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The low adoption of mobile wallets in Pakistan presents a significant issue, limiting financial 

inclusion and digital transformation in the country. Despite the rapid growth of digital 

infrastructure and smartphone penetration, only a small percentage of Pakistani population actively 

uses mobile wallets. To address this problem, the current study considered the role of perceived 

performance expectancy in continuance intention of people towards mobile wallets. Additionally, 

this study examined the role of confirmation and satisfaction between perceived performance 

expectancy and continuance intention. A survey was carried out for data collection with the help 

of a survey questionnaire. The research unfolds within the geographical context of Pakistan, 

employing a robust methodology involving data collection from a cohort of 351 adults through a 

cross-sectional questionnaire survey. Results of the study highlighted important contribution of 

perceived performance expectancy in continuous intention. Additionally, a significant role of 

confirmation and satisfaction was found between perceived performance expectancy and 

continuance intention. 

Introduction 

A cashless society is marked by the absence of the actual 

banknotes and coins rather than the total removal of currency 

in order to preserve financial system (Bátiz-Lazo, Haigh, & 

Stearns, 2014; Bhuiyan, Akter, & Islam, 2024). The potential 

macroeconomic and microeconomic advantages, as well as the 

introduction of new electronic payment systems, have been 

driving forces behind the movement away from cash and 

towards a society that does not use currency. A cashless society 

has various benefits on a national scale, one of which is the 

potential to lower the overall societal cost that is connected with 

a country's payment system. This is only one of the benefits that 

a cashless society may provide. According to research that was 

conducted by Humphrey et al. (2003), nations that switch from 

a payment system that is predominately based on paper to one 

that is wholly based on electronic transactions have the 

potential to encompass at minimum one percent of its yearly 

GDP as a result of the increased efficiency of their banking 

system. When carried out on a more local level, the introduction 

of innovative electronic payment systems has the potential to 

confer monetary and experience benefits on payment providers 

as well as on their clients. 

There is a lack of research studies capturing attention on 

applications that are based upon information generated systems 

have increased significantly. Understanding the elements that 

impact customers' intention to embrace information technologies 

has required the use of a number of different theories, including 

the behavior planned model representing by Ajzen (1991), the 

adoption model of technology representing by Ajzen (1991), and 

the innovation diffusion framework representing by Rogers 

Everett (1995). The authors offered confirmation model that is 

based on prior acceptance with extended adoption model of 

technology in the same article (Bhattacherjee, 2001) to better 

comprehend users' intents continuously adoption certain 

framework. Mobile wallet can be introduced as an important 

element which is valuable importance. The average size of a 

transaction through mobile wallet is reported in Figure 1. 

Researchers are attempting to leverage the pervasive 

accessibility of smart phones financial dealings, with the goal 

of reducing the number of peoples who are not being facilitate 

by banking offerings. Digital platforms are channelizing 

financial offerings. These services are intended to circumvent 

the constraints of high costs and physical networks (Manyika 

et al., 2016). E- wallets or Internet Banking dealings are typical 

examples of digital financial services (DFS). For the purposes 

of this discussion, comparison between e wallets and over-the-

counter (OTC) transactions, taking into account the various 

forms and complexities that may arise in different geographical 

and cultural contexts. Mobile wallets are financial accounts that 

are commonly, though not always, maintained by banks or 

telecommunications carriers. These accounts can be accessed 

and managed by individuals through their mobile devices. 

On the other hand, over the counter (OTC) transactions 

require individuals to personally visit an agent's business to 
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complete the transaction. When the recipient receives the funds, 

they can withdraw them from another agent's business by using 

a code and presenting an identity document (Ibtasam et al., 

2017). M-wallets have become a popular alternative to 

traditional wallets, debit cards, and credit cards for making 

online payments using mobile phones. M-wallet supports 

various types of transactions, including Consumer-to-Business 

(C2B), Consumer-to-Consumer (C2C), Consumer-to-Machine 

(C2M), and Consumer-to-Online (C2O) (Shin, 2009). 

Therefore, the objective of this study is to examine the role of 

perceived performance expectancy in continuous intention 

along with the important role of confirmation and satisfaction. 

 
Figure 1: Average Size of Transaction. 

Literature Review 

The need for digital payments has been continuously 

expanding throughout the world, since it strives to enable and 

promote a cashless society (Patil et al., 2020; Sankaran & 

Chakraborty, 2021). There are several items collectively together 

for current state affairs. Specifically growing smartphone users, 

advancements in faster payment methods, and the renewed 

support from the government. Although virtual payments 

through mobile devices are becoming more prevalent 

nationwide, smartphone users and the acceptance of e wallets 

system leading paperless economy still lag behind the global 

expansion of virtual payment technology. Mobile payment 

acceptance is particularly high in developing countries (Patil et 

al., 2020; Upadhyay et al., 2022). Furthermore, present research 

on mobile wallet usage is fairly restricted, focusing mostly on 

digital economies such as the United States and China (Chawla 

& Joshi, 2020; Singh, Sinha, & Liébana-Cabanillas, 2020). 

Figure 2 highlighted the conceptual model of the study. 

 
Figure 2: Conceptual Model of the Study. 

Mobile banking and mobile payments are the two main 

types of financial mobile services (Slade, Williams, & 

Dwivedi, 2013). Individuals may use a desktop computer to 

complete a variety of financial tasks via Internet banking. 

"Convenient and innovative services provided by financial 

institutions that use portable technology to enhance your 

banking experience." Customers can utilise mobile banking 

services to complete a variety of financial operations by using 

mobile applications. Mobile banking applications provide a 

variety of features that allow consumers to easily and 

conveniently handle their financial matters. This service offers 

a wide range of features that will enhance your banking 

experience. With our user-friendly features, you can 

effortlessly stay on top of your finances. Check your account 

balances, examine recent transactions, and simply set up or 

adjust regular payments such as standing orders and direct 

debits. Additionally, you can conveniently conduct bank 

transfers with just a few clicks (Baptista & Oliveira, 2016; Yen 

& Wu, 2016). 

Mobile banking permits clients to the conveniently access 

their bank accounts from anywhere and at any time (Dash, 

Bhusan, & Samal, 2014; De Leon, Atienza, & Susilo, 2020; 

Keo, Norng, & Seng, 2021; Lan & Huong, 2023; Siddik et al., 

2014). Therefore, access to mobile banking is very important. 

This convenience benefit allows customers to have real-time 

entry to the financial services 24 hours a day, regardless of their 

location or the time (Komulainen & Saraniemi, 2019). The ease 

provided by mobile banking has led to a growing number of 
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clients utilising self-service capabilities offered by banks 

through their mobile phones. This lessens their reliance on 

various physical visits to brick-and-mortar banks, accepting 

financial institutions to accomplish cost savings by the closing 

physical branches (Harden, 2002). Fast advancement of digital 

financial technology through mobile phones presents a 

promising likelihood for delivering financial services at 

reduced expenditures, so expanding accessibility to a broader 

range of societal groups (Ali et al., 2018; Danladi et al., 2023; 

Gladden, 2020; Risman et al., 2023; Shaikh et al., 2020). Over 

time, the PTA has effectively partnered with the financial 

regulator, Fintechs, mobile carriers, and international 

development establishments to realize this potential for 

developing livelihoods and advancing development. 

The implementation of a progressive regulatory framework 

and the establishment of partnerships between mobile operators 

and banks have significantly transformed the accessibility of 

banking services for the unbanked and economically 

disadvantaged population in the country. This has resulted in 

the creation of more than 47 million mobile financial accounts, 

commonly known as m-wallets, and a vast network of over 

425,000 mobile banking agents. In comparison, the number of 

traditional bank branches stands at a significantly lower figure 

of 13,692. At now, the number of yearly mobile banking 

transactions exceeds 955 million, equating to an average of 2.6 

million transactions per day. These transactions collectively 

amount to an annual volume surpassing Rs. 3.7 trillion, with 

daily transactions valued at Rs. 10 billion. 

The involvement of mobile carriers has been important in 

the achievement of this accomplishment, a development that 

was not anticipated by the conventional banking industry 

(Cooke, Wang, & Bartram, 2019; Ong, Nguyen, & Syed Alwi, 

2017; Salameh et al., 2011; Shair et al., 2021). The mobile 

banking sector is primarily dominated by two telco-partnered 

banks, namely Mobilink Microfinance Bank (operating under 

the brand name jazz cash) and Telenor Microfinance Bank 

(operating under the brand name Easy paisa). These two banks 

have a combined market share of 90% in m-wallet accounts and 

68% in active agents. The PTA use of biometric verification for 

Subscriber Identity Modules (SIMs) has significantly 

contributed to the expansion of mobile wallets in Pakistan. This 

platform will be interoperable, allowing users to access it from 

any mobile operator's network, regardless of their location or 

the time of day (Changchun, Haider, & Akram, 2017; Chen et 

al., 2017; Fehmeen, 2010). The SBP and the PTA have signed 

a Memorandum of Understanding (MOU) and established an 

acceptable regulatory framework to support the technological 

implementation and interoperability of mobile banking services 

to promote growth of mobile banking through Pakistan. 

The current legislative framework has effectively facilitated 

the establishment of one-to-one partnerships between mobile 

providers and banks (Changchun et al., 2017; Fehmeen, 2010). 

And, the PTA has given licenses to Fintechs/Third Party 

Service Providers in order to facilitate the provision of 

specialist services that would improve the interoperability of 

innovative digital solutions for financial inclusion. To achieve 

this goal, the PTA has enabled technical integration of cell 

providers, Fintech companies, and banks. The instant spread of 

3G/4G services, together with a large user base of 69.6 million 

broadband consumers, has created opportunities for expansion 

of digital payments and e-commerce. 

The presence of a conducive regulatory environment and a 

thriving market for digital financial services in Pakistan has 

also garnered the attention of Foreign Direct Investment and 

international collaborations within the industry (Afjal, 2023; Al 

Suwaidi, Sidek, & Al-Shami, 2022; Mainardes, Costa, & 

Nossa, 2023; Ozili, 2023). Ant Financial Services Group, noted 

for its exceptional technological skills in managing Alipay, the 

world's largest digital payment platform, has just formed a 

strategic collaboration arrangement with Telenor in Pakistan. 

As part of the agreement, Ant Financial will make a substantial 

investment of $184.5 million to secure a 45% ownership in 

easypaisa, a company owned by Telenor. This study’s primary 

objective in this collaboration is to enhance the expansion and 

advancement of mobile payment and digital financial services 

in the region. In addition, Alipay/Ant Financial and Telenor 

have introduced a new remittance service in Pakistan that 

utilises blockchain technology. The potential of these 

collaborations is immense, as they can greatly improve the 

effectiveness of upcoming digital payment platforms. 

Furthermore, they can play an important role in providing 

financial services to people and small enterprises in Pakistan. 

The word "performance expectancy" refers to an 

individual’s belief or expectation about the extent to which a 

specific technology or system would increase work 

performance. The theory of performance expectancy is directly 

related to how individuals believe their overall performance 

will improve by interacting with certain systems. Copious 

academic publications have meticulously examined and 

discussed the topic of expectation confirmation theory (ECT), 

as evidenced by the profound scholarly discourse documented 

in literature (Bhattacherjee, 2001). Firstly, it is crucial to 

acknowledge that the Expectancy-Confirmation Theory (ECT) 

does not incorporate the potential modifications in consumers' 

expectations that may emerge from their consumption 

experiences. Furthermore, electroconvulsive treatment (ECT) 

fails to effectively account for the implications of these 

modifications on subsequent cognitive functioning. Consumer 

expectations are usually shaped by personal experiences. 

Customers' expectations after purchasing may differ from those 

before purchasing. External elements, such as other people's 

perspectives and information provided through mass media 

outlets, frequently influence pre-acceptance expectations. 

Customers' individual experiences, on the other hand, influence 

post-acceptance expectations, causing them to become more 

realistic. For instance, customers' post-purchase expectations 

may be elevated when they are presented with supplementary 

benefits of a product or service that are beyond their initial 
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anticipations. However, if the product or service is perceived to 

have less value or utility than expected, these expectations may 

be diminished. The justification for these alterations might be 

clarified by examining them via the framework of self-

perception theory (Bhattacherjee, 2001). According to the 

proposed theoretical framework, individuals continuously 

adapt their perceptions, including expectations, as they gain 

new knowledge about a specific activity.This knowledge is 

obtained by the systematic observation of individuals' own 

behaviours as well as the behaviours of others. The modified 

viewpoints create a solid foundation for future actions. Hence, 

following an update, the revised post-consumption expectation 

takes precedence over the initial pre-consumption expectation 

inside consumers' cognitive memory. This revised expectation 

serves as a important basis for guiding future decision-making 

processes. This study suggests that enjoyment can be seen as a 

composite idea, where updated expectations and confirmation 

play a crucial role, rather than being solely determined by initial 

expectations. Form the aforementioned discussion, following 

hypotheses are proposed: 

Hypothesis 1: Perceived performance expectancy has positive 

influence on continuous intention. 

Hypothesis 2: Perceived performance expectancy has positive 

influence on confirmation. 

Hypothesis 3: Confirmation has positive influence on satisfaction. 

Hypothesis 4: Satisfaction has positive influence on continuous 

intention. 

Methodology 

The decision on how to approach aggregation depends on 

the nature of the situation and the current circumstances 

(Easterby-Smith, Thorpe, & Jackson, 2012). The design of a 

study is determined by the sort of research being carried out. 

The selection of a research methodology for a study depends on 

the specific nature of the issue being investigated. Researchers 

have various options to choose from, such as quantitative, 

qualitative, or mixed methods. Each approach differs in the 

type of data that is collected. Quantitative analysis is based on 

the use of numerical data (Cooper & Schindler, 2003). The 

current research utilised a quantitative approach with cross-

sectional research design. 

The current research utilises quantitative design for 

examine interrelationship within factors. This study examines 

the relationship between variables based on existing theories, 

models, and hypotheses. Therefore, this study considers 

quantitative research to be suitable (Cooper & Schindler, 2003; 

Lateh et al., 2017). Literature recommends using quantitative 

research design as an effective approach for testing hypotheses, 

examining relationships between groups, and assessing the 

interdependence among variables. Furthermore, it is crucial to 

acknowledge that the quantitative technique is grounded in a 

positivist ontology and depends on objective criteria (Bryman, 

2003). The research unfolds within the geographical context of 

Pakistan, employing a robust methodology involving data 

collection from a cohort of 351 adults through a cross-sectional 

questionnaire survey. PLS-SEM is used as a methodological 

approach to identify and analyse various relationships. 

Data Analysia and Findings 

The researcher used PLS-SEM version 3 in the current 

investigation for the following reasons. First and foremost, it is 

important to acknowledge that the technique being discussed 

holds considerable recognition and is extensively used in 

management and social science research. Furthermore, this 

approach has received support from a wide range of scholars, 

as demonstrated in literature (Henseler, Ringle, & Sinkovics, 

2009). Moreover, the integration of academic research and 

practical application has been widely accepted, as demonstrated 

by the notable contributions of Ringle, Da Silva, and their 

colleagues in 2015, as well as the recent work of Sarstedt, 

Ringle, and their team in 2021. Factor loading is given in Table 

1 which is higher than 0.5 for all scale items. Furthermore, 

composite reliability (CR) is higher than 0.7 and AVE is higher 

than 0.5 which is highlighted in Table 1. The Heterotrait-

Monotrait (HTMT) ratio of correlations is used to assess 

discriminant validity in structural equation modeling. HTMT 

values are below 0.85 which confirmed that each construct is 

distinct from others (see Table 2). 

Table 1: Factor Loading, CR and AVE. 

Variable Item Factor Loading Alpha CR AVE 

Perceived Performance Expectancy 

PPE1 0.78 

0.87 0.90 0.70 
PPE2 0.82 

PPE3 0.85 

PPE4 0.80 

Continuous Intention 

CI1 0.76 

0.88 0.91 0.72 
CI2 0.81 

CI3 0.84 
CI4 0.78 

Confirmation 

CONF1 0.79 

0.85 0.89 0.68 
CONF2 0.82 
CONF3 0.80 

CONF4 0.77 

Satisfaction 

SAT1 0.83 

0.86 0.90 0.69 
SAT2 0.80 

SAT3 0.81 

SAT4 0.77 
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Table 2: HTMT. 

Constructs Performance Expectancy Continuous Intention Confirmation Satisfaction 

Performance Expectancy     

Continuous Intention 0.80    

Confirmation 0.75 0.72   

Satisfaction 0.78 0.82 0.77  

 
Figure 3: HTMT. 

After completing the evaluation of measurement model 

specifications displayed Figure 3, the PLS-SEM analysis was 

executed. To accomplish this goal, the significance of the 

model was evaluated with respect to its relevant path 

coefficients, t-values test, and standard errors calculation. 

Using the bootstrapping method provided by Smart PLS 4, the 

researchers investigated whether or not the hypotheses held true 

for both the direct and indirect effects. The hypothesis was 

validated by taking into account the path coefficient and the 

value of the "t" statistic, as shown in Table 3 and Figure 1. In 

addition to that, the R2 statistic was analysed which 49% 

(moderate). As can be seen in Table 3, the current investigation 

includes a total of four hypotheses. All of the hypotheses (H1, 

H2, H3, H4) were accepted since the t-value was larger than 

1.96. 

Table 3: Hypotheses Testing Results. 

Hypothesis Beta Value t-value p-value Result 

H1: Perceived Performance Expectancy → Continuous Intention 0.35 6.21 0.000 Supported 

H2: Perceived Performance Expectancy → Confirmation 0.40 7.10 0.000 Supported 
H3: Confirmation → Satisfaction 0.47 8.35 0.000 Supported 

H4: Satisfaction → Continuous Intention 0.50 9.28 0.000 Supported 

 
Figure 4: Results. 

Conclusion 

Based on the results, all hypotheses in the study are 

supported, indicating that perceived performance expectancy, 

confirmation, and satisfaction each have positive and statistically 

significant effect on continuous intention. Therefore, results of 

the study found positive relationship between all variables. 

Specifically, perceived performance expectancy positively 

influences both confirmation and continuous intention, 

suggesting that when users perceive a high level of performance 

expectancy, they are more likely to feel satisfied with the system 

and inclined to continue its use. Hence, perceived performance 

expectancy has positive effect on intention of the people and 

confirmation. Also, confirmation positively affects satisfaction, 

highlighting that when expectations are met, satisfaction 
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increases. Finally, satisfaction has a strong positive influence on 

continuous intention, emphasizing that higher user satisfaction 

enhances the likelihood of continued use. Thus, satisfaction has 

positive contribution to the promotion of people intention to use 

mobile wallets. These findings underline the importance of 

performance expectancy, confirmation, and satisfaction in 

fostering sustained user engagement, providing valuable insights 

for strategies aimed at improving user retention and satisfaction. 
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