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[bookmark: _Toc205391036]         Abstract
The growth of M-Payment services is enormous, creating the need to understand the acceptance of such technology to enhance consumer loyalty. The exponential rise of M-Payment services necessitates an awareness of the adoption of such technology to improve consumer loyalty. The purpose of this work is to evaluate the acceptance of M-Payment services in the context of Bangladesh. The study looked into M-Payment service adoption in Bangladesh via the lens of the Technology Acceptance Model (TAM). To test the proposed hypotheses, the study used PLS-SEM (Partial Least Squares Structural Equation Modeling). Data were collected by using Google form from 386 respondents currently residing in Bangladesh. The researchers were interested in collecting responses from those who had previously used or are currently using M-Payment services. The data collected was determined to be reliable and valid. Based on that, the PLS-SEM was conducted. The study proposed that Subjective Norms (SN) have a positive impact on perceived usefulness (PU) and perceived ease of use (PEOU). Similarly, Perceived Trust has a positive impact on perceived usefulness (PU) and perceived ease of use (PEOU). The PEOU has a positive influence on perceived usefulness (PU), Attitude (AT), and Behavioral Intention (BI). Also, PU has a positive relationship with AT and Behavioral Intention (BI). Attitude (AT) has a positive impact on Behavioral Intention (BI). All these theoretically proposed research hypotheses were found to be supported. The future research may focus on investigating the acceptance of M-Payment services in Bangladesh by integrating other competing theoretical frameworks to explain the adoption of such services.
Key Words: M-Payment Services, Technology Acceptance Model (TAM)
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[bookmark: _top]Introduction

Rapid advances in handheld devices have dramatically altered and expanded the usefulness of mobile phones, allowing individuals to utilize them for more than just instant communication. Mobile commerce (m-commerce) has emerged as a key area for mobile phone use in the wireless era. Mobile payments (M-Payments) are becoming a crucial driver of m-commerce, as every purchase of products or services via m-commerce channels necessitates the usage of a payment system. In other words, consumers' approval of M-Payments made through terminals like smartphones or tablets is crucial to the success of mobile commerce. In Bangladesh, Bikash, Nagad, Rocket (Dutch Bangla Bank), Some Bank has their own app system for payment like Upay (UCB Fintech Company). Payment services in Bangladesh include mobile money services, payment gateways, and peer-to-peer (P2P) lending. 

Mobile Money Services
bKash: A popular mobile money service that allows users to send and receive money using their mobile phones 
Nagad: A household name in Bangladesh that offers a range of services 
Rocket: A household name in Bangladesh that offers a range of services 

Payment Gateways
SSLCOMMERZ: A leading payment gateway that offers digital payment solutions across web and mobile platforms 
aamarPay: An online payment gateway that accepts a variety of payment methods, including Visa, MasterCard, and bKash 
PortWallet: A payment gateway with a setup fee 
ShurjaPay: A payment gateway with a setup fee 

Peer-to-peer lending (P2P lending): Online lending transactions between individuals

National Payment System 
National Payment Switch Bangladesh (NPSB): A domestic ATM sharing network that allows customers of member banks to use their cards at other member banks' ATMs
Other payment services 
PayPal: An online payment gateway that is more suitable for businesses with an international presence.
bKash is a global leader in mobile money. bKash is the clear industry leader in Bangladesh, with a market share of around 75% of transactions. Accordingly, the firm is also a global mobile money leader. The firm is 51% controlled by BRAC Bank, one of the most respected banks in Bangladesh, while other high-profile shareholders include Money in Motion (one of the key drivers of M-Pesa’s success), the Bill and Melinda Gates Foundation, Alipay, the International Finance Corporation and Softbank. As of June 2022, the firm had 62.3mn customers (of whom 37.5mn were active), 280k merchants and 295k agents in its network. It facilitated BDT3.4tn transactions during the H1 period (US$39bn). bKash: Top line pricing pressure is partly due to mix shifts as elsewhere, mobile money in Bangladesh primarily arose as a peer-to-peer payments vehicle; a means of sending money easily and cheaply to friends and family, or small businesses. For such transactions, typically the money does not stay long within the mobile money network. Operators generate cash in/cash out fees but agents typically take the lion’s share of these fees. A shift to e-wallet functionality, where deposited money can be used for a wide range of goods and services provides more opportunities for touch points with the customer. Although take-rates will be lower, margins can be higher (since there is no physical agent intermediary). And the overall revenue opportunity is also much greater. We can see that bKash's revenue margins have been declining steadily over the past few years.
As of July 2023, Nagad held 18.1% of the mobile financial services (MFS) market in Bangladesh. This made Nagad the second-largest MFS provider in the country, after bKash, which had a 39.9% share. 
Explanation
· Nagad is a mobile financial service (MFS) operated by the Bangladesh Post Office. 
· It was launched in 2019 by merging the Post Office's Money Transfer System (EMTs) and Postal Cash Card. 
· Nagad has grown quickly, and is now a household name in Bangladesh. 
· Nagad's growth has been driven by its focus on rural areas, its innovative services, and its partnerships with public and private sector organizations.
 Furthermore, the increased use of M-Payment systems would benefit more than just consumers. Since M-Payments are more cost-effective than paper-based payment systems, their success is significant because it can benefit individual businesses that invest in their growth and raise the standard of financial services in a nation (Bank of Thailand, 2015). Bangladesh Bank launched effective off-branch Mobile Financial Services (MFS) in 2011 as a result of the nation's enhanced IT infrastructure, widespread mobile phone network, and high mobile phone user base. The Bank-Led model of MFS has grown at an exponential rate in the last ten years, making it the largest MFS market globally. Through MFS locally, Bangladesh Bank allows cash in, cash out, person-to-person (P2P), person-to-business (P2B), business-to-person (B2P), person-to-government (P2G), and government-to-person (G2P) payment services. Cross-border money transactions are not allowed with this service. Nonetheless, it is acceptable for local banks to disburse inward foreign remittances. With a photo and valid identity, any adult can open an MFS account with any provider at an agent location or bank office. In this instance, it is not allowed for one individual to have multiple MFS accounts with the same supplier.
As of the end of 2023, there were more than 100 million mobile banking accounts in Bangladesh, demonstrating the country's notable advancements in mobile payments. Nonetheless, the nation's main form of payment is still cash. 
Here are some details about mobile payments in Bangladesh:
· Mobile Financial Services (MFS)
Digital payments have become more accessible thanks to MFS services like bKash, Rocket, and Nagad, particularly for the underbanked and unbanked MFS services provide cash-in, cash-out, business-to-business (B2P), government-to-person (G2P), person-to-government (P2G), and person-to-business (P2B) funds transfers.
Digital Wallets and P2P Apps
Peer-to-peer (P2P) payment apps and digital wallets are likewise becoming more and more popular. By locating the contact details of others, P2P apps enable users to transmit money to them. 
· Microfinance
By enabling microfinance institutions to provide services online, digital payments have improved transaction speed, security, and transparency. 


· Cash Use
In Bangladesh, cash remains the most common form of payment, even with the rise of mobile payments. Inadequate infrastructure, low levels of digital literacy, and problems with trust in digital financial systems are some of the causes of this.
E-payment is the electronic transfer of a value of payment from a payer to a payee through an electronic payment method. E-payment systems are web-based user interfaces that allow customers to remotely access and manage their bank accounts and transactions. (Weir et al. 2006, Lim 2008). Two requirements must be fulfilled for an M-Payment system to be implemented successfully: (1) e-merchants, or online sellers, must provide the system to customers as a payment option, and (2) e-consumers must accept the system when completing their online transactions. The problem of acceptance of M-Payment systems by e-consumers that has been widely investigated. Consumer-to-business, consumer-to-consumer, consumer-to-machine (Paying for small-value transactions at a parking meter, for example), and consumer-to-online transactions are all supported by a mobile wallet. Additionally, customers can use mobile phone payments to settle transactions at the time of sale with more flexibility. Faster processing at the point of sale and more opportunities for impulsive purchases are two benefits of the mobile wallet. Having cash on hand is expensive and difficult to manage, but wave-pay-go eliminates that need. Additionally, businesses can interact with customers more directly by sending them discount coupons on their mobile devices. E-payment systems (EPS) are the foundation of electronic commerce (EC). E-payments are becoming one of the most important concerns for effective business and financial services as EC is becoming a significant part of operations for many organizations (Hsieh 2001, Peha and Khamitov 2004, Stroborn et al. 2004, Linck et al. 2006, Cotteleer et al. 2007, Kousaridas et al. 2008). The economy and businesses both greatly benefit from cashless payment methods. Easy transactions using a variety of payment methods can boost sales, boost operational effectiveness, and reduce operating expenses for organizations. For food merchants, cashless purchases are also seen to be more hygienic. It has been shown that cashless payment methods, such Near Field Communication (NFC) technology, can lessen line-ups and the necessity of carrying currency for low-value and high-volume purchases. A recent study by Kilay, Simamora, and Putra demonstrates a direct correlation between the adoption of e-payment services and the supply chain performance of micro, small, and medium-sized businesses in Indonesia. Due to the increasing mobility of today's modern society, the number of mobile phone accounts has increased drastically in recent years, and the mobile telephony industry has grown significantly as well. Mobile services are increasingly being incorporated into everyday life in line with these developments (Hwang et al. 2007). In particular, several extremely optimistic growth estimates for mobile payment systems have been made. Arthur D. Little (2004), a management consulting firm, projects that mobile payment services would grow from US$11.7 billion in 2005 to US$37.1 billion in 2008. This amount would have accounted for almost 8% of the entire mobile services industry in 2006. However, the reality is very different from these optimistic projections, and the circumstances are frequently disheartening for businesses that provide mobile payment services. Just 1% of all mobile users have made use of mobile payment services in 2008 (Gartner Group 2009). As a result, the real market penetration of mobile payment services differs significantly from earlier projections. The question of why consumers have not embraced mobile payment services arises from this observation. The main factors influencing consumers' acceptance of mobile payment systems have not been well understood by previous studies. A thorough analysis of these variables may yield significant managerial insights on how mobile payment services could be promoted more successfully, increasing customer acceptance. Managers must understand how to effectively boost the number of clients who prefer mobile payment methods over more traditional payment methods, since more firms are either offering or contemplating adopting these choices. The goal of the current study is to create and evaluate an integrative model of the factors influencing consumers' adoption of mobile payment services, given the high practical importance and paucity of previous empirical studies. In order to evaluate a theory-based research model of mobile payment acceptance, we gathered information from a representative sample of 1447 respondents using the structural equation modeling program EQS. According to our findings, there are key factors influencing customers' intentions to utilize mobile payment services.
Non-cash payment mechanisms have long been a part of everyday life in developed nations, and they are quickly replacing traditional cash payments. For example, according to data from the European Central Bank, 134 billion new non-cash payments were made in 2017, increasing the total amount paid in the EU using those methods by 7.9% over 2016. Additionally, the importance of e-payment systems in the EU region is growing due to the ratio of "paper-based transactions" to "electronic transactions," which is approximately one to ten (European Central Bank 2017). Due to its convenience, e-wallets, a non-cash payment method, are becoming more and more popular in many nations. Users can use this technique to pay for both online and offline transactions. In Europe, 42% of payments were done via e-wallets in 2017, indicating that e-wallets are widely used by citizens. PayPal (e-wallet) is the most widely used payment provider in various countries, including Italy, the UK, and others (DPD Group 2017a, b). Asia's e-wallet market is likewise expanding rapidly. Because of WorldPay, e-wallets are predicted to overtake other payment methods by 2021, accounting for almost 51% of all e-commerce payments. In the meantime, it is anticipated that the percentage of e-commerce transactions in this region that use card payments will drop from 30% to 10% (Worldpay 2017). Vietnam's e-commerce industry is growing quickly. As a result, there are now more non-cash payment options. Although e-wallets are commonly utilized in certain nations throughout the world, they are a new payment method for Vietnamese individuals. In Vietnam, e-wallets currently account for 19% of the value of e-commerce transactions. This era of paperless transactions has been revolutionized by the widespread use of smartphones and smart devices, enhanced network infrastructure, digital advances, and financial technology (FinTech) (Zhou and Lu 2011; Yang et al. 2012; Chatterjee and Bolar 2019). Approximately half of Bangladesh's adult population is not able to access institutional financial services, while 39% of people in low- and middle-income countries and 31% of the global population do not have a bank account, despite advancements in digital banking (The World Bank 2018). Through the use of FinTech and communication technology, mobile payment applications (MPAs) have transformed the lives of Bangladeshis, especially those who are economically disadvantaged. With millions of transactions via mobile phones each month, amounting to over BDT500 billion1 (Bangladesh Bank 2021a), MPAs have grown significantly in Bangladesh. As a result, it is imperative to comprehend the primary factors that influence customers' MPA usage patterns during the COVID-19 pandemic.

[bookmark: _Toc205391038]Chapter 2: Literature Review & theoretical framework  

According to one of the most prominent models of technology acceptance, the Technology Acceptance Model (TAM; Davis, 1989), two main factors—perceived usefulness and ease of use—influence a person's inclination to utilize new technology. TAM is regarded as a commonly utilized framework for understanding how people use and accept technology, having been employed in several research. TAM has been demonstrated to be highly predictive in numerous scenarios, yet having only a few elements, making it simple to understand. It also considers social and environmental factors. An information systems theory called the technology acceptance model (TAM) simulates how people adopt and utilize new technologies.

People use technology at the endpoint, which is the actual system. Behavioral intention is one factor that influences people's use of technology. The attitude (AT), or overall assessment of the technology, influences the behavioral intention (BI).

According to the concept, a variety of factors, including the following, affect consumers' decisions about how and when to adopt new technology:
• Perceived usefulness (PU) “The degree to which a person believes that using a particular system would enhance their job performance.”— Fred Davis (1989) 
• Perceived ease-of-use (PEOU) - Davis defines this as "the extent to which an individual feel that utilizing a specific system would be effortless. "The barrier is broken when the technology is easy to use. No one has a favorable opinion of it if the interface is difficult to use and complex.
Social influence and other external factors play a significant role in determining attitude. People will have the mindset and intention to use the technology when these factors (TAM) are present. However, as each person is unique, the perception may vary based on age and gender. The TAM and the unified theory of acceptance and use of technology (also known as UTAUT) are the two main modifications that have resulted from the TAM's ongoing study and expansion. A TAM 3 that takes into account the impact of perceived risk and trust on system use has also been established for the e-commerce scenario.

[bookmark: _Toc205391039]2.1Background 
The theory of reasoned action (TRA) proposed by Ajzen and Fishbein is one of the most significant advances in the literature. Davis's model of technology acceptance is the most commonly used to explain how individuals accept and use technology (Davis, 1989; Davis, Bagozzi & Warshaw, 1989). (Venkatesh, 2000).Richard Bagozzi and Fred Davis developed it.TAM replaces a number of TRA's attitude indicators with the two technology acceptance metrics of utility and ease of use.Both TRA and TAM, which have significant behavioral components, make the assumption that when someone decides to take action, they will be unrestricted in their ability to do so. There will be numerous limitations in the real world, including a restricted amount of freedom to act. 
Bagozzi, Davis, and Warshaw say: People develop attitudes and intentions toward attempting to learn how to use the new technology before starting efforts to use it because new technologies, like personal computers, are complicated and decision makers have some degree of uncertainty regarding their successful adoption. Use attitudes and intentions may be undeveloped or unconvinced, or they may develop only after initial attempts to become proficient with the technology. Therefore, such attitudes and intentions may not have a direct or immediate impact on actual usage. 
Perceived ease of use also plays a major role, according to other research on the spread of technologies. According to Tornatzky and Klein's analysis of adoption, the most important factors influencing adoption across a wide range of innovation types were compatibility, relative advantage, and complexity. Eason used the phrase "task fit" to refer to the metric he used to study perceived usefulness in terms of a fit between systems, tasks, and job profiles. According to Legris, Ingham, and Collerette, TAM needs to be expanded to incorporate factors that take change processes into account. This might be accomplished by including the innovation model into TAM. 
[bookmark: _Toc205391040]Usage
In order to give empirical data on the correlations between usefulness, convenience of use, and system utilization, a number of researchers have reproduced Davis's original study. Testing the validity and robustness of Davis's questionnaire instrument has received a lot of attention. Adams et al. duplicated the work of Davis to demonstrate the validity and reliability of his instrument and his measurement scales. Additionally, they adapted it to new contexts and showed the internal consistency and replication reliability of the two scales using two distinct samples. High reliability and acceptable test-retest reliability were discovered by Hendrickson et al. In terms of intent to use, self-reported usage, and attitude toward use, Szajna discovered that the measure possessed predictive validity. The findings of this study have validated the Davis instrument's validity and supported its application to various user populations and software selections. 
Adams et al.'s replication of the Davis work was reexamined by Segars and Grover. They proposed a novel methodology based on three constructs: usefulness, efficacy, and ease-of-use after criticizing the measuring model that was being employed. It appears that these results have not yet been confirmed. However, by dividing the dependent variable into information use and technology use, Workman investigated and validated some of these findings. High reliability and acceptable test-retest reliability were discovered by Hendrickson et al. In terms of intent to use, self-reported usage, and attitude toward use, Szajna discovered that the measure possessed predictive validity. The findings of this study have validated the Davis instrument's validity and supported its application to various user populations and software selections. 

Davis's model has been modified (or perhaps made more widely available) by Mark Keil and his colleagues into what they refer to as the Usefulness/EOU Grid, a 2x2 grid in which each quadrant represents a distinct mix of the two properties. When it comes to software use, this offers a way to talk about the existing combination of usefulness and EOU for specific software packages and to chart an alternative path if a different combination is preferred, like the release of even more potent software. The TAM model has been applied in the majority of geographical and technology environments. The fast-expanding health care sector is one of these environments. The TAM model was expanded by Saravanos et al. to include emotion and its potential impact on behavioral intention to accept a technology. Specifically, they looked at warm-glow.
The original TAM model was expanded by Venkatesh and Davis to explain perceived usefulness and usage intentions in terms of cognitive instrumental processes (job relevance, output quality, outcome demonstrability, perceived ease of use) and social impact (subjective norms, voluntariness, image). Tests of the expanded model, known as TAM2, were conducted in both required and optional contexts. The findings provided compelling evidence for TAM2.

• Subjective norm: A person's belief that other significant others think about whether or not they could engage in a conduct. 
• Image: According to Moore and Benbasat, this is "the extent to which employment of an innovation is thought to improve one's standing within one's social system." 
• task relevance: Venkatesh and Davis defined this as an individual's assessment of how well the target system fits the task. 
• Venkatesh & Davis defined output quality as an individual's assessment of the system's capacity to carry out particular tasks. 
• Demonstrable results: The system's utility will be directly impacted by the generation of observable outcomes. 
Venkatesh et al. developed the unified theory of acceptance and use of technology (UTAUT) in an effort to combine the primary rival user acceptance theories. With an adjusted R square of 69 percent, this model was found to perform better than any of the other models. 
Moreover, the authors Jun et al. believe that the technology acceptance model is crucial for examining the elements influencing consumers' attitudes regarding online meal delivery services. Additionally, it is an often-used theoretical model to illustrate how new technology sectors get accepted. A set of ideas that explain and forecast people's actions based on their beliefs, attitudes, and behavioral intention form the basis of TAM. Perceived utility and ease of use, which are regarded as general beliefs in TAM, are more important in determining attitudes about using a specific technology than salient beliefs. 

[bookmark: _Toc205391041]Criticisms
Despite its widespread use, TAM has been widely criticized, prompting the original proposers to attempt multiple redefining. TAM's shortcomings as a "theory" include its limited explanatory and predictive power, triviality, and lack of any practical value. Benbasat and Barki argue that TAM "has diverted researchers' attention away from other important research issues and has created an illusion of progress in knowledge accumulation. Furthermore, the independent attempts by several researchers to expand TAM in order to adapt it to the constantly changing IT environments have led to a state of theoretical chaos and confusion."
"In general, TAM ignores the fundamentally social processes of IS development and implementation, where more technology is unquestionably better, and the social consequences of IS use. Instead, it concentrates on the individual "user" of a computer, using the concept of "perceived usefulness," and extends it to include an increasing number of factors to explain how a user "perceives" "usefulness." According to Lunceford, the framework of perceived utility and usability ignores other factors like cost and structural requirements that compel people to accept the technology. See Bagozzi for a current critique and examination of TAM. 

[bookmark: _Toc205391042]2.2 Hypotheses Development
[bookmark: _Toc205391043]2.2.1 Subjective Norm and Perceived Usefulness
Subjective Norm is the Individual’s perception of how people they look up to expects them to behave (Moan & Rise, 2006). It explains how an individual perceives the pressure from their friends, family and peers in using a specific technology (Qaysi et al., 2021). Previous studies denote “Subjective Norms” have a positive impact on perceived usefulness (Gunasagaran et al., 2019; Laifa, 2018; Teo et al., 2019; C. Wang et al., 2023). 
H1: Subjective norms has a positive influence on perceived usefulness
[bookmark: _Toc205391044]2.2.2	Subjective norm and perceived ease of use
Subjective norms are the individual’s belief which reinforce their behavior (Sun et al., 2020; C. Wang et al., 2023). It creates the base for intention as social pressure can affect the various factors regulating an individual’s engagement in certain explicit activities (Siagian et al., 2022). Subjective Norm aids an individual to differentiate which products are easy to use (Chen, 2020). The literature clearly denotes that an individual is likely to perceive the product easy to use when someone ideal to them is using the product (Li & Li, 2022). The ideal someone is likely to be an individual’s parents with whom people are generally impressed (Ji et al., 2021).
H2: Subjective norms have a positive impact on perceived ease of use
[bookmark: _Toc205391045]2.2.3	Perceived Trust and Perceived Usefulness
Trust is a favorable conviction on the reliability, certainty and capability of a product, brand, or an individual (Ji et al., 2021). Consumers do not trust a product unless it is useful for them (Liu, Oct, 2022). Trust is a primary pedestal for the utilization of a product. If trust is absent, then the perception of value is absent (Propheto et al., 2020). Trust among the consumers creates profitability (Siegrist & Bearth, 2021). Trust improves loyalty among consumers and engrains in them the belief about the product‟s superiority (B. Ibrahim et al., 2021).
H3: Perceived Trust have a positive influence on perceived usefulness.

[bookmark: _Toc205391046]2.2.4	Perceived Trust and Perceived Ease of Use
Trust is a well-established belief in the mind of an individual that someone, something is capable, reliable and able to get the work done (Saxena & Kumar, 2021; C. Wang et al., 2023). There are two main components to trust in the context of e-commerce and IT. The trust in the provider and the trust in the product (J. Z. Y. Liu, 2021). In the presence of ambiguity, trust produces definitive results in consumer behavior (To, 2021). Customer opinion about the company’s truthfulness and uprightness is a vital element for business success. Hence, corporations aim to prioritize it (Jatimoyo & Djazuli, 2021).
H4: Perceived Trust has a positive impact on perceived ease of use.

[bookmark: _Toc205391047] 2.2.5 Compatibility and Perceived Usefulness
Compatibility is regarded as a key component of technology adoption models, and incompatibility between an individual's values and the innovation is believed to hamper adoption (Rogers, 2003). In the related literature, compatibility is defined as the degree to which people regard adopting a new system (an innovation) to be consistent with their existing values, beliefs, experiences, and needs. Previous study on technology adoption has shown that compatibility has a beneficial impact on attitudes toward and perceived usefulness of various information systems (Karahanna, Agarwal, & Angst, 2006; Schierz et al., 2010).
H5: Compatibility has a positive impact on perceived usefulness.
[bookmark: _Toc205391048]2.2.6 Compatibility and Perceived Ease of Use
Rogers (2003) defines compatibility as how well an invention aligns with potential users' values, experiences, and requirements. Compatibility is a valuable extension of TAM (Schierz et al. 2010), as evidenced by various research. Aldás-Manzano et al. (2009) and Wu and Wang (2005) studied compatibility and TAM characteristics in mobile technology. Dahlberg et al. (2015) found compatibility as a key factor in M-Payments, indicating that it positively affects perceived utility, convenience of use, and intention to adopt. 

H6: Compatibility has a positive impact on perceived ease of use
[bookmark: _Toc205391049]2.2.7	Perceived Ease of Use and Perceived Usefulness
Perceived ease of use can be elaborated as the perception the individual about the psychological and tangible labor they require to master the technology at hand (To, 2021). A direct relationship between perceived usefulness and attitude to use was found (Saade, 2007). Consequently, a positive affiliation between perceived ease of use and perceived usefulness was found by previous scholars (Ali & B.A.Y.A.D., 2021; M. K. S. Ibrahim & Ahmed, 2014). As people often associate ease of daily usage with usefulness (Li & Li, 2022). Another study stated, user‟s emphasis on the usefulness of the technology is less than the ease of use (Haenlein et al., 2020).

H7: perceived ease of use has a positive impact on perceived usefulness

[bookmark: _Toc205391050]2.2.8	Perceived Ease of Use and Attitude Towards The Use
 
Perceived ease of use is the degree to which a user perceives whether a particular technology is easy and painless to use (Kanchanatanee & Jarernvongrayab, 2014). Perceived ease of use and perceived usefulness are key determinants of attitude towards the adoption of a specific technology and the behavioral intention (Harrigan et al., 2021). Individuals tend to use products that are easy to use, as ease is a preferable trait of the consumers (Chocarro & Marcos- Matas, 2021). Customers are willing to use a product that is less easy to use, when there is an absence of easy alternatives (Y. Wang et al., 2020).

H8: perceived ease of use has positive relationship with attitude towards use.

[bookmark: _Toc205391051]2.2.9	Perceived Usefulness and Attitude Towards Use
Perceived usefulness is the view of a user, highlighting that a specific system can uplift the quality of their work (Guha Majumder et al., 2022). Even though a direct relationship can be found between perceive usefulness and intention to use. However the actually used behavior is impacted by the actual use behavior (Haenlein et al., 2020; Hamid et al., 2016). A significant factor that directs an individual‟s attitude is the usefulness of the product (Tandon & Sah, 2017). An individual‟s choice of purchase is propelled by the usefulness of the purchase (Ha, 2020).

H9. Perceived usefulness has a positive impact on attitude towards use.

[bookmark: _Toc205391052]2.2.10	Perceived Usefulness and Behavioral Intention to Use
Perceived usefulness is the perception of the individual, that incorporating a particular piece of technology will uplift their productivity in the job (Han et al., 2021). The behavioral intention is the induced by the usage of particular product and services (Almahamid et al., 2010). A positive brand experience will induce the utilization of the brand (Pantano, 2020). Consumers will be self-driven to use the product regularly if the product is useful (Albukhitan, 2020).

H10: Perceived usefulness has positive relationship with behavioral intention to use

[bookmark: _Toc205391053]2.2.11	Attitude to Usage and Behavioral Intention to Use
Attitude towards usage is the internal behavior of a user which is grounded on their mixture of several favorable experiences, consequential of a specific product which reconfigures their perception in using it more (Park, 2009a). Direct proportions can be identified among Attitude and behavior, as both share similar associations (Cao et al., 2021). Supposedly, an iceberg, imagine the tip of the iceberg as the visible behavior and the remaining of it to be attitude, being an unseen force (Eichorn, 2021).

H11: Attitude towards has a positive influence on behavioral intention to use.
[bookmark: _Toc205391054]Conceptual Model

[image: ]
                                                       Figure: Conceptual Model

[bookmark: _Hlk205370489][bookmark: _Hlk205370883][bookmark: _Hlk205370587]The Technology Acceptance Model (TAM), which was first created by Davis (1989), served as the foundation for this investigation. Subjective Norm (SN) influences Perceived Usefulness (PU). SN also impacts Perceived Ease of Use (PEOU). Perceived Trust (PT) positively influences PU. PT also impacts Perceived Ease of Use (PEOU). Compatibility (COM) positively influences PU. Compatibility (COM) also impacts Perceived Ease of Use (PEOU). Perceived Usefulness (PU) and Perceived Ease of Use (PEOU) positively influences Attitude (AT). Perceived Usefulness (PU), Perceived Ease of Use (PEOU) and Attitude (AT) positively influences Behavioral Intention (BI). 




[bookmark: _Toc205391055]                                                      Chapter 3: Research Methodology


[bookmark: _Toc205391056]3.1.	Participants
[image: ]The participants of the study include individuals with educational backgrounds such as High school, Undergraduate, Graduate and postgraduate levels. The age group of the participants varied from 15 to 55+ years. The experience level in using M-Payment services also ranged from less than 2 years to more than 5 years. The total number of respondents who participated in the study were 386. The G power software was utilized in order to calculate the sample size for the M-Payment service population of Bangladesh. Considering an effect size of 0.05 and 6 independent variables. Therefore, according to G power the estimated sample size was a minimum of 213. Figure 1 shows the calculation of the sample size.

Figure 1: G power sample size calculation



[bookmark: _Toc205391057]3.2.	Measures
Online and Digital survey were utilized based on Google forms to collect the responses a questionnaire attached in the Appendix segment. On filed data was gathered using QR code technology which was shared with the campus students to collect their opinions. During this process ethical code of practice was followed. The consent of participants was taken before the responses were recorded. The data collection process for this study was conducted in Dhaka, Bangladesh, through online questionnaire using google forms. The On-field segment of the data collection process was conducted at the campus of United International University (UIU). All of the questions of the in the questionnaire were compulsory eliminating the scope for missing values. Thus, no missing values were recorded.
[bookmark: _Toc205391058]3.2.1.	Research Instrument Description
The instruments used in the study were all validated and adjusted based on the requirements of the study. There are two segments of the research instrument. The first one is the demographic segment of the questionnaire which incorporates the basic demographic characteristics of the respondents. For instance, their gender, age, education level, experience in using M-Payment services. The later segment includes instruments related to the various constructs of TAM model adopted from the preceding literature (Al-Qaysi et al., 2023; Chau, 1996; Hernaus et al., 2012; Hu & O‟Brien, 2016; Park, 2009b; C. Wang et al., 2023). This segment involves 20 items highlighted in the Table 1. The construct being measured in the questionnaire were perceived usefulness, perceived ease of use, behavioral intention, attitude, trust, subjective norms and lastly compatibility.For the purpose of deriving response from participants a 7 point Likert scale was utilized ranging from 7 (strongly agree) to 1 (strongly disagree). The Table 1 shows the description of the research instruments, which was adopted from (Hernaus et al., 2012; Hu & O‟Brien, 2016; C. Wang et al., 2023).
[bookmark: _Toc205391059]3.2.2.	Sample Technique Used: Purposive Sampling Technique
The study used a widely acknowledged purposive sampling technique. Purposive sampling is a non-probabilistic sampling strategy in which researchers select participants based on the study's overall goal (Guest, 2014; C. Wang et al., 2023). The researchers used this technique to select participants who have used M-Payment services. This technique is used to aim at a small group of people to take part in the study, the responses then can be generalized to the entire population of M-Payment service users (Davies & Hughes, 2014).


[bookmark: _Toc205391060]3.3.	Analysis
The statistical technique being used in the study is known as Partial Least Square Structural Equation Modeling (PLS – SEM), The approach of PLS SEM is flexible which allow it to be incorporated in wide range of settings. The sampling and distribution requirement of such approach compared to other modeling techniques is lenient (J. F. Hair et al., 2019). The authors utilized the SmartPLS3 software for data analysis (Ringle et al., 2014). As per instructions of the previous researcher, the authors incorporated PLS SEM in 2 phases (Anderson & Gerbing, 1988). In phase 1 the measurement model was evaluated based on the assessment of internal consistency, convergent and discriminant validities. As the data was valid based on phase 1 assessment, the author proceeded to the phase 2 (structural model) for hypothesis testing.

















[bookmark: _Toc205391061]Chapter 4 Findings

[bookmark: _Toc205391062]4.1 Demographic characteristics of the respondents

	Details
	Frequency
	Percentage

	Gender
	
	

	Male
	222
	58%

	Female
	164
	42%

	Total
	386
	100%

	Education
	
	

	SSC or Below
	49
	13%

	HSC
	71
	18%

	Bachelor
	143
	37%

	Masters or above
	123
	32%

	Total
	386
	100%

	Average Monthly family Income
	
	

	50000 or below
	19
	5%

	50000 - 100000
	63
	16%

	100000 -150000
	107
	28%

	150000 – 200000
	106
	27%

	ABOVE 200000
	91
	24%

	Total
	386
	100%



 







          




From the Table the first segment of the data denotes that the 58% of the respondents were male and 42% of the respondents were female, constituting the total number of respondents. Based on the educational level, 13% of the respondent were from SSC or below. The 18% Of the respondents belonged to HSC level ,37% of the respondents ascribed themselves to Bachelor level. lastly 32% of the respondents were from masters or above level. The last segment was the average monthly family income level, which includes 5% of the respondents had below 50000. The 16% of the respondents had 50000 – 100000. The 16% of the respondents had 50000 - 100000. The 28% of the respondents had 100000 - 150000. The 27% of the respondents had 150000 – 200000.Lastly the category for above 200000 consists of 24% of the respondents.


	Constructs
	Code
	Items

	Perceived usefulness
	PU1 PU2
PU3 

PU4


PU5
	I believe that using M-Payment will enable me to pay more quickly. 

I believe that using M-Payment will enhance my payment effectiveness.

I believe that I will find M-Payment useful.

Using mobile financial services (bKash/Rocket/Nagad/mCash/t-cash/Ucash etc.) increases my daily productivity

Mobile financial services facilitate contactless payment 


	Perceived ease of use
	PEOU1 

PEOU2

PEOU3 

PEOU4 

PEOU5
	I believe that when I use M-Payment, the process will be clear and understandable.

I believe that it will be easy for me to become skillful at using M-Payment.

I believe that M-Payment is easy to use.

I Believe it is easy to transfer and receive money through mobile financial service as minimum steps are required.

I Would find it easy to get mobile financial services to do what I need to do in my daily financial transactions


	[bookmark: _Hlk192068160]Behavioral intention 
	BI1 
BI2
BI3
	I predict that I will use M-Payment in the next 6 months. 
I plan to use M-Payment in the next 12 months.
I think that I will use M-Payment rather than any other available payment method to conduct a transaction in the future


	Attitude
	AT1 
AT2 AT3
	M-Payment in a website/ app is a good idea. 
M-Payment in a website/app is a wise idea.
I am positive about the app that I use for payment.

	Perceived Trust
	  PT1
  PT2
PT3
	I believe that M-Payment parties are honest.
I believe that M-Payment parties will keep my best interests in mind.
I believe that M-Payment parties will offer a secure M-Payment service.

	Subjective Norm
                                
	SN1 SN2
SN3
SN4

	People who are important to me think that I should use M-Payment. 
People whose opinions I value will prefer me to use M-Payment.
People who are important to me will support my use of M-Payment.
 I know that most people who use mobile payment applications are able to save money and time.


	Compatibility
	COM1 COM2
COM3 
	I believe that using M-Payment will fit well with my lifestyle.
I believe that using M-Payment will fit well with the way that I like to conduct my payment transactions.
I believe that using M-Payment will be completely compatible with my current situation.





[bookmark: _Toc205391063]4.2Measurement model	
The measurement model is the diagnostic test for assessing the health of the data for future analysis. The two major test to fulfill such purpose is reliability and validity (J. Hair Jr. et al., 2016; Saunders et al., 2007). Reliability and validity can be further classified as Item reliability and internal reliability, convergent validity and discriminant validity (C. Wang et al., 2023)

	[bookmark: _Hlk205335026]Details
	Frequency
	Percentage

	Gender
	
	

	Male
	222
	58%

	Female
	164
	42%

	Total
	386
	100%

	Education
	
	

	SSC or Below
	49
	13%

	HSC
	71
	18%

	Bachelor
	143
	37%

	Masters or above
	123
	32%

	Total
	386
	100%

	Average Monthly family Income
	
	

	50000 or below
	19
	5%

	50000 - 100000
	63
	16%

	100000 -150000
	107
	28%

	150000 – 200000
	106
	27%

	ABOVE 200000
	91
	24%

	Total
	386
	100%
















[bookmark: _Hlk204379726]






Table 2: Demographic distribution of the respondents

[bookmark: _Toc205391064]4.2.1.	Reliability
For testing the reliability of the items outer loadings must be close to or higher than 0.7. The Table 3 of reliability and validity shows that the loadings of the items are higher than the threshold of 0.7, hence items are significantly reliable. Then for measuring internal reliability Cronbach‟s alpha and composite reliability were incorporated. The acceptable standards are 0.7 and 0.6 given that the outer loadings are significant (Ursachi et al., 2015; C. Wang et al., 2023).
  
Table 3 shows that all the constructs have values higher than the acceptable standards of composite reliability and Cronbach‟s alpha. Hence, the data fulfils reliability criteria and further analysis can be conducted.
	Constructs
	Cronbach's Alpha
	rho_A
	Composite Reliability
	AVE

	[bookmark: _bookmark1]AT
	0.892
	0.893
	0.933
	0.822

	BI
	0.892
	0.893
	0.933
	0.822

	COM
	0.765
	0.774
	0.864
	0.679

	PEOU
	0.938
	0.938
	0.953
	0.802

	PT
	0.717
	0.719
	0.841
	0.638

	PU
	0.931
	0.931
	0.947
	0.783

	SN
	0.717
	0.722
	0.824
	0.540



Table 3: Reliability and Validity

[bookmark: _Toc205391065]4.2.2.	Validity
The two primary scales for measuring validity are convergent and discriminant validity (Kaplan, 2001). For testing convergent validity, Average Variance Extracts (AVE) have been used. The benchmark for AVE is 0.5 or higher. Table 3 of reliability and validity shows that the AVE of all the respected constructs are higher than the mentioned benchmark of 0.5. Hence, all constructs possess convergent validity. For the purpose of testing discriminant validity, criterions such as HTMT values, cross loading and Fornell Larcker criterion have been incorporated. The Table 4 of Fornell Larcker criterion showcase that the Square root of Average variance extracted (bold diagonal values) is higher than the correlations of the constructs shown below. Hence, the discriminant validity exists. Worth mentioning that the HTMT values (shown in Table 5) of every construct were less than 0.9. The self-loadings of the individual items of the construct were significantly higher than the cross loadings of other constructs. Hence, all the constructs possess discriminant validity.


		
	AT
	BI
	COM
	PEOU
	PT
	PU
	SN

	AT
	0.907
	 
	 
	 
	 
	 
	 

	BI
	0.721
	0.907
	 
	 
	 
	 
	 

	COM
	0.470
	0.487
	0.824
	 
	 
	 
	 

	PEOU
	0.740
	0.746
	0.536
	0.895
	 
	 
	 

	PT
	0.462
	0.463
	0.148
	0.546
	0.799
	 
	 

	PU
	0.741
	0.755
	0.524
	0.728
	0.521
	0.885
	 

	SN
	0.315
	0.291
	0.066
	0.318
	0.073
	0.356
	0.735






Table 4: Fornell Larker criterion
		 
	AT
	BI
	COM
	PEOU
	PT
	PU
	SN

	AT
	 
	 
	 
	 
	 
	 
	 

	BI
	0.807
	 
	 
	 
	 
	 
	 

	COM
	0.564
	0.587
	 
	 
	 
	 
	 

	PEOU
	0.808
	0.815
	0.629
	 
	 
	 
	 

	PT
	0.576
	0.577
	0.198
	0.663
	 
	 
	 

	PU
	0.813
	0.827
	0.614
	0.779
	0.635
	 
	 

	SN
	0.392
	0.360
	0.085
	0.384
	0.115
	0.432
	 






Table 5: HTMT Ratios


[bookmark: _Toc205391066]4.3.	Structural model
The purpose of structural model is to define the inter construct relationship of the incorporated research model. The structural model analysis is based on the assumption that it will fit the diagnostic tools, such as reliability and validity. For instance, the multi - co – linearity test is often utilized for the structural model essential regression fitness (Kaplan, 2001). The structural model is highlighted below in Figure 2.

[image: C:\Users\sathi\OneDrive\Desktop\Path Model.png]
          
                                                                Figure 2: Tested Model

[bookmark: _Toc205391067]4.3.1.	Multi Collinearity
Multi Collinearity unveils the state of inter correlation with in the independent variables, for which VIF test have been used, the benchmark for such is that the VIF must be less than 10, hence indicating no issues of multi co-linearity within the tested model Table 6.
	Inner VIF Values
	
	
	
	
	
	

	
	
	
	
	
	
	
	

	 
	AT
	BI
	COM
	PEOU
	PT
	PU
	SN

	AT
	 
	2.741
	 
	 
	 
	 
	 

	BI
	 
	 
	 
	 
	 
	 
	 

	COM
	 
	 
	 
	1.026
	 
	1.502
	 

	PEOU
	2.126
	2.624
	 
	 
	 
	2.347
	 

	PT
	 
	 
	 
	1.027
	 
	1.525
	 

	PU
	2.126
	2.634
	 
	 
	 
	 
	 

	SN
	 
	 
	 
	1.008
	 
	1.160
	 




[bookmark: _Toc205391068]4.3.2.	Common Method Bias
A significant problem of a research based on primary survey data is the problem of common method bias. One of the key factors such problem is the problem of response tendency. Where the research respondents rate in a uniform manner (Jordan & Troth, 2020). The common method bias and collinearity issues can be found through the VIF test (Kock, 2015). If the VIF values of the collinearity test is equivalent or less than the 3.3. Than the model does not have any issue of common method bias. The Table 6 shows that all the values are less than 3.3. Therefore, free from common method bias.

		AT	BI	COM	PEOU	PT	PU	SN

	AT		2.741					

	BI							

	COM				1.026		1.502	

	PEOU	2.126	2.624				2.347	

	PT				1.027		1.525	

	PU	2.126	2.634					

	SN				1.008		1.160	

	



Table 6: Multi Collinearity

[bookmark: _Toc205391069]4.3.3.	Path Coefficient
The Table 7 indicates ten direct relationships in the model being tested. The 1st direct relationship is between attitude and behavioral intention. The p-value for this relationship is
0.000 which is less the benchmark of p-value 0.05. Indicating that the relationship between attitude and behavioral intention is significant. The 2nd direct relationship is between behavioral intention and actual use. The p-value for this relationship is 0.000 which less than the accepted
 
benchmark of 0.05. Hence, the relationship is significant. The 3rd direct relationship is between perceived ease of use and attitude towards using. The p-value for this relationship between is
0.000 which is less than the threshold of 0.05. Therefore, the relationship between these constructs are significant. The 4th direct relationship between perceived ease of use and perceived usefulness. The p-value of 0.000 which is less than the threshold of 0.05. Indicating the relationship between the constructs are significant. The 5th direct relationship is between perceived usefulness and attitude towards using. The p-value for this relationship is 0.000 which is below the benchmark of 0.05. Hence, the relationship is significant. The 6th relationship is between perceived usefulness and behavioral intention. The p-value for this direct relationship is 0.000 which is below 0.05, highlighting that the relationship is significant. The 7th relationship is between Subjective Norms and perceived ease of use. The p – value for this relationship is 0.000 and is below the 0.05 threshold. Hence, the relationship is significant. The 8th direct relationship is between Subjective Norms and Perceived Usefulness. The p – value for this relationship is
0.000 which is below the benchmark criteria of 0.05. Therefore, the relationship is significant. The 9th direct relationship between Trust and Perceived Ease of Use, highlights a p - value of
0.000 which is below 0.05. Indicating the relationship is significant. Lastly the 10th direct relationship between Trust and Perceived Usefulness showcases a p – value of 0.000 which is below 0.05. Hence, the relationship is significant. The coefficient driven from the path table (Table 7) shows that all of the direct relationships in the tested research model are significant.
[bookmark: _Toc205391070]4.3.4	R Square
For a particular model, the R square shows the how much variations on the dependent variables is caused by the variations of the independent variable (Lewis-Beck & T., 2012). The dependent variable of the study is Actual Use with a R square value of 0.378. The Table 8 shows that 37.8% variations in Actual Use is caused by the independent variables. The independent variables are – Attitude towards use, Behavioral intention, Perceived Ease of Use, Perceived Usefulness, Subjective Norms, and Trust.


Table 7: Path Coefficients
	
	Original Sample (O)
	Sample Mean (M)
	Standard Deviation (STDEV)
	T Statistics (|O/STDEV|)
	P Values

	AT -> BI
	0.213
	0.213
	0.046
	4.638
	0.000

	COM -> PEOU
	0.451
	0.449
	0.034
	13.283
	0.000

	COM -> PU
	0.269
	0.270
	0.038
	7.185
	0.000

	PEOU -> AT
	0.427
	0.426
	0.046
	9.313
	0.000

	PEOU -> BI
	0.327
	0.326
	0.044
	7.455
	0.000

	PEOU -> PU
	0.378
	0.378
	0.046
	8.150
	0.000

	PT -> PEOU
	0.461
	0.461
	0.031
	14.806
	0.000

	PT -> PU
	0.259
	0.259
	0.040
	6.452
	0.000

	PU -> AT
	0.431
	0.431
	0.045
	9.571
	0.000

	PU -> BI
	0.358
	0.361
	0.047
	7.625
	0.000

	SN -> PEOU
	0.254
	0.255
	0.032
	7.894
	0.000

	SN -> PU
	0.199
	0.200
	0.035
	5.696
	0.000



Table 8: R square
	
	R Square
	R Square Adjusted

	AT
	0.635
	0.633

	BI
	0.668
	0.665

	PEOU
	0.574
	0.571

	PU
	0.622
	0.619




[bookmark: _Toc205391071]4.3.5	Summary of Hypotheses
On the basis of the above analyses, the hypotheses of the study were tested and the summary is given below in Table 9.

	Hypotheses
	Results

	Subjective norm has a positive impact on perceived usefulness.
	Supported

	Subjective norm has a positive impact on perceived ease of use.
	Supported

	Trust has a positive impact on perceived usefulness.
	Supported

	Trust has a positive impact on perceived ease of use.
	Supported

	Perceived ease of use has a positive impact on perceived usefulness.
	Supported

	Perceived ease of use has a positive impact on attitude towards use.
	Supported

	Perceived usefulness has a positive impact on attitude towards use.
	Supported

	Perceived usefulness has a positive impact on behavioral intention to use.
	Supported

	Attitude towards use has a positive impact on behavioral intention to use.
	Supported



Table 9: Hypothesis Testing



[bookmark: _Toc205391072]Chapter 5 Discussion
As per the findings of the study, Subjective Norms have a positive impact on perceived usefulness and Perceived Ease of Use. Therefore, the more people around an individual prefer using M-Payment services the more likely they are to perceive it as useful and easy to use. If M-Payment apps and websites are aligned with personal and social values of the individuals, then will likely to perceive it as useful and easy to use. Some previous researches also align with the findings of this paper (Gapar & Janatul, 2011). It can be further denoted that Trust is a strong predictor of perceived ease of use and Perceived usefulness. The consumer tends to perceive the M-Payment platforms (apps and websites) as useful and easy to use, primarily because those platforms are trustworthy. This aligns with the findings of (Nagy & Hajdú, 2021; C. Wang et al., 2023). Also highlighting the fact that the more people believes that M-Payment services are reliable and provide the best services the better they will perceive it as valuable and easy to use. The findings of the paper indicate that the perceived ease of use has a positive impact on perceived usefulness. Indicating that if the M-Payment apps and websites have elements such as offers contents, and are easy to learn, will have more possibilities of people labelling it as useful. Consequently, Perceived Ease of Use have a positive impact on attitude towards use, more a person finds the M-Payment platform easy to use, the better attitude they likely to have towards it. The notion is quite similar with Perceived Usefulness, the more an individual view the app or website as useful, the more attitude towards it is positive. The results of the study also highlight that the perceived usefulness and attitude towards usage has a positive impact on Behavioral intention, which aligns with the findings of some previous studies (Camilleri & Falzon, 2021; Li & Li, 2022). Highlighting that more the M-Payment apps and websites are useful and saves time, the more the user tends to use it and are willing to spend as well. Similarly, if the user has a favorable attitude and considers using the app or websites as wise, the more repetitive usage the app or website will likely to get. Lastly, the study highlighted that behavioral intention to use have a positive impact on actual use, hence showcasing that the if an individual is convinced to spend and frequently use the M-Payment apps and websites, they will become more experienced with the interface at hand, leading long-term usage. Hence, M-Payment service organizations in Bangladesh may incorporate the factors mentioned in the paper to enhance their user acceptance of their technology and platforms.
 
[bookmark: _Toc205391073]                                                 	Chapter 6 Conclusions
Based on the findings of the study, it can be concluded that subjective norms positively affect perceived ease of use and perceived usefulness, suggesting that an individual’s views on what is beneficial and what is not are shaped by family, friends, and peers whom they highly respect. This research will facilitate greater acceptance of M-Payment service experiences among consumers. The study demonstrated that primary factors significantly influence behavioral intention to use M-Payment applications and websites. Taking into account perceived ease of use, perceived usefulness, trust, and attitudes, the essential elements for market success are user-friendliness, seamless functionality, effective content recommendations, and a consistent supply of high-quality content. The study found that trust is a key factor in determining the perceived usefulness of M-Payment services. Customers who do not trust a M-Payment app or website are less likely to find it beneficial. The reliability of the website improves the perception of usefulness, which then impacts the attitude toward use favorably, so building trust within the app or website plays a key role in determining usability and attitude. This study can help the M-Payment service providers to develop a business model around the acceptance and usability of the service. Leading to an efficient and effective model capable of creating consumer loyalty.

[bookmark: _Toc205391074]6.1. Practical implications and Recommendations
The study's findings can be applied to a variety of wealthy and developing countries, as the globe has become a global village thanks to information technology and the internet, and many nations share the characteristics required to adopt mobile payment (M-Payment) systems. It will be valuable for M-Payment service providers to understand how important the features and functions of M-Payment apps or platforms are to the consumer. This is vital for academics, industry professionals, and entrepreneurs interested in understanding the acceptance of M-Payment systems in emerging countries. This study may also be of interest to those who want to explore the role of trust and reliability in the digital transaction world. This study may also appeal to individuals who are interested in understanding the role of trust and reliability within the online environment. This paper will facilitate the efforts of mobile payment service entrepreneurs in guiding them towards an acceptance-driven business model.

[bookmark: _Toc205391075]6.2. Theoretical Contributions
Despite having questions regarding the validity and reliability of the TAM model based on the contemporary researches. It is important to note that numerous subsequent research have confirmed that the model is still applicable in a variety of digital businesses (Alsyouf et al., 2023; C. Wang et al., 2023). TAM integration in evaluating user acceptance of M-Payment systems is still trailing behind, nevertheless. In order to create the gateway for this study, the researchers included TAM in the viewpoint of M-Payment services and provided testimonies from the viewpoint of the customers. It will create fresh opportunities for additional study in the field.

[bookmark: _Toc205391076]6.3. Limitations
This study has some limitations that open opportunities for future research. First, there are inherent limitations in the Technology Acceptance Model (TAM) itself. TAM’s rigid structure and its limited ability to predict certain factors have led to the development of newer models like TAM 3 and UTAUT. These updated models incorporate a wider range of variables that the original TAM model does not address (Benbasat & Barki, 2007; Venkatesh, 2000; Venkatesh & Bala, 2008; Venkatesh & Davis, 2000; Venkatesh et al., 2003).
Another limitation of this study is its reliance solely on quantitative analysis, which may not fully capture the complexities of technology acceptance in Bangladesh. Incorporating qualitative research could provide deeper insights and help identify additional factors influencing technology adoption
Finally, the study’s sample is restricted to respondents from Bangladesh, which limits the generalizability of the findings. Expanding the study to include participants from different regions could provide more diverse perspectives and strengthen the applicability of the results.

[bookmark: _Toc205391077]6.4. Future Research Scope
Newer models like TAM 3 and UTAT can be explored within the context of mobile payment services to identify usage patterns and highlight factors influencing the adoption of these services. Comparing the results from these models with the original TAM model can provide deeper insights. However, the study’s findings may not apply to other types of technology, leaving room for further research. Future studies could also use qualitative approaches, like longitudinal studies, to investigate additional variables and offer a more comprehensive understanding of technology acceptance.


[bookmark: _Toc205391078]Questionnaire
	Gender:

	· Male

	· Female

	

	What is your education level?

	· High school

	· Undergraduate

	· Graduate

	· Postgraduate

	

	Which age group do you belong to?

	· 15 – 25

	· 26 - 35

	· 36 – 45

	· 46 – 55

	· 55+ years

	

	What is your Profession?

	· Student

	· Service holder

	· Business

	· Others

	

	

	What is your average monthly family income?

	· 50,000 or below

	· 50,000 —1,00,000

	· 1,00,000—1,50,000

	· 1,50,000—2,00,000

	· above 2,00,000         

	

	[bookmark: _Toc205391079]Instruments:

	Perceived usefulness

	PU1: I believe that using M-Payment will enable me to pay more quickly.

	PU2: I believe that using M-Payment will enhance my payment effectiveness.

	PU3: I believe that I will find M-Payment useful.

	PU4: Using mobile financial services (bKash/Rocket/Nagad/Ucash etc.) increases my daily productivity

	PU5: Mobile financial services facilitate contactless payment

	

	Perceived ease of use

	PEOU1: I believe that when I use M-Payment, the process will be clear and understandable.

	PEOU2: I believe that it will be easy for me to become skillful at using M-Payment.

	PEOU3: I believe that M-Payment is easy to use.

	PEOU4: I Believe it is easy to transfer and receive money through mobile financial service as minimum steps are required

	PEOU5: I Would find it easy to get mobile financial services to do what I need to do in my daily financial transactions

	

	

	

	Compatibility

	COM1: I believe that using M-Payment will fit well with my lifestyle.

	COM2: I believe that using M-Payment will fit well with the way that I like to conduct my payment transactions.

	COM3: I believe that using M-Payment will be completely compatible with my current situation.

	

	Subjective Norms

	SN1: People who are important to me think that I should use M-Payment. 

	SN2: People whose opinions I value will prefer me to use M-Payment.

	SN3: People who are important to me will support my use of M-Payment.

	SN4: I know that most people who use mobile payment applications are able to save money and time.

	

	Perceived Trust (PT)

	PT1: I believe that M-Payment parties are honest.

	PT2: I believe that M-Payment parties will keep my best interests in mind.

	PT3: I believe that M-Payment parties will offer a secure M-Payment service

	

	

	Behavioral Intention (BI)

	BI1: I predict that I will use M-Payment in the next 6 months.

	BI2: I plan to use M-Payment in the next 12 months.

	BI3: I think that I will use M-Payment rather than any other available payment method to conduct a transaction in the future.

	

	

	Attitude (AT)

	AT1: M-Payment in a website/ M-Payment app is a good idea

	AT2: M-Payment in a website/ M-Payment app is a good idea

	AT3: I am positive about the web site/ M-Payment app that I use for M-Payment


.
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