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Abstract 

Mobile payment (m-payment) is determined as modern application of electronic commerce. It helps financial 
institutions to widen the financial services to existing customers in developed countries and to increase financial 
inclusion in developing and emerging countries. Cambodia is a country with low financial inclusion and 
National Bank of Cambodia perceives that the usage of m-payment can help to increase financial deepness. 
However, the lack of empirical evidences is a concern and this study is developed to fill the literature gaps. A 
research model as proposed in which behavior intention towards m-payment is affected by performance 
expectancy and effort expectancy. This model involves perceived transaction convenience as direct impact on 
performance expectancy and effort expectancy. Four research hypotheses were proposed and data was collected 
from 252 questionnaires. Obtained result showed that three hypotheses were supported. Only the effect of 
perceived transaction convenience on performance expectancy was not significantly. All factors qualified for 
reliability test’s requirement. EFA Analysis was conducted to verify the construct between factors and belonged 
items. Based on empirical results, recommendations and future researches were proposed.  

Keywords: Mobile payment (m-payment), perceived transaction convenience, performance expectancy, effort 
expectancy, behavior intention 

1. Introduction 
Mobile payment (m-payment) refers to the transactions or the payments which are initiated by mobile devices 
and it receives significant amount of attention (Hayashi, 2012). M-payment was firstly introduced in 1990s and 
its patent was firstly registered in 2000 (Google Patents, 2019). The first instance of m-payment transaction was 
initiated by Coca Cola since when the company allowed individual customers to buy the drink through text 
messages on their mobile phones (Prime Indexes, 2018). Currently, m-payment is conducted under various forms, 
including mobile wallets, SMS payments, direct operator billing, internet payments, and mobile banking (Prime 
Indexes, 2018). In 2017, The Statista (2019) emphasizes that the users utilize m-payment mainly for merchandise 
purchases (US$168.3 billion), ticketing (US$6.8 billion), money transfers (US$497.1 billion), bill payments 
(US$36.8 billion), airtime top-ups (US$8.5 billion). Asia Pacific is the region with highest number of m-payment 
users, from 4.9 million people in 2009 to 163.6 million people in 2016 (Prime Indexes, 2018).  

M-payment is delivered with two information systems, including short message service (SMS) and near field 
communication (NFC), according to Liebana-Cabanillas et al. (2017). SMS is defined as the communication 
between two mobile devices and it consists of short texts (Valcourt et al., 2015). There are some limitations of 
SMS, including the limited characters per message and there is no delivery confirmation (Kadhiwal & Zulfiquar, 
2007). Recently, NFC is emerged as the replacement of SMS in term of m-payment. NFC is defined as a 
communication technology which is embedded in the mobile devices of users that enable communication 
between mobile device and terminal (Liebana-Cabanillas et al., 2017). The benefit of NFC is that it allows the 
service providers to integrate diversified payment services to the terminal (Grassie, 2007).  

The development of m-payments provides the opportunities to financial institutions to provide value added 
services to existing customers in developed countries and to allow a large number of unbanked customers in 
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developing and emerging countries to access formal financial services (Gupta, 2013). Kenya is a practical 
example of adopting m-payment to expand the formal financial services in poor country. Since m-payment was 
introduced in the country, the number of m-payment users was increased to more than 8 million and it accounted 
for 40% of adult population and later survey showed that Kenyan people have been raising their attention to use 
m-payment because of this technology becomes familiar with them (Morawczynski & Pickens, 2009).  

Similarly, Cambodia is determined as one of the countries with low financial accessibility to people despite of 
the financial inclusion index was improved from 6% in 2008 to 23.5% in 2014 (Sarma, 2016). Regarding to such 
situation, m-payment is considered as the solution to further improve financial inclusion in the country (Seng & 
Lay, 2018). It is supported by the fact that the number of mobile cellular subscribers per population in Cambodia 
has reached 134% recently (Sarma, 2016) in which 13.27% of mobile phone users have been using smartphones 
(Finmark Trust, 2015). It is concluded that financial inclusion deepness is achievable through the application of 
advanced technologies, especially mobile phones (Seng & Lay, 2018). The role of m-payment is recognized 
throughout its indirect effect to economic growth. This indirect effect is further explained by the fact that 
m-payment helps the countries to increase financial inclusion and higher financial inclusion returns significant 
and positive effect to economic growth (Levine et al., 2000; Claessens, 2006; Demirguc-Kunt et al., 2015).  

The study aims to explore how the behavior intention of Cambodian users towards m-payment. This research 
aim is motivated by the lack of empirical studies about behavior intention in the relationship with performance 
expectancy, effort expectancy, and perceived transaction convenience. Previous researchers like Seng and Lay 
(2018) studied about m-payment and how it can induce the people to formal financial services. Hoffman and 
McVay (2013) developed a report about m-payment service provider in Cambodia but the main content was 
about business and operation strategies of this company. 

2. Literature Survey 

There are many theories which were developed by previous researchers to explore how individual interacts and 
adopt with new technologies. The existing theories refer to Theory of Reasoned Action developed by Ajzen and 
Fishbein (1980), Theory of Planned Behavior developed by Ajzen (1991). Both these theories explore how users 
develop their understanding and are able to use information system. The theoretical basis of Theory of Reasoned 
Action and Theory of Planned Behavior is users’ attitudes and subjective norms related to the users (Yang et al., 
2012). Another theoretical model was developed by Davis (1989) under the name of Technology Acceptance 
Model. This model involved perceived usefulness and perceived ease of use as determinants of intention to use 
new technology (Davis et al., 1989). Many researchers adopted Theory of Reasoned Action, Theory of Planned 
Behavior, and Technology Acceptance Model to explain how the users’ intention towards mobile phone usage 
(Ervasti & Helaakoski, 2010), healthcare system (Pai & Huang, 2011), social network (Lorenzo et al., 2011). 
Some researchers were relied on Technology Acceptance Model to explain users’ intention to m-payment system 
(Liebana-Cabanillas, 2012; Luna, 2012). Recently, Unified Theory of Acceptance and Use of Technology model 
which was developed by Venkatesh et al. (2003) was proven as playing an important role in technology 
acceptance research (De Wit et al., 2011; Verhoeven et al., 2011). A comparison between Theory of Reasoned 
Action, Theory of Planned Behavior, Technology Acceptance Model, and Unified Theory of Acceptance and Use 
of Technology model was provided by Samaradiwakara and Gunawardena (2014) and it showed that the last 
model has highest variance explain. In more detail, variance explained in Theory of Reasoned Action, Theory of 
Planned Behavior, and Technology Acceptance Model was 0.36, 0.53, and 0.46. Other while, Unified Theory of 
Acceptance and Use of Technology model achieved variance explain of 0.69.  

3. Research Model and Hypothesis 

The research model is depicted in Figure 1: 

 

 
Figure 1. Research model 
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Thus, there are four research hypotheses: 

Perceived transaction convenience is defined as the ease of making and amend transactions by the users 
(Beauchamp & Ponder, 2010). The role of perceived transaction convenience was proven in online shopping 
whether easy and safe payment method is crucial to the users (Ferreira, 2016). Empirical evidence provided by 
Javadi et al. (2012) confirmed that when users perceived high possibility of money lost, their behavior intention 
was affected negatively. Shaw and Sergueeva (2016) identified that perceived transaction convenience affects 
significantly and positively on user intention to use smartphone for mobile commerce. Liebana-Cabanillas et al. 
(2017) considered perceived transaction convenience as perceived security and it affected significantly intention 
to use new m-payment among 287 respondents. Teo et al. (2015) obtained empirical evidence of perceived 
transaction convenience affected to both performance expectancy and effort expectancy. Umphapalin (2018) 
developed research about factors affecting behavior intention to use quick response payment system of consumer 
of Bangkok, Thailand and this researcher confirmed that performance expectancy and effort expectancy were 
significantly affected by performance transaction convenience. Therefore, the first two hypotheses are: 

H1: Perceived transaction convenience has significant effect to performance expectancy.  

H2: Perceived transaction convenience has significant effect to effort expectancy. 

Performance expectancy is defined as the users’ expectation to the performance of adopted technology (Sarfaraz, 
2017). The effect of performance expectancy on behavior intention is found as significant in previous empirical 
evidences. Jambulingam (2013) adopted UTAUT model to study behavior intention to adopt mobile technology 
and this researcher identified that the hypothesis of performance expectancy has a positive influence on 
behavioral intention is supported. Ghalandari (2012) conducted a survey among 310 e-banking users in Iran and 
identified that performance expectancy has significant effect on users’ behavior intention. Ayoade (2015) 
developed a research paper of factors influencing users’ behavior intention towards mobile learning technology 
and performance expectancy has greatest effect on behavior intention compared to effort expectancy, social 
influence, and facilitating condition. Ali Sair and Danish (2018) confirmed the effect of performance expectancy 
on behavior intention towards mobile commerce in Pakistan. Therefore, the third hypothesis is:  

H3: Performance expectancy has significant effect to behavior intention. 

Effort expectancy is defined as user perception of how they can use a technology easily (Onaolapo & Oyewole, 
2018). The effect of effort expectancy on behavior intention is found as significant in previous empirical 
evidences. An et al. (2016) found significant effect of effort expectancy on online shopping intention among 387 
users. Catherine et al. (2017) studied behavior intention towards fingerprint authentication-based ATMs in 
Uganda and they confirmed that behavior intention was received significant and positive effect from effort 
expectancy. Mtebe and Raisamo (2014) highlighted the significant effect of effort expectancy on behavior 
intention of students towards mobile learning in higher education in East Africa. Similarly, Fadzil (2018) 
confirmed the role of effort expectancy to behavior intention to use mobile applications in Malaysia. Therefore, 
the fourth hypothesis is: 

H4: Effort expectancy has significant effect to behavior intention. 

4. Research Methodology 

Deductive approach is applied in this study since research model is supported by empirical evidences from other 
researchers. Exploratory research design is chosen since this study focuses on hypothesis testing and 
identification of relationships between variables. Moreover, quantitative method is chosen in order to reveal the 
impacts of perceived transaction convenience to performance expectancy and effort expectancy as well as the 
impact from these two expectancy factors to behavior intention. The application of this research method requires 
the collection of numerical data from structured questionnaire. In more detail, each factor is measured through 
multiple items. A total of 32 items are prepared and listed in Figure 2. Each item is evaluated by the respondents 
and the evaluation is supported by a Likert scale. Primarily, the respondents’ attitudes are mainly characterized 
into “agree”, “neutral”, and “disagree” attitude. To further rank the attitude, “strong agree” and “strongly 
disagree” are added into the survey scale. The score of 1 and 2 represents for “strongly disagree” and “disagree”. 
The score of 3 represents for “no idea” and the score of 4 and 5 represents for “agree” and “strongly agree”. In 
addition, the questionnaire includes some questions to collect the usage of Cambodian users towards m-payment 
as well as their demographic characteristics.  

After the questionnaire is prepared, it is delivered to the respondents. The delivery mode is by hand. A total of 
252 questionnaires are collected back and they qualify the requirements in which all questionnaires are filled up 
with the answers or there no null value represented in collected data. The data, then, is inputted to Excel file 
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before it is imported to SPSS and AMOS software in order to run some statistical analyses. Frequency analysis, 
reliability test and exploratory factor analysis are run by SPSS software. Structural Equation Modeling (SEM) 
technique is used to verify hypotheses and it is run by AMOS software. 

5. Empirical Analysis 

Empirical analysis covers the exploration of characteristics of the respondents. Reliability test and exploratory 
factor analysis (EFA) are utilized in order to check the internal consistency and the construct of research model. 
Both reliability test and EFA are run through SPSS software. Lastly, the research utilizes AMOS software to 
validate hypotheses.  

5.1 The Characteristics of the Respondents 

The characteristics of the respondents is firstly explored through how they are using m-payment: 

 

 
Figure 2. How Cambodian users to use m-payment 

 

Figure 3 shows that Metfone: E-money is being used intensively by the respondents since 164 respondents 
(65.1%) is using m-payment service from this provider. The second provider is Wing with 47 respondents 
(18.7%). Other m-payment services providers take small portion in the sample. Then, the purpose of using 
m-payment is clarified in which, 149 respondents use m-payment to pay bills, 77 respondents use m-payment to 
transfer money, and only 26 respondents use m-payment for online purchasing. Lastly, the frequency of using 
m-payment is explored. It is divided into 1 time, 2 times, 3 times, and more than 3 times. Only 9 respondents use 
m-payment for 1 time, 45 respondents use m-payment for 2 times, and 198 respondents have at least 3 times of 
using m-payment.  

In addition, gender, age, education, marital status, monthly income, and occupation of the respondents are 
explored:  
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Figure 3. The demographic characteristics of Cambodian users 

 

It is captured that male respondents are much higher than female respondents in the sample. There are 184 males 
and 68 females. The respondents’ age is quite young since 206 people with age less than 30 years old. There are 
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34 respondents age between 31 and 35 and only 12 respondents more than 35 years old in the sample. Education 
of the respondents is divided into high school and below (19 people), bachelor (191 people), and master (42 
people). Among 252 respondents, only 55 people are married and 197 people are single. Monthly income of the 
respondents is divided into less than 1 million Riel, 1–3 million Riel, 3–5 million Riel, and more than 5 million 
Riel. Only 12 people is categorized in less than 1 million Riel, 68 people within 1–3 million Riel income group, 
112 people with monthly income from 3 to 5 million Riel, and 60 people earn more than 5 million Riel per 
month. Finally, occupation of the respondents is explored and obtained result shows that 198 respondents are 
professional, 23 people has management occupation, 22 self-employees, and 9 students. Based on the descriptive 
statistics, there are some conclusions about the respondents. At first, m-payment service is attractive to males 
rather than females. Cambodian users who use m-payment services are young and they also have good education 
level. Moreover, m-payment users are single and they earn below average income although most of the 
respondents are professionals.  

5.2 Descriptive Statistics 

Descriptive statistics refer to the calculation of mean value. The result is presented in Table 1: 

 

Table 1. Descriptive statistics 

Performance expectancy Effort expectancy Perceived transaction convenience Behavior intention 

Item Mean Item Mean Item Mean Item Mean 
PE1 3.008 EE1 3.337 PTC1 3.667 BI1 2.647 
PE2 3.230 EE2 3.111 PTC2 3.817 BI2 2.647 
PE3 3.115 EE3 3.131 PTC3 3.552 BI3 2.619 
PE4 2.952 EE4 3.337 PTC4 3.952 BI4 2.575 
PE5 3.460 EE5 3.448 PTC5 3.560 BI5 2.647 
PE6 2.913 EE6 3.587 PTC6 4.238 BI6 2.591 
PE7 3.143 EE7 3.377 PTC7 3.405 BI7 2.627 
PE8 3.143       BI8 2.567 
PE9 3.115         BI9 2.560 

 

Performance expectancy has no items with mean value more than 3.5 or less than 2.5. In other words, all items 
of performance expectancy have mean values between 2.5 and 3.5 in which mean values of PE1 to PE9 are 
3.008, 3.230, 3.115, 2.952, 3.460, 2.913, 3.143, 3.143, and 3.115. Highest and lowest mean value is belonged to 
PE5 and PE6. It is also concluded that the respondents provide neutral attitude towards each statement of 
performance expectancy.  

Effort expectancy has one item with mean value more than 3.5 (EE5’s mean value = 3.587) and other items have 
mean values between 2.5 and 3.5. Mean values of EE1 to EE7 are 3.337, 3.111, 3.131, 3.337, 3.448, 3.587, and 
3.377. The respondents agree that m-payment is easy to interact with and they provide neutral attitude towards 
other aspects of effort expectancy.  

Perceived transaction convenience has only one item with mean value less than 3.5 (PTC7’s mean value = 3.405) 
while other items have mean values more than 3.5. Mean values of PTC1 to PTC7 are 3.667, 3.817, 3.552, 3.952, 
3.560, 4.238, and 3.405. The respondents, therefore agree with all statements of perceived transaction 
convenience. Highest mean value is belonged to PTC6 (mean value = 4.238).  

Behavior intention has no items with mean value more than 3.5 or less than 2.5. All items of this factor have 
mean values between 2.5 and 3.5 in which mean values of BI1 to BI9 are 2.647, 2.647, 2.619, 2.575, 2.647, 
2.591, 2.627, 2.567, and 2.560. It is also concluded that the respondents provide neutral attitude towards each 
statement of performance expectancy. The items of behavior intention have mean values much lower than the 
items of performance expectancy, effort expectancy, and perceived transaction convenience.  

5.3 Reliability Analysis 

Reliability test analysis is used to check the internal consistency between items. This analysis is run for each 
factor and its belonged items. There are two requirements related to the test. At first, each item must be 
correlated significantly with each other and it is measured through corrected item-total correlation which is 
calculated for each item. The minimum value of corrected item-total correlation is 0.30. The second requirement 
addresses that the construct between items must be stable or when deleting one item, overall reliability of the 
factor should be improved. It is quantified by using Cronbach’s alpha value after an item is deleted. Overall 
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reliability level of a factor is measured by Cronbach’s alpha and the higher value of Cronbach’s alpha means the 
higher internal consistency between items.  

However, acceptable range of Cronbach’s alpha is between 0.7 and 0.9 (Pallant, 2013). Any value less than 0.7 is 
not acceptable while too high Cronbach’s alpha (i.e., more than 0.9) poses a concern of the scale (Ursachi et al., 
2015). 

 

Table 2. Reliability test analysis 

Performance expectancy Effort expectancy Perceived transaction 
convenience 

Performance expectancy 

Cronbach’s 
alpha 

0.899 Cronbach’s 
alpha 

0.883 Cronbach’s 
alpha 

0.839 Cronbach’s 
alpha 

0.899 

Item Rq.1 Rq2 Item Rq.1 Rq2 Item Rq.1 Rq2 Item Rq.1 Rq2 
PE1 0.728 0.882 EE1 0.704 0.862 PTC1 0.555 0.823 BI1 0.701 0.886 
PE2 0.699 0.885 EE2 0.580 0.877 PTC2 0.682 0.807 BI2 0.606 0.893 
PE3 0.555 0.896 EE3 0.638 0.871 PTC3 0.613 0.815 BI3 0.604 0.893 
PE4 0.738 0.881 EE4 0.757 0.855 PTC4 0.585 0.818 BI4 0.753 0.882 
PE5 0.804 0.877 EE5 0.675 0.866 PTC5 0.593 0.819 BI5 0.722 0.884 
PE6 0.544 0.898 EE6 0.639 0.870 PTC6 0.686 0.803 BI6 0.633 0.891 
PE7 0.749 0.883 EE7 0.731 0.858 PTC7 0.497 0.836 BI7 0.750 0.882 
PE8 0.678 0.887             BI8 0.609 0.892 
PE9 0.539 0.897             BI9 0.652 0.889 

 

Cronbach’s alpha of performance expectancy is 0.899. Corrected item-total correlation values of all items 
belonged to this factor are higher than 0.30 (Rq.1). When deleting each item subsequently, new Cronbach’s alpha 
(Rq.2) is all less than 0.899. Similarly, Cronbach’s alpha value of performance expectancy is calculated at 0.883. 
Both Rq.1 and Rq.2 are satisfied the conditions of none items have corrected item-total correlation less than 0.3 
and new Cronbach’s alpha is less than 0.883. Perceived transaction convenience and behavior intention have 
Cronbach’s alpha higher than 0.8 and less than 0.90. These factors also pass two requirements of reliability test. 
It is concluded that all 32 items are kept after reliability test and they are able to subject to EFA analysis.  

5.4 EFA Analysis 

EFA analysis is generally used to verify the construct between items. The application of EFA allows the 
researcher to validate proposed research model. Before running EFA, KMO and Bartlett’s test for Sphericity 
must be validated. The minimum value of KMO is 0.5 while Bartlett’s test must be statistically significant at 
95% confidence level. These requirements are passed since KMO value is calculated at 0.840 and p-value of 
Bartlett’s test is less than 0.0001 or 99.99% confidence level.  

The next step of EFA is to identify significant component which is defined as the components with initial 
eigenvalues more than 1.0. It is denoted that total number of components is equal to total number of items in the 
questionnaire. Herein, there are 32 components to be extracted but only the first four components are selected. 
Initial eigenvalues of Component 1, Component 2, Component 3, and Component 4 are 7.070, 4.481, 3.604, and 
3.258. From Component 5 to Component 32, initial eigenvalues are less than 1.0 so that they are not selected. 
Furthermore, selected components can explain well for the data variance since they are able to explain for 
57.542% of total variance.  

Detail of EFA analysis is presented in Table 3: 
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Table 1. EFA analysis result after Varimax rotation 

KMO = 0.840; Bartlett’s test = 4471.696; P-value < 0.0001 
Items Component 

1 2 3 4 

BI7 0.811       
BI4 0.805       
BI1 0.779       
BI5 0.773       
BI2 0.715       
BI9 0.701       
BI6 0.693       
BI8 0.679       
BI3 0.666       
PE5   0.868   
PE7   0.816   
PE4   0.801   
PE1   0.767   
PE2   0.755   
PE8   0.752   
PE3   0.653   
PE9   0.649   
PE6   0.586   
EE4    0.811  
EE7    0.806  
EE1    0.791  
EE6    0.785  
EE5    0.738  
EE3    0.696  
EE2    0.680  
PTC6     0.798 
PTC2     0.785 
PTC5     0.722 
PTC3     0.704 
PTC1     0.694 
PTC4     0.694 
PTC7     0.626 
Factor loading 7.070  4.481  3.604  3.258  
% of Variance 22.094  14.003  11.263  10.182  
Cumulative % 22.094  36.097  47.359  57.542  

 

Through the EFA result, the researcher perceives that proposed research model is good since the construct 
between items of one factor remains strongly. Component 1, 2, 3, and 4 represent for behavior intention, 
performance expectancy, effort expectancy, and perceived transaction convenience. Factor loading values of the 
items are all higher than 0.5. In Component 1, highest factor loading value is belonged to BI7 while lowest factor 
loading value is belonged to BI3. In Component 2, highest factor loading value and lowest factor loading value 
are belonged to PE5 and PE6 respectively. In Component 3, EE4 has highest factor loading value and EE2 has 
lowest factor loading value. Finally, PTC6 and PTC7 are two items of perceived transaction convenience factor 
and they have highest and lowest factor loading values compared to other items.  

 

 



ijms.ccsenet.org International Journal of Marketing Studies Vol. 11, No. 4; 2019 

85 

5.5 MM Analysis 

 
Figure 4. Confirmatory factor analysis (CFA) of overall measurement model 

 

Table 4. CFA results for overall measurement model 

Goodness of fit statistics Initial Model Modified Model Threshold value for the fit indices Results 

Normed Chi-Square 1.860 No Modification < 5.0 Qualify the benchmark 
CFI 0.914 No Modification > 0.9 Qualify the benchmark 
RMSEA 0.059 No Modification < 0.08 Qualify the benchmark 

 

To evaluate research model, AMOS is utilized and the output of model fit is presented in Table 4 above 

It is denoted that Chi-square/df (CMIN/DF) is 1.860 and it is lower than 5. CFI value is calculated at 0.914 
which is slightly more than 0.9 and RMSEA is 0.059 which is less than 0.08. According to the results, Normed 
Chi-Square, CFI and RMSEA qualify the benchmark and suggest a good fit. It is concluded the model is 
perfectly fit with the dataset. In the next section, the researcher goes to Structural Model Analysis 
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5.6 SEM Analysis 

 
Figure 5. Confirmatory factor analysis (CFA) of overall structural model 

 

Table 5. CFA results for overall structural model 

Goodness of fit statistics Initial Model Modified Model Threshold value for the fit indices Results 

Normed Chi-Square 1.879 No Modification < 5.0 Qualify the benchmark 
CFI 0.911 No Modification > 0.9 Qualify the benchmark 
RMSEA 0.059 No Modification < 0.08 Qualify the benchmark 

 

It is denoted that Chi-square/df (CMIN/DF) is 1.879 and it is lower than 5. CFI value is calculated at 0.911 
which is slightly more than 0.9 and RMSEA is 0.059 which is less than 0.08. According to the results, Normed 
Chi-Square, CFI and RMSEA qualify the benchmark and suggest a good fit. It is concluded the model is 
perfectly fit with the dataset.  

5.7 Hypothesis Testing 

The next step is to verify four hypotheses. Obtained result is presented in Table 6: 

 

Table 6. Hypothesis testing 

Effect Estimate S.E. C.R. P Results

H1 Performance Expectancy <--- Perceived Transaction Convenience -0.08 0.108 -0.742 0.458 Rejected

H2 Effort Expectancy <--- Perceived Transaction Convenience 0.287 0.106 2.722 0.006 Accepted

H3 Behavior Intention <--- Effort Expectancy 0.238 0.058 4.089 *** Accepted

H4 Behavior Intention <--- Performance Expectancy 0.182 0.051 3.579 *** Accepted

 

Hypothesis 1: Perceived Transaction Convenience has significant effect to Performance Expectancy.  

The first hypothesis addresses that perceived transaction convenience doesn’t have significant effect to 
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performance expectancy. Estimated coefficient for this effect is -0.80 and p-value is 0.458. Since p-value is much 
higher than 0.05, null hypothesis is not rejected or perceived transaction convenience has no significant effect to 
performance expectancy among Cambodian users towards m-payment.  

Hypothesis 2: Perceived transaction convenience has significant effect to effort expectancy. 

The second hypothesis addresses that perceived transaction convenience has significant effect to effort 
expectancy. Estimated coefficient for this effect is 0.287 and p-value is 0.006. Since p-value is less than 0.05, 
null hypothesis is rejected or perceived transaction convenience has significant effect to effort expectancy among 
Cambodian users towards m-payment. 

Hypothesis 3: Performance expectancy has significant effect to behavior intention. 

The third hypothesis addresses that performance expectancy has significant effect to behavior intention. 
Estimated coefficient for this effect is 0.182 and p-value is less than 0.05. Thus, null hypothesis is rejected or 
performance expectancy has significant effect to behavior intention among Cambodian users towards 
m-payment. 

Hypothesis 4: Effort expectancy has significant effect to behavior intention. 

The last hypothesis addresses that effort expectancy has significant effect to behavior intention. Estimated 
coefficient for this effect is 0.238 and p-value is less than 0.05. Thus, null hypothesis is rejected or effort 
expectancy has significant effect to behavior intention among Cambodian users towards m-payment. 

6. Discussion of Empirical Results 

This research paper explores the characteristics of m-payment users in Cambodia and it was found that mobile 
payment service is attractive to males rather than females. Cambodian users who use mobile payment services 
are young and they also have good education level. Moreover, mobile payment users are single and they earn 
below average income although most of the respondents are professionals. All factors qualified reliability test. 
Cronbach’s alpha of perceived transaction convenience, performance expectancy, effort expectancy, and 
behavior intention were 0.839, 0.889, 0.883, and 0.899. EFA analysis confirmed the research model. Empirical 
result for proposed model confirmed the significant effect of perceived transaction convenience on effort 
expectancy. This finding was aligned with empirical evidences provided by Teo et al. (2015) and Umphapalin 
(2018). However, the effect of perceived transaction convenience on performance expectancy was not supported. 
It can be explained by the lack of knowledge about m-payment and its benefits among Cambodian users. 
Furthermore, it was identified that behavior intention towards m-payment of Cambodian users is affected 
significantly by performance expectancy and the same result was found in the studies of Ghalandari (2012), 
Ayoade (2015), and Ali Sair and Danish (2018). The effect of effort expectancy on behavior intention towards 
m-payment was significant and this result was supported by An et al. (2016), Catherine et al. (2017), Fadzil 
(2018). In addition, SEM analysis showed that EE1 to EE5 was affected significantly by effort expectancy as 
latent variable in which EE4 received highest effect. Similarly, all items of effort expectancy, perceived 
transaction convenience, and behavior intention were also affected by the latent variables.  

7. Conclusion and Future Researches 

This research paper was developed with the objective of quantifying the effect of performance expectancy and 
effort expectancy on behavior intention. This paper also examined how perceived transaction convenient affects 
performance expectancy and effort expectancy. Obtained result was promised since behavior intention towards 
m-payment services in Cambodia is well-explained by users’ perception towards performance expectancy and 
effort expectancy. However, perceived transaction convenience is only significant in the relationship with effort 
expectancy. Other while, performance expectancy is not affected significantly by perceived transaction 
convenience. Based on the findings, it is recommended that Cambodian governments should further improve 
m-payment services through national communication campaign to raise the awareness of local users about the 
benefits of m-payment. It also helps the country to increase financial inclusion and therefore obtaining higher 
economic growth. The communication message should be straightforward to the transaction ease and safety so 
that the users are encouraged to use m-payment and they are not worry of losing money or financial details. 
M-payment services providers in Cambodia should review their security system to ensure that all cyberattacks to 
m-payment system are monitored strictly. The providers should perform promotion campaigns in order to attract 
more people to use m-payment services. The promotion campaign refers to the point accumulation and point 
transformation to free gifts. Different products and services must be developed to meet different demands from 
the customers such as bill pay, online purchase, etc.  

There are some limitations to be found in this research paper. First, empirical result was found on small sample 



ijms.ccsenet.org International Journal of Marketing Studies Vol. 11, No. 4; 2019 

88 

of Cambodian users. It was recapped that there are 252 successful questionnaires which were used in this study. 
Second, the choice of questionnaire as data collection method posed the concern of data quality since obtained 
information was much depended on the knowledge of the respondents or the respondents’ attitudes. In fact, some 
respondents were very busy and they might answer the questionnaires without thinking, leading to the obtained 
information did not reflect the fact. However, developed research model was fit well with the data. Normed 
Chi-Squared, CFI and RMSEA value qualified the requirement of best fitted model. Therefore, future researchers 
should employ higher number of respondents to the sample and study more variable whether they affect the 
behavior intention to use mobile payment in Cambodia. They should validate the measurement items and the 
construct between factors in order to find underlying relationship between items. In-depth interviews should be 
developed to highlight the issues which cannot be revealed by quantitative data analysis.  
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