), 185–204. 

https://doi.org/10.1080/07421222.1996.11518128 

Chen, B., & Sintov, N. (2016, December). Bridging the gap between sustainable technology 

adoption and protecting natural resources: Predicting intentions to adopt energy 

management technologies in California. Energy Research &  

Social Science, 22, 210–223. https://doi.org/10.1016/j.erss.2016.10.003 

Chen, L. D. (2008). A model of consumer acceptance of mobile payment. International Journal 

of Mobile Communications, 6(1), 32. https://doi.org/10.1504/ijmc.2008.015997 

CHOU, C. C., CHANG, C. P., LEE, T. T., CHOU, H. F., & MILLS, M. E. (2013, July). 

Technology Acceptance and Quality of Life of the Elderly in a Telecare Program. CIN: 

Computers, Informatics, Nursing, 31(7), 335–342. 

https://doi.org/10.1097/nxn.0b013e318295e5ce 

Dabholkar, P. A., & Bagozzi, R. P. (2002). An Attitudinal Model of Technology-Based Self-

Service: Moderating Effects of Consumer Traits and Situational Factors. Journal of the 

Academy of Marketing Science, 30(3), 184–201. 

https://doi.org/10.1177/00970302030003001 

Dahlberg, T., Guo, J., & Ondrus, J. (2015, September). A critical review of mobile payment 

research. Electronic Commerce Research and Applications, 14(5), 265–284. 

https://doi.org/10.1016/j.elerap.2015.07.006 

Daniel, C., Walsh, I., & Mesmer‐Magnus, J. (2022, April 22). Mindfulness: Unpacking its three 

shades and illuminating integrative ways to understand the construct. International Journal 

of Management Reviews, 24(4), 654–683. https://doi.org/10.1111/ijmr.12296 

Davis, F. D. (1989, September). Perceived Usefulness, Perceived Ease of Use, and User 

Acceptance of Information Technology. MIS Quarterly, 13(3), 319. 

https://doi.org/10.2307/249008 

Feruglio, S., Matiz, A., Pagnoni, G., Fabbro, F., & Crescentini, C. (2021, December). The Impact 

of Mindfulness Meditation on the Wandering Mind: A Systematic Review. Neuroscience & 



    International Journal of Economics, Business and Management Research 

Vol. 8, No.06; 2024 

ISSN: 2456-7760 

www.ijebmr.com Page 165 

 

Biobehavioral Reviews, 131, 313–330. https://doi.org/10.1016/j.neubiorev.2021.09.032 

Fintech Saudi – فنتك السعودية. (n.d.). https://fintechsaudi.com 

Fiol, C. M., & O’Connor, E. J. (2003, January 1). Waking up! Mindfulness in the Face of 

Bandwagons. The Academy of Management Review, 28(1), 54. 

https://doi.org/10.2307/30040689 

Fishbein, M., & Ajzen, I. (1975, January 1). Belief, Attitude, Intention, and Behavior. Addison 

Wesley Publishing 

Company.http://books.google.ie/books?id=8o0QAQAAIAAJ&q=Belief,+Attitude,+Intentio

n,+and+Behavior:+An+Introduction+to+Theory+and+Research&dq=Belief,+Attitude,+Inte

ntion,+and+Behavior:+An+Introduction+to+Theory+and+Research&hl=&cd=1&source=g

bs_api 

Flavián, C., Guinaliu, M., & Lu, Y. (2020, October 14). Mobile payments adoption – introducing 

mindfulness to understand consumer behavior better. International Journal of Bank 

Marketing, 38(7), 1575–1599. https://doi.org/10.1108/ijbm-01-2020-0039 

Gan, C. E., Cohen, D. A., Hu, B., Tran, M. C., Dong, W., & Wang, A. (2016, October 3). The 

relationship between credit card attributes and the demographic characteristics of card users 

in China. International Journal of Bank Marketing, 34(7), 966–984. 

https://doi.org/10.1108/ijbm-09-2015-0133 

George Saadé, R., & Kira, D. (2009). Computer Anxiety in E-Learning: The Effect of Computer 

Self-Efficacy. Journal of Information Technology Education: Research, 8, 177–191. 

https://doi.org/10.28945/166 

Gethin, R. (2011, May 1). On some definitions of mindfulness. Contemporary Buddhism, 12(1), 

263–279. https://doi.org/10.1080/14639947.2011.564843 

Ha, S., & Stoel, L. (2009, May). Consumer e-shopping acceptance: Antecedents in a technology 

acceptance model. Journal of Business Research, 62(5), 565–571. 

https://doi.org/10.1016/j.jbusres.2008.06.016 

Hammouri, Q., Aloqool, A., Saleh, B. A., Aldossary, H., Frejat, S. Y. A., Halim, M., Almajali, D. 

A., Al-Gasawneh, J. A., & Darawsheh, S. R. (2023). An empirical investigation on 

acceptance of e-wallets in the fintech era in Jordan: Extending UTAUT2 model with 

perceived trust. International Journal of Data and Network Science, 7(3), 1249–1258. 

https://doi.org/10.5267/j.ijdns.2023.4.013 

Hạnh, N. (1976, January 1). The Miracle of 

Mindfulness! http://books.google.ie/books?id=rLoKAAAAYAAJ&q=The+Miracle+of+Min

dfulness&dq=The+Miracle+of+Mindfulness&hl=&cd=4&source=gbs_api 

Hasan, B., & Ahmed, M. U. (2010, July 1). A Path Analysis of the Impact of Application-

Specific Perceptions of Computer Self-Efficacy and Anxiety on Technology 

Acceptance. Journal of Organizational and End User Computing, 22(3), 82–95. 

https://doi.org/10.4018/joeuc.2010070105 

Hoang, T. D. L., Nguyen, H. T., Vu, D. T., & Le, A. T. T. (2023, December 29). The role of 

mindfulness in promoting purchase intention. Spanish Journal of Marketing - ESIC, 28(2), 

228–247. https://doi.org/10.1108/sjme-12-2022-0252 

Humayrah, S. (2023, July 28). THE IMPACT OF MINDFULNESS ON MOBILE PAYMENT 

TOOL USAGE. Journal of Entrepreneurship, 118–138. 



    International Journal of Economics, Business and Management Research 

Vol. 8, No.06; 2024 

ISSN: 2456-7760 

www.ijebmr.com Page 166 

 

https://doi.org/10.56943/joe.v2i3.350 

Igbaria, M. (1995, December). The effects of self-efficacy on computer usage. Omega, 23(6), 

587–605. https://doi.org/10.1016/0305-0483(95)00035-6 

Indarsin, & Ali. (2017). Attitude toward Using m-Commerce: The Analysis of Perceived 

Usefulness, Perceived Ease of Use, and Perceived Trust: Case Study in Ikens Wholesale 

Trade, Jakarta – Indonesia. Saudi Journal of Business and Management Studies. 

Jashapara, A., & Tai, W. C. (2011, January 10). Knowledge Mobilization Through E-Learning 

Systems: Understanding the Mediating Roles of Self-Efficacy and Anxiety on Perceptions 

of Ease of Use. Information Systems Management, 28(1), 71–83. 

https://doi.org/10.1080/10580530.2011.536115 

Kabat-Zinn, J. (2003, May 1). Mindfulness-Based Interventions in Context: Past, Present, and 

Future. Clinical Psychology: Science and Practice, 10(2), 144–156. 

https://doi.org/10.1093/clipsy/bpg016 

Karim, M., Haque, Arije Ulfy, Hossain, & Anis. (2020). Factors Influencing the Use of E-wallet 

as a Payment Method among Malaysian Young Adults. Journal of International Business 

and Management. 

Karjaluoto, H., Shaikh, A. A., Leppäniemi, M., & Luomala, R. (2019, November 18). Examining 

consumers’ usage intention of contactless payment systems. International Journal of Bank 

Marketing, 38(2), 332–351. https://doi.org/10.1108/ijbm-04-2019-0155 

Keane. (2015). Mindfulness at work. New Zealand Management. 

Kim, & Pang. (2019). The Impact of Mindfulness on IT Continuance Usage: Focused on 

Smartwatch Continuance Usage. Journal of Information Technology Services. 

Lafferty, B. A., Goldsmith, R. E., & Newell, S. J. (2002, July). The Dual Credibility Model: The 

Influence of Corporate and Endorser Credibility on Attitudes and Purchase 

Intentions. Journal of Marketing Theory and Practice, 10(3), 1–11. 

https://doi.org/10.1080/10696679.2002.11501916 

Langer, E. J. (1989, January 1). Mindfulness. Da Capo Lifelong Books. 

http://books.google.ie/books?id=W7gf8K2U44kC&q=Mindfulness.+Reading,+MA:+Addis

on-+Wesley&dq=Mindfulness.+Reading,+MA:+Addison-

+Wesley&hl=&cd=4&source=gbs_api 

Langer, E. J., & Imber, L. (1980). Role of mindlessness in the perception of deviance. Journal of 

Personality and Social Psychology, 39(3), 360–367. https://doi.org/10.1037/0022-

3514.39.3.360 

Langer. (2014). Mindfulness forward and back. The Wiley Blackwell Handbook of Mindfulness. 

Lee, J. W., & Mendlinger, S. (2011). Perceived Self-Efficacy and Its Effect on Online Learning 

Acceptance and Student Satisfaction. Journal of Service Science and Management, 04(03), 

243–252. https://doi.org/10.4236/jssm.2011.43029 

Liébana-Cabanillas, F., Muñoz-Leiva, F., & Sánchez-Fernández, J. (2017, February 8). A global 

approach to the analysis of user behavior in mobile payment systems in the new electronic 

environment. Service Business, 12(1), 25–64. https://doi.org/10.1007/s11628-017-0336-7 

MacKenzie, S. B., & Lutz, R. J. (1989, April). An Empirical Examination of the Structural 

Antecedents of Attitude toward the Ad in an Advertising Pretesting Context. Journal of 

Marketing, 53(2), 48. https://doi.org/10.2307/1251413 



    International Journal of Economics, Business and Management Research 

Vol. 8, No.06; 2024 

ISSN: 2456-7760 

www.ijebmr.com Page 167 

 

Managing the Unexpected: Assuring High Performance in an Age of Complexity. (2002, July 

1). Work Study, 51(4). https://doi.org/10.1108/ws.2002.07951dae.003 

Marakas, G. M., Yi, M. Y., & Johnson, R. D. (1998, June). The Multilevel and Multifaceted 

Character of Computer Self-Efficacy: Toward Clarification of the Construct and an 

Integrative Framework for Research. Information Systems Research, 9(2), 126–163. 

https://doi.org/10.1287/isre.9.2.126 

Meuter, M. L., Ostrom, A. L., Bitner, M. J., & Roundtree, R. (2003, November). The influence of 

technology anxiety on consumer use and experiences with self-service technologies. Journal 

of Business Research, 56(11), 899–906. https://doi.org/10.1016/s0148-2963(01)00276-4 

My-Quyen, M. T., Hau, L. N., & Thuy, P. N. (2020, July 27). Mindful co-creation of 

transformative service for better well-being. Service Business, 14(3), 413–437. 

https://doi.org/10.1007/s11628-020-00422-9 

Ndubisi, N. O. (2012, April). Mindfulness, reliability, pre-emptive conflict handling, customer 

orientation and outcomes in Malaysia’s healthcare sector. Journal of Business 

Research, 65(4), 537–546. https://doi.org/10.1016/j.jbusres.2011.02.019 

Ndubisi, N. O. (2014, March 7). Consumer Mindfulness and Marketing 

Implications. Psychology & Marketing, 31(4), 237–250. https://doi.org/10.1002/mar.20691 

Oly Ndubisi, N. (2012, June 22). Mindfulness, quality, and reliability in small and large 

firms. International Journal of Quality & Reliability Management, 29(6), 600–606. 

https://doi.org/10.1108/02656711211245683 

Oly Ndubisi, N. (2012, June 22). Relationship quality: the upshot of mindfulness‐based 

marketing strategy in small organizations. International Journal of Quality & Reliability 

Management, 29(6), 626–641. https://doi.org/10.1108/02656711211245638 

Oredo, J. O., & Njihia, J. M. (2014, December 21). Mindfulness and Quality of Innovation in 

Cloud Computing Adoption. International Journal of Business and Management, 10(1). 

https://doi.org/10.5539/ijbm.v10n1p144 

Ozturk, A. B. (2016, April 11). Customer acceptance of cashless payment systems in the 

hospitality industry. International Journal of Contemporary Hospitality Management, 28(4), 

801–817. https://doi.org/10.1108/ijchm-02-2015-0073 

Park, J., Ahn, J., Thavisay, T., & Ren, T. (2019, March). Examining the role of anxiety and social 

influence in multi-benefits of mobile payment service. Journal of Retailing and Consumer 

Services, 47, 140–149. https://doi.org/10.1016/j.jretconser.2018.11.015 

Parker, C. M., & Castleman, T. (2009, February 13). Small firm e‐business adoption: a critical 

analysis of theory. Journal of Enterprise Information Management, 22(1/2), 167–182. 

https://doi.org/10.1108/17410390910932812 

Purbondaru, S. A., Saputra, F. E., Salim, M., & Anggarawati, S. (2023, April 30). Adoption of E-

Wallets in Indonesia: Integrating Mindfulness into the Technology Acceptance 

Model. Journal of Madani Society, 2(1), 34–44. https://doi.org/10.56225/jmsc.v2i1.176 

Raharjanti, N. W., Wiguna, T., Purwadianto, A., Soemantri, D., Indriatmi, W., Poerwandari, E. 

K., Mahajudin, M. S., Nugrahadi, N. R., Roekman, A. E., Saroso, O. J. D. A., Ramadianto, 

A. S., & Levania, M. K. (2022, July). Translation, validity, and reliability of decision style 

scale in a forensic psychiatric setting in Indonesia. Heliyon, 8(7), e09810. 

https://doi.org/10.1016/j.heliyon.2022.e09810 



    International Journal of Economics, Business and Management Research 

Vol. 8, No.06; 2024 

ISSN: 2456-7760 

www.ijebmr.com Page 168 

 

Raman, R., & McClelland, L. (2016, January). Bringing Compassion Into Information Systems 

Research: A Research Agenda And Call To Action. Academy of Management 

Proceedings, 2016(1), 17415. https://doi.org/10.5465/ambpp.2016.17415abstract 

Reid, & Levy. (2008). Integrating Trust and Computer Self-Efficacy with TAM: An Empirical 

Assessment of Customers' Acceptance of Banking Information Systems (BIS) in 

Jamaica. Journal of Internet Banking & Commerce. 

Reychav, I., Beeri, R., Balapour, A., Raban, D. R., Sabherwal, R., & Azuri, J. (2019, February). 

How reliable are self-assessments using mobile technology in healthcare? The effects of 

technology identity and self-efficacy. Computers in Human Behavior, pp. 91, 52–61. 

https://doi.org/10.1016/j.chb.2018.09.024 

Salameh, A. A., Hayat, N., & Ali, A. (2023, April 26). Reconnoitering the Effects of Risk and 

Knowledge on Use Intention for E-money Services Among Saudi Arabian 

Residents. Business Perspectives and Research, 12(1), 133–148. 

https://doi.org/10.1177/22785337221148841 

Sam, Othman, & Nordin. (2005). Computer Self-Efficacy, Computer Anxiety, and Attitudes 

toward the Internet: A Study among Undergraduates in Unimas. Educational Technology & 

Society. 

Sam, Othman, & Nordin. (2005). Computer Self-Efficacy, Computer Anxiety, and Attitudes 

toward the Internet: A Study among Undergraduates in Unimas. Journal of Educational 

Technology and Society. 

Sánchez, R. A., & Hueros, A. D. (2010, November). Motivational factors that influence the 

acceptance of Moodle using TAM. Computers in Human Behavior, 26(6), 1632–1640. 

https://doi.org/10.1016/j.chb.2010.06.011 

Sánchez, R. A., & Hueros, A. D. (2010, November). Motivational factors that influence the 

acceptance of Moodle using TAM. Computers in Human Behavior, 26(6), 1632–1640. 

https://doi.org/10.1016/j.chb.2010.06.011 

SANGADJI, & Sopiah. (2013). Perilaku Konsumen : Pendekatan Praktis Disertai 

Himpunan. Journal Penelitian / Etta Mamang Sangadji; Sopiah. 

Schierz, P. G., Schilke, O., & Wirtz, B. W. (2010, May). Understanding consumer acceptance of 

mobile payment services: An empirical analysis. Electronic Commerce Research and 

Applications, 9(3), 209–216. https://doi.org/10.1016/j.elerap.2009.07.005 

Schwarzer , & Jerusalem . (1995). Generalized Self-Efficacy Scale (GSES). Measures in Health 

Psychology: A User’s Portfolio. Causal and Control Beliefs Windsor. , Schwarzer. 

Seetharaman, K., Palaniappan, & Weber. (2017). Factors Influencing Behavioral Intention to Use 

the Mobile Wallet in Singapore. Journal of Applied Economics and Business Research. 

Senali, M. G., Iranmanesh, M., Ismail, F. N., Rahim, N. F. A., Khoshkam, M., & Mirzaei, M. 

(2022, May 30). Determinants of Intention to Use e-Wallet: Personal Innovativeness and 

Propensity to Trust as Moderators. International Journal of Human-Computer 

Interaction, 39(12), 2361–2373. https://doi.org/10.1080/10447318.2022.2076309 

Shah, Hassan, & Embi. (2012). Technology acceptance and computer anxiety. International 

Conference on Innovation Management and Technology Research. 

Shin, D. H. (2009, November). Towards an understanding of the consumer acceptance of mobile 

wallets. Computers in Human Behavior, 25(6), 1343–1354. 



    International Journal of Economics, Business and Management Research 

Vol. 8, No.06; 2024 

ISSN: 2456-7760 

www.ijebmr.com Page 169 

 

https://doi.org/10.1016/j.chb.2009.06.001 

Song, Y., Yang, Y., & Cheng, P. (2022, February 18). The Investigation of Adoption of Voice-

User Interface (VUI) in Smart Home Systems among Chinese Older Adults. Sensors, 22(4), 

1614. https://doi.org/10.3390/s22041614 

State of the Industry Report - Mobile for Development. (2023, September 26). Mobile for 

Development. https://www.gsma.com/sotir/ 

Suki. (2011). Exploring the relationship between perceived usefulness, perceived ease of use, 

perceived enjoyment, attitude, and subscribers' intention towards using 3G mobile 

services. Journal of Information Technology Management. 

Sultan, F., Rohm, A. J., & Gao, T. T. (2009, November). Factors Influencing Consumer 

Acceptance of Mobile Marketing: A Two-Country Study of Youth Markets. Journal of 

Interactive Marketing, 23(4), 308–320. https://doi.org/10.1016/j.intmar.2009.07.003 

Sun, & Fang. (2010). Toward a Model of Mindfulness in Technology Acceptance. Proceedings of 

the International Conference on Information Systems. 

Sun, H., Fang, Y., & Zou, H. (2016, June). Choosing a Fit Technology: Understanding 

Mindfulness in Technology Adoption and Continuance. Journal of the Association for 

Information Systems, 17(6), 377–412. https://doi.org/10.17705/1jais.00431 

Sun, Wang, & Cao. (2009). An Extended TAM for Analyzing Adoption Behavior of Mobile 

Commerce. 2009 Eighth International Conference on Mobile Business. 

Surendran. (2012). Technology acceptance model: A survey of the literature. International 

Journal of Business and Social Research. 

Svenningsson, J., Höst, G., Hultén, M., & Hallström, J. (2021, February 13). Students’ attitudes 

toward technology: exploring the relationship among affective, cognitive and behavioral 

components of the attitude construct. International Journal of Technology and Design 

Education, 32(3), 1531–1551. https://doi.org/10.1007/s10798-021-09657-7 

Thompson, R. L., Higgins, C. A., & Howell, J. M. (1991, March). Personal Computing: Toward 

a Conceptual Model of Utilization. MIS Quarterly, 15(1), 125. 

https://doi.org/10.2307/249443 

Tsai, T. H., Lin, W. Y., Chang, Y. S., Chang, P. C., & Lee, M. Y. (2020, January 13). Technology 

anxiety and resistance to change the behavioral study of a wearable cardiac warming system 

using an extended TAM for older adults. PLOS ONE, 15(1), e0227270. 

https://doi.org/10.1371/journal.pone.0227270 

Venkatesh, M., Davis, & Davis. (2003). User Acceptance of Information Technology: Toward a 

Unified View. MIS Quarterly, 27(3), 425. https://doi.org/10.2307/30036540 

Venkatesh, V., & Davis, F. D. (2000, February). A Theoretical Extension of the Technology 

Acceptance Model: Four Longitudinal Field Studies. Management Science, 46(2), 186–204. 

https://doi.org/10.1287/mnsc.46.2.186.11926 

Wu, J. H., & Wang, S. C. (2005, July). What drives mobile commerce? Information & 

Management, 42(5), 719–729. https://doi.org/10.1016/j.im.2004.07.001 

Yang, K. (2012, September). Consumer technology traits in determining mobile shopping 

adoption: An application of the extended theory of planned behavior. Journal of Retailing 

and Consumer Services, 19(5), 484–491. https://doi.org/10.1016/j.jretconser.2012.06.003 

Yi, Y. (1990, June). Cognitive and Affective Priming Effects of the Context for Print 



    International Journal of Economics, Business and Management Research 

Vol. 8, No.06; 2024 

ISSN: 2456-7760 

www.ijebmr.com Page 170 

 

Advertisements. Journal of Advertising, 19(2), 40–48. 

https://doi.org/10.1080/00913367.1990.10673186 

Zhang, X., Han, X., Dang, Y., Meng, F., Guo, X., & Lin, J. (2016, August 26). User acceptance 

of mobile health services from users’ perspectives: The role of self-efficacy and response-

efficacy in technology acceptance. Informatics for Health and Social Care, 42(2), 194–206. 

https://doi.org/10.1080/17538157.2016.1200053 

 


	Factors Influencing Consumer’s Attitude Toward Adopting
	e-wallets in Purchase Transactions
	Abstract
	1. Introduction:
	2. Literature Review:
	2.1 The Technology Acceptance Model (TAM):
	2.2 Mindfulness:
	Mindfulness is a meditative method to improve an individual's concentration and consciousness. Buddhism (Gethin, 2011) and Hinduism (Bhatia et al., 2013) are the origins of mindfulness. According to Hạnh (1976), mindfulness is 'keeping one's conscious...
	2.3 Mindfulness, Perceived Usefulness, and Perceived Ease of Use:
	Perceived usefulness is the extent to which an individual believes utilizing a specific technology will improve their performance (Sun et al., 2016). Thompson et al. (1991) indicate that individuals will utilize information technology if they are awar...
	2.4 Self-Efficacy and Perceived Ease of Use:
	Self-efficacy refers to an individual's belief in their ability to perform things in a given manner (Sánchez & Hueros, 2010). To clarify, individuals with computer self-efficacy believe in their ability to navigate and use computer systems effectively...
	2.5 Attitude, Perceived Usefulness, and Perceived Ease of Use:
	According to Fishbein & Ajzen (1975), an individual's evaluation of behavior, whether positive or negative, reflects his attitude toward that behavior. Attitude is a psychological concept that arises from an individual's cognition (thought), values (b...
	2.6 The Moderating Role of New Technology Anxiety:
	According to Sam et al. (2005), technology anxiety refers to the apprehension or concern about potential negative consequences that may arise from the use of technology. Hence, individuals with a high degree of technological anxiety experience feeling...
	Source: Outputs of statistical analysis using Smart PLS software. Note that some items were excluded from the scales because they did not meet the required standards.
	Source: Outputs of statistical analysis using Smart PLS software
	Source: Outputs of statistical analysis using Smart PLS software (1)

