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The effect of mobile-wallet service dimensions on
customer satisfaction and loyalty: An empirical
study

Ahmed S. Ajina®*, Jamal M. M. Joudeh?, Nafez N. Ali®, Ahmad M. Zamil' and Tareq N. Hashem*

Abstract: Electronic payment options have mostly superseded traditional cash pay-
ment methods. The growth of digital wallets, e-commerce, mobile payments, and other
unusual payment methods has moved the global economy one step closer to a cashless
society. Therefore, this study aims to understand how mobile-wallet service quality
dimensions affect customer satisfaction and loyalty, as well as to explore users’ experi-
ences with these wallets. The dimensions of the mobile wallet adopted were service
quality, ease of use, usefulness, cost, and security. A quantitative approach was used,
and a questionnaire was utilized and distributed based on a convenience sample of 557
respondents who were located in Jordan. The statistical techniques of AMOS and SPSS
have been applied. The analysis results supported all the main hypotheses, arguing that
mobile-wallet service quality leads to customer satisfaction and loyalty. Additionally,
mobile wallet service dimensions have an impact on customer loyalty through customer
satisfaction. Furthermore, it found that the perceived ease of use, perceived usefulness,
and perceived security dimensions have no impact on customer satisfaction. Moreover,
perceived ease of use and perceived security dimensions have no impact on customer
loyalty. The study recommended the need for m-wallet providers to support m-wallets
and other electronic services to enhance the possibility of good control over their
technological tools to improve service quality, reduce costs, improve security, develop
the relationship between the organization and its customers, and learn more about their
desires and aspirations.
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1. Introduction

The advancement of information and communication technology in this period of globalization has
had an influence on people’s lives in the social, economic, and cultural fields. The more sophisti-
cated technology of facilities and infrastructure that supports every activity in fulfilling human
needs distinguishes it and makes it easier for us to communicate, discover information, and use
the internet. Rapid technological advancement has significantly influenced the production and
delivery of services to individuals (Haikal et al.,, 2020). Technology advancements fueled the
innovation that happened at the heart of many services, beginning with the modern, electronic,
automated methods used in service provision and continuing with the wireless communication
technology revolution (Kaur et al., 2020). According to Conforto (2019), these advancements
prompted organizations to go to considerable lengths to deliver high-quality services to benefici-
aries. Furthermore, organizations are becoming increasingly focused on providing customers with
high-quality service to increase their chances of obtaining customer satisfaction and confidence
(Taherdoost, 2018).

Cashless societies are becoming common in many countries because of technological innova-
tion. M-wallets are the most recent breakthrough in the recent wireless communication technology
revolution. It has increased consumer payment options (Agarwal & Chua, 2020). According to Qu
et al. (2022), mobile wallets are one of the most important and commonly used kinds of electronic
payments. The COVID-19 epidemic, the growth of the concept of digital currencies, people’s
increasing reliance on electronic payment systems, and other factors all contributed to the devel-
opment of what is now known as an m-wallet. Mobile wallets refer to the use of mobile phones
and other electronic devices for internet payment rather than computer interfaces (Chen et al,
2023). According to Phan et al. (2020), an m-wallet does not require consumers to open bank
accounts or carry cash but only requires a phone and ID numbers. Karnouskos and Fraunhofer
(2004)define m-wallets as transactions between two people using a mobile phone as a payment
method via mobile browsers and mobile applications. Individuals may use m-wallets to send and
receive money simply and securely. M-wallets can also pay bills and fees, perform transactions,
make travel and hotel reservations, and fill up their accounts (Aji & Adawiyah, 2021).

Several previous studies investigated the effect of mobile service quality on customer satisfac-
tion and loyalty. Yadav (2017), in his study, found that quality of service, risk, usefulness, cost,
usefulness, and trust influenced the intentions of customers to use mobile wallets. Singh et al.
(2017) conducted a study to determine consumer satisfaction with m-wallet use and its variables
(ease of use, trust, security, self-efficacy, usefulness, and hedonism), and the study discovered that
customer satisfaction with the services provided is associated with ease of use and trust, as well as
the level of benefit that the customer receives from using m-wallets. Other studies, such as those
conducted by Mamo (2018) and Demir (2019), discovered that service quality dimensions have
a significant impact on customer satisfaction and that there is a gap between what customers
expect and the services provided by the organization, which resulted in the customer’s attitude
towards the organization’s services being positive but insufficient to reach the loyalty stage. Hijazi
et al. (2022) found that the quality of m-payment services and self-efficacy have a significant
impact on continuous intention. According to a study conducted by Hidayah et al. (2021); Al-
Gasawneh et al. (2022); and Nusairat et al. (2022), the reasons for the decline in customer
satisfaction and loyalty to the m-wallet are its poor degree of efficiency, satisfaction, and privacy.
Maulani (2021) carried out a study to discover the reasons for the increase in the use of m-wallets
during the COVID-19 pandemic period. The study discovered that the dimensions of service play an
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important role in the adoption of m-wallets, but the brand image was the biggest motivator for
their use of m-wallets and provides better services as well as consumer satisfaction and loyalty.

Jordan saw the first release of what is now known as an e-wallet or m-wallet in 2014, and
Jordan Payments and Clearing Company is the main provider of electronic wallets in Jordan. This
service appeared as a response to the market’s need for the facilitation and acceleration of
electronic payment services through computers and smartphones (Abushamleh et al., 2021).
With the emergence of e-government services in Jordan and the reliance of many parties
on m-wallets in the conduct of payment operations for citizens—social security, income and
sales tax, municipality services, and many others—the need for m-wallets has increased to reduce
the burden of citizens’ visits to offices and government departments Alkailani and Nusairat (2022).
The services of m-wallets in Jordan included the following: transfer of money from one wallet to
another, payment through points of sale through NFC technology, deposits and withdrawals of
cash from an ATM, paying bills such as water, electricity, tax, and fines, and recharging prepaid
phones (Daragmeh et al., 2021; J. M. Joudeh et al.,, 2023).

1.1. The importance of the study

In 2020, as a result of the COVID-19 virus outbreak, which disrupted the country’s economic
system and led to job losses all over the country, the importance of m-wallets was proven, as
was their benefit in facilitating payment operations. To stop the spread of COVID-19 during this
deadly outbreak, the Jordanian government has encouraged people to use m-wallets and sup-
ported the use of cashless payment transactions to pay for services and receive government aid,
following the World Health Organization’s advice that governments should encourage their people
to engage in e-wallet payment (Al-Okaily et al., 2020; Hammouri et al,, 2021). According to
Abushamleh et al. (2021), Jordan had 443,095 electronic wallets in 2020, but by the end of
2022, Jordan had 1.91 million mobile wallets (Jordan News, 2022). As a result, the study’s
importance stems from the novelty of mobile wallets, which are one of the new electronic
payment systems on the list of national and international targets for scientific research. This
study is one among the few on the topic after the COVID-19 outbreak.

1.2. Questions of the study

Considering the above explanation, the present study’s concern relates to customers and m-wallet
companies. Customers, for example, are more concerned with receiving higher-quality service from
these companies. M-wallet companies strive to provide customers with high-quality services that
leave them satisfied. As a result, the current study was conducted to provide answers to the
following questions:

RQ1: Is the m-wallet service provided to customers considered adequate and able to fulfill their
‘needs?

RQ2: How do m-wallet service dimensions such as service quality, ease of use, usefulness, cost,
and security affect customer satisfaction?

RQ3: How do m-wallet service dimensions such as service quality, ease of use, usefulness, cost,
and security affect customer loyalty?

RQ4: Is there any mediation effect of customer satisfaction between m-wallet service and custo-
mer loyalty?

1.3. Objectives of the study

Following the aforementioned research questions, the study aimed to achieve the following
objectives:
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RO1: Find out whether there is an impact of m-wallet service on customer satisfaction and loyalty
provided by financial organizations from the perspective of users.

RO2: Determine the effect of m-wallet service on customer satisfaction.

RO3: To assess the impact of m-wallet services on customer loyalty.

RO4: Evaluate the impact of m-wallet services on customer loyalty via customer satisfaction.
2. Literature review

2.1. M-wallet service dimensions

Service quality refers to the level to which the customer is satisfied with the service. This service
should provide substantial benefits that will improve the customer’s quality of life now or in the
future. Service quality may represent how much a certain service improves the business’s satisfac-
tion and loyalty and how satisfied its customers feel depending on its services. In this study, we
considered the following dimensions to evaluate the quality of the m-wallet service, which can be
more detailed and diverse:

2.1.1. Perceived Service Quality (PSQ)

Perceived service quality is seen as the level of service provided by the organization to the
customer, and this service should include certain benefits that can improve the individual’s life
in the moment or the future. Also, perceived service quality can indicate the extent to which
a particular service increases customer satisfaction and loyalty for the organization and that
customers are satisfied with relying on its services without its competitors. SERVEQUL theory
pioneers, A. Parasuraman et al (1985, 1988), defined perceived service quality as a global judg-
ment or attitude linked to the superiority of the service. According to Gronroos (1984, 2017), the
developer of the Technical and Functional Quality Model, perceived service quality results from an
evaluation process in which customers compare their expectations with the service they received,
and we evaluate service quality from the customer’s perspective. As a result, customers always
evaluate the service quality they get by comparing it to what is expected or desired (Eresia-Eke
et al., 2019; Kleisari & Markaki, 2020).

H1.1: Perceived service quality positively affects customer satisfaction.
H2.1: Perceived service quality positively affects customer loyalty.

2.1.2. Perceived Ease Of Use (PEOU)

Performance expectancy is another term for perceived usefulness (Koenig Lewis et al., 2015). The
perceived ease of use in this study refers to the usability of an application or system. It is one of
the most essential aspects influencing how an electronic service’s quality is evaluated (Abdallah
et al, 2020; Gonu et al., 2022; Liébana-Cabanillas et al., 2014). The founders of the Technology
Acceptance Model (TAM), Davis (1989), and Davis et al. (1989), define perceived ease of use as the
belief that an application or system is easy to understand, simple to use, and manageable by
anyone without physical or mental effort. It also describes how quickly and simply you can
navigate through its pages without getting lost or needing help. According to Pikkarainen et al.
(2004), ease of use is widely believed to improve performance, and customers are more likely to
adopt an application or system when they believe it is simple to learn and use. In contrast to
sophisticated systems and apps that users avoid due to their complexity and limitations.
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H1.2: Perceived ease of use positively affects customer satisfaction.

H2.2: Perceived ease of use positively affects customer loyalty.

2.1.3. Perceived Usefulness (PU)

One of the challenges to system adoption is the lack of evident advantages and benefits. When
a user finds a system or application beneficial and it offers him various benefits, he develops
a favorable attitude towards it and uses it with the assumption that he is receiving something
valuable out of it. Davis et al. (1989) defined perceived usefulness as the level of confidence
with which customers feel that using a certain system would improve their performance.
Therefore, perceived usefulness is seen as an important factor in the usage of technological
systems or applications (Chuah et al., 2016; Wilson et al., 2018). According to Venkatesh and
Bala (2008) and Beldad and Hegner (2017), perceived usefulness is a strong predictor
of m-wallet desire, and it is essential to determine why customers embrace a particular applica-
tion or service.

H1.3: Perceived usefulness positively affects customer satisfaction.

H2.3: Perceived usefulness positively affects customer loyalty.

2.1.4. Perceived Cost (PC)

The perceived cost is a significant aspect in selecting whether to use a specific technology,
technical product, or service, as well as the extent to which the cost is acceptable in comparison
to the value of the service obtained. According to Venkatesh et al. (2012); Wiardi et al. (2020),
pricing value is regarded as positive when the benefits of using e-technology are perceived to be
greater than the expenditures involved (Khraiwish et al., 2022). Contend that the value of a service
provided by the organization should be fair and commensurate with the individual’s income and
ability to pay for it. According to Ericsson (2018), one-third of non-users cited that they were
hesitant to purchase due to the high cost of the technology. Furthermore, Shin (2010) found in his
study that high costs had a negative influence on consumers’ adoption of mobile technology.
Therefore, service providers should control their service costs to influence their customers’ overall
satisfaction (Abu-Salim et al.,, 2017).

H1.4: Perceived cost positively affects customer satisfaction.
H2.4: Perceived cost positively affects customer loyalty.

2.1.5. Perceived Security (PS)

Along with the perceived benefits, new technologies usually pose some risks (Schierz et al., 2010).
The security dimension relates to a customer’s understanding that using the service to share
private and confidential information is safe. When using electronic services, particularly financial
services, it may be essential to request sensitive personal and financial information (Hermawan,
2022; Xu et al., 2011). As a result, the degree to which the consumer feels secure while using the
service determines their satisfaction and loyalty, which in turn influence the quality of the service.
Mobile wallets may include dangers and unpredictable possibilities since they may be related to
criminal activities such as theft, account takeover, fraudulent transactions, and data breaches
(Leong et al., 2020). In general, it pointed out that perceived security has a detrimental impact on
customer behavior (Marafon et al., 2018).
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H1.5: Perceived security positively affects customer satisfaction.
H2.5: Perceived security positively affects customer loyalty.

2.2. Customer satisfaction

There is no common definition of consumer satisfaction among researchers. It is a subjective
concept. This is related to a variety of general conceptions and interpretations of customer
satisfaction. Oliver (1999) defines consumer satisfaction as pleasurable fulfillment. Chang et al.
(2009) defined customer satisfaction as the psychological feeling of satisfaction or disappointment
formed by comparing the perceived results with consumer expectations. According to Freihat et al.
(2020), satisfaction is the degree of customer awareness of the organization’s effectiveness in
offering products and services that meet needs and desires. While Otto et al. (2020) claimed that
satisfaction is a result of perceived and expected performance, if the performance fails to match
expectations, the customer is dissatisfied or disappointed and will not engage with the organiza-
tion again. Customer satisfaction, according to Nambiar et al. (2019), is paramount to a favorable
perception of service quality. Zameer et al. (2015); Jamal and Naser (2003); J. M. M. Joudeh et al.
(2021); and Dandis et al. (2021), found that customer satisfaction depends on the quality of the
organization’s product or service, and evaluating the actual degree of customer satisfaction is
essential for maintaining long-term success.

H1: Perceived m-wallet dimensions positively affect customer satisfaction.

2.3. Customer loyalty

Thakur (2016) defined customer loyalty as the process of purchasing a sustainable product
resulting from the customer’s commitment to the product. In other words, loyalty indicates
customers’ preference to buy specific products from an organization over others (Haralayya,
2021). Moreover, customer loyalty is the tendency of customers to constantly choose the
products and services of a particular organization despite the presence of competitors in the
market; in this case, the customer is loyal to this organization and is not affected by the offers
and prices of other organizations (J. M. Joudeh et al., 2023; Khairawati, 2020). According to
Boateng (2019) and Santouridis and Trivellas (2010), customer loyalty is often examined from
a behavioral point of view by measuring items such as the number of repeat purchases or
purchase frequency. By creating and maintaining customer loyalty, the organization develops
a long-term, mutually beneficial relationship with its customers (Pan & Zhang, 2011). Customer
loyalty is a purchasing behavior that periodically and systematically benefits an organization
compared to its competitors in the same field (Watson et al., 2015). Customer loyalty helps the
organization grow through more profits, a good reputation, an improved mental image of the
product or service, and the establishment of new production lines, which leads to the acquisi-
tion of new customers for the organization (J. M. Joudeh et al., 2022). According to Budur and
Poturak (2021), customer loyalty is the cornerstone of the success of any organization and its
integration with the rest of the other dimensions, as the process of customer retention is
a very difficult issue due to changes in the psychology and behaviour of customers.

H2: Perceived m-wallet dimensions positively affect customer loyalty.
H3: Perceived m-wallet dimensions positively affect customer satisfaction.

H4: Perceived m-wallet dimensions positively affect customer loyalty via customer satisfaction.
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Figure 1. Study model.
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Based on hypotheses in the previous section and launching from the main study, researchers were
able to develop the following study model (See Figure 1):

3. Methodology

3.1. Data collection

The current study was launched to achieve its goal by relying on the quantitative approach, and
the quantitative approach is an efficient research method to reach the largest number of
samples and collect primary data so that the phenomenon under study is explained. The
instrument of the current study is the questionnaire, which was built based on previous studies
and modified to be suitable for this study. The questionnaire was divided into two parts: the first
one dealt with the demographic data of the sample members (gender, age, educational level,
and monthly income), while the second part provided paragraphs to measure the study
variables.

3.2. Study population and sampling

The study population comprised Jordanian consumers who use m-wallets, and after administering
the questionnaire to the sample members, 557 questionnaires were collected and found to be
valid for statistical analysis.

3.3. Data analysis

SPSS and AMOS were used to analyze the collected data. The descriptive data were analyzed with
SPSS. The alpha test was used to determine the research tool’s reliability and consistency.
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Frequencies, percentages, means, standard deviations, and multicollinearity tests were among the
other statistical tests used. The structural equation model was performed using the AMOS
software.

3.4. Respondent characteristics

Table 1 showed the results of analyzing the demographics of respondents to the questionnaire. It
appeared that the majority of respondents (62.2%) were males who were less than 35 years old,
consisting of 49.7% of the total sample, and were older than 35 years old, consisting of 51.3% of
the total sample, and were older than 35 years old, consisting of 51.3%. Regarding educational
qualifications, it appeared that the majority (39.7%) held high secondary school or less, and those
who held BA degrees comprised 34.6% of the sample. When asked about their monthly incomes, it
was seen that most of them had a monthly income of less than 500 JD, or 74.7%. As for when they
started using m-wallets, most of them (77.7%) agreed that they started using m-wallets less than
3 years ago, which means that they used m-wallets during COVID-19.

3.5. Questionnaire analysis

In Table 2, the attitudes of respondents regarding statements were analyzed, and it appeared that
their attitudes were positive given that all variables scored higher than the mean scale of 3.00. The
highest mean scored by the variable of perceived usefulness was 3.99/5.00, and the variable of
perceived cost was the least but still had a positive mean of 3.72/5.00.

3.6. Internal consistency and validation of study

Cronbach’s alpha was used to test the reliability of variables. The reliability scores varied from
0.878 to 0.935, as indicated in Table 2, and This implies that Cronbach’s alpha coefficient falls
within the acceptable range. Table 6 also shows that the variance inflation factor values are less
than 10 indicating a lack of multicollinearity between the independent variables as recommended
by Belsley et al. (2005). Furthermore, the convergent validity suggests that the CR (0.625-0.827)
and AVE (0.638-0.817) were above the suggested scores of 0.6 (Bagozzi & Yi, 2012), and therefore
within acceptable limits (Table 2). The factor loadings for each variable were all more than 0.4, as
indicated by Hair et al. (2010), hence the data was declared suitable for use in the structural
educational model. Also, before testing the major hypotheses, the suggested research model must
be validated using a set of indicators to confirm that it is acceptable for this study’s aim.
A goodness-of-fit model was used for this purpose. Based on the results in Table 3, the chi-
square/degree of freedom (x2/df) value was 3.21, which was less than the recommended value
of 5. The adjusted goodness-of-fit index (AGFI) is 0.828, which exceeds the recommended value of
>0.8. The root-mean-square error of approximation (RMSEA)=0.092, which is less than the
recommended level of 0.10. Furthermore, the normed fit index (NFI)=0.917, the comparative fit
index (CFI) =0.928, and the goodness-of-fit index (GFI) =0.937 are all higher than 0.90. As a result,
Table 3 showed that the aforesaid indicators were enough for the study.

4. Results
The multiple regression test and PLS-SEM tests were carried out as follows:

4.1. Sub-hypotheses testing

The regression test is used to ascertain the effect of independent variables on one dependent
variable. As illustrated in Tables 4 and 5, the independent variables (m-wallet dimensions) are
perceived service quality, perceived ease of use, perceived usefulness, perceived cost, and per-
ceived security, whereas the dependent variables are customer satisfaction and customer loyalty.

As shown in Table 4, two of the m-wallet dimensions of the independent variables, including
perceived service quality (P=.000; 3=.201) and perceived cost (P=.000; B =.393), were found to
significantly and positively impact customer satisfaction. While perceived ease of use (P=.700; =
—-.012), perceived usefulness (P=.079; B=.081), and perceived security (P=.253; B=.066) were
found to have an insignificant effect on customer satisfaction, the correlation coefficients of (R
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Table 1. Respondent characteristics

Gender
Male 346 62.2
Female 211 38.8
Age
Less than 25 135 24.2
25-35 141 253
36-45 112 20.1
More than 46 169 303
Education
High School and less 221 39.7
Diploma 87 15.6
BA 193 34.6
Postgraduates 56 10.1
Monthly income/JD/(1 USD = 0.71 JD)
Less than 500 317 74.7
501-1000 109 19.6
1001-1500 87 15.6
More than 1501 4t 7.8
How long have you been using m-wallet?
Less than 1 year 107 19.2
1-3 years 326 58.5
3-6 years 78 14.2
More than 6 years 46 8.1
Total 557 100.0

=.731) and (adjusted R? =.722) indicated that m-wallet dimensions were strongly and positively
correlated with customer satisfaction.

As displayed in Table 5, three of the m-wallet dimensions of the independent variables, including
perceived service quality (P=.000; p =.150), perceived usefulness (P=.004; f=.122), and perceived
cost (P=.000; B=.387), were found to significantly and positively impact customer loyalty. While
the dimensions of perceived ease of use (P=.103; B=-.064) and perceived security (P=.752; B=
—-.015) were found to be insignificant to customer loyalty, the correlation coefficients of R=.787
and adjusted R? =.766 indicated that m-wallet dimensions were strongly and positively correlated
with customer loyalty.

4.2. Main hypotheses testing

Table 6 and Figure 2 show the direct and indirect effects between latent variables. There are direct
and indirect impacts in the given data, all of which are significant at P < 0.05. The following are the
findings for direct and indirect effects:

H1 results demonstrate that (3=0.908; P<.05; =.000), indicating that the service quality
of m-wallet influences customer satisfaction. The H2 result shows that (3=0.561; P<.05; =.000),
indicating that the quality of the m-wallet service influences customer loyalty. Also, the H3 result
shows that (B=0.349; P<.05; =.000), indicating that customer satisfaction influences customer
loyalty. Furthermore, the H4 result reveals that (B=0.310; P<.05; =.022), indicating that the
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Table 2. Variables’ analysis

Variable Factor Loading AVE CR Cronbach alpha
Service quality

M-Wallet offers 734 0.732 0.783 0.935
professional
services.

M-Wallet offers .761
customized
services.

M-Wallet has .825
a quick connection
service.

M-Wallet provides 662
a wide variety of
payment options.

Ease of use

M-wallet is easy to .816 0.638 0.811 0.909
use.

M-wallet does not .783

require much effort.

M-wallet needs .716

a few steps to
complete my
payment.

Payment 676
information is easily
obtained.

Usefulness

M-Wallet helped 811 0.724 0.625 0.929
me finish payments
more quickly.
M-Wallet is useful 732
for doing my
payments.

M-Wallet saves .609
time.

M-Wallet is useful 727
for managing
payments.

Cost

The M-Wallet fee is 831 0.817 0.649 0.898
reasonably priced.

M-Wallet provides 754
a competitive price
for payments.

M-Wallet is good .689
value for money.

Security

(Continued)
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Variable Factor Loading AVE CR Cronbach alpha
M-Wallet is a safe .832 0.762 0.827 0.913

tool for payments.

M-Wallet is 746

guaranteed by the

government.

M-Wallet protects 738

personal

information.

M-Wallet ensures .688

protection against
fraud and financial
risks.

Satisfaction

M-Wallet met my 742 0.738 0.743 0.878
expectations

Payments through .802
my m-wallet
satisfied me.

[ am delighted with 594
using an M-Wallet.

Loyalty

In the future, 811 0.809 0.763 0.931
I intend to use the
M-Wallet.

I will advise my 841
friends to use the
M-Wallet.

I will say good 798
things about
M-Wallet.

Table 3. Goodness of fit model

AGFI x2/df GFI RMSEA CFI NFI
Recommended >.80 <5 >.90 <.10 >.90 >.90
References (Miles & (Tabachnick (Miles & (MacCallum (Hu & (Hu &

Shevlin, & Fidell, Shevlin, et al.,, 1996) Bentler, Bentler,

1998). 2007) 1998). 1999). 1999).
Study model .828 3.21 937 .092 .928 917

dimensions of m-wallets affect customer loyalty via customer satisfaction. As a result, hypothesis
(4) is accepted.

5. Discussion

The purpose of this study was to shed light on the influence of m-wallet service on customer
satisfaction and loyalty, as well as the impact of m-wallet dimensions on customer loyalty via
customer satisfaction as a mediator. For collecting primary data from customers, a quantitative
method was employed, and an administered questionnaire was used. Following the application,
a total of 557 respondents completed the questionnaire, and SPSS and AMOS were used to test
and analyze the primary data.
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Table 4. The impact of m-wallet dimensions on customer satisfaction

Unstandardized coefficients | Standardized
coefficients

M-wallet si
dimensions B Std. error B T 9.
Perceived .230 .052 201 3.912 .000
service quality
Perceived ease -.014 .049 -.012 —.249 .700
of use
Perceived .089 .056 .081 1.802 .079
usefulness
Perceived cost 438 .052 393 7.978 .000
Perceived .073 .063 .066 1.213 .253
security

Dependent variable: customer satisfaction; R = 0.731; adjusted R? = 0.722

The research analysis discovered that customers appeared to have an appropriate awareness
of m-wallets and how to use them; they also appeared to be aware of security risks and
focused more on the source of m-wallets than the services supplied. The study’s main hypoth-
eses were accepted, and the findings showed that the m-wallet service influenced customer
satisfaction and loyalty. Furthermore, the results revealed that the m-wallet service influences
loyalty by acting as a mediator through customer satisfaction. The attitudes of customers
towards the m-wallet service’s ease of use, usefulness, and security dimensions have no
impact on their satisfaction. Furthermore, it discovered that the ease of use and security
dimensions had no impact on consumer loyalty. The concept of m-wallets has been known
for a while in Jordan, but it gained popularity during the COVID-19 outbreak. According to the
finding, the usage of m-wallets grew during the COVID-19 outbreak, and the majority
of m-wallet users are young, low-income customers. This means that customers in Jordan
have become more reliant on m-wallets.

The study proved that the m-wallet service has a substantial influence on customer
satisfaction and loyalty. Regarding the m-wallet service and customer satisfaction with it,
customers are more likely to use the service if they believe it to be of overall high quality.
Naturally, a customer would not want to engage with an organization that offered him
services that were regarded as low quality, difficult to use, and unsafe. This result supports
earlier research by Yadav (2017), Singh et al. (2017), Mamo (2018), Marafon et al. (2018), and
Demir (2019), which found that service dimensions influence m-wallet adoption as a payment
method.

Reaching customer satisfaction by improving service quality, specifically the m-wallet ser-
vice, contributes significantly to enhancing the customer’s confidence in the service and its
provider and increases the possibility of the customer adopting other similar services from
the same organization based on the idea that the services provided by another organization
are of high quality, so the adoption of other similar services will not pose a risk to the
customer due to the level of security in the service. This follows from the fact that the
level of security is important as one of the dimensions of perceived service quality, as security
here refers to the applications or m-wallet service’s dependence on passwords and the ease
with which they can be changed securely. It also included a service policy declaration, the
customer’s rights and obligations, and the choice of data encryption and preventing
unauthorized access. This finding supports earlier results by Zameer et al. (2015), Nambiar
et al. (2019), Freihat et al. (2020), and Dandis et al. (2021), all of which revealed that a high-
quality m-wallet service influences increasing customer satisfaction.
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Figure 2. Results of the pro-
posed model.

Table 6. Results of main hypotheses

Main hypotheses Direct Indirect | T-value P Result
impact impact

M-wallet _ Customer 0.908 0.31 24.867 .000 Accepted
service satisfaction

M-wallet _ Customer 0.561 7.146 .000 Accepted
service loyalty

Customer —_—> Customer 0.349 4.711 .000 Accepted
satisfaction loyalty

The study revealed the relationship between the m-wallet service and the achievement of
customer loyalty, and the findings from the current study indicate that improving the quality of
the m-wallet service will enhance customer loyalty. Furthermore, the study shows that the
relationship between the m-wallet service and customer loyalty is essentially displayed through
the mediating impact of the customer satisfaction variable. This finding is consistent with
previous research by Khairawati (2020); Haralayya (2021); Budur and Poturak (2021);
J. M. Joudeh et al. (2022); and J. M. Joudeh et al. (2023), which found that m-wallet service
and customer satisfaction influence customer loyalty and that m-wallet service influences
customer loyalty through customer satisfaction as a mediator. Mamo (2018) and Demir
(2019) confirmed the opposite.

Referring to the main objective of the study, a set of m-wallet service variables was referred to,
which included perceived service quality, perceived ease of use, perceived usefulness, perceived

Customer Loyalty
b L A A A Y
561 .349 310
.908
Mobile—Wallet Customer
Dimensions Satisfaction
Fy r'y & A
150 201
Service quality
064 .012
Ease of use
Use fullness
387 393
Cost
—-.015 .066
Security
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cost, and perceived security, and how achieving them would lead to customer satisfaction and
customer loyalty.

6. Conclusion and recommendations

Mobile wallets are a special form of mobile payment, that has garnered much attention in the
markets which use the internet to process money transactions and payments for products and
services. Moreover, m-wallets are designed to offer customers substantial benefits that will
improve the customer’s quality of life. These m-wallets have benefits in terms of time, effort,
security, economy, and convenience. Despite these benefits, usage intentions and adoption
of m-wallets in most emerging markets have been low, and they have not received widespread
acceptance which involves uncertainty and risks due to the vulnerable nature of mobile networks.

In recent years, electronic services, including mobile wallets, have led most organizations to
change their businesses from traditional forms to electronic ones. Today, it is simple to conduct
operations, get a lot of information, receive orders, and create a strong relationship between the
organization and its customers all at once. To ensure customer satisfaction and loyalty, the
organization should ensure the quality of the m-wallet service provided and improve the specifica-
tions and quality of services. This will ultimately result in a higher market share, greater compe-
titive capabilities, and an opportunity to grow the customer base.

In practice, this study provides the business sectors involved in electronic service payments
with information before the launch of the referred service, allowing them to build their
respective marketing plans and strategies based on an understanding of the dimensions
that affect mobile-wallet service acceptance. According to the study’s findings, all the main
hypotheses regarding perceived service quality, perceived ease of use, perceived utility,
perceived cost, and perceived security had a favourable influence on customer satisfaction
and loyalty. However, the study’s findings showed that the sub-hypotheses had varied effects
on both customer satisfaction and loyalty. In terms of customer satisfaction, the findings
revealed that perceived ease of use, perceived usefulness, and perceived security had no
influence, however, perceived service quality and perceived cost had a positive impact.
Perceived ease of use and perceived security had no effect on customer loyalty, although
perceived service quality, perceived usefulness, and perceived cost did.

Based on the findings and analyses, the study suggests that businesses can promote m-wallets
by educating customers on how to establish an m-wallet, set a password, delete it, protect it, and
how m-wallets may save time and money. To utilize the service and ensure that there are no gaps
in it, it is essential to benefit from the experiences of developed countries regarding payment
channels and electronic financial transactions. Organizations that offer m-wallets and other
electronic services need to enhance their capacity to manage the technology they have in order
to improve service efficiency, cut costs, build relationships with customers, and discover more
about their wants and desires. Particular attention should be given to the m-wallet’s weak
dimensions of ease of use, usefulness, cost, and security.
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