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 The effect of contextual factors namely information quality, service quality, system quality, Tech-
nological readiness, trust in applications (app) and COVID-19 health anxiety, on the intention and 
consequently the actual use of Mobile Payment (MP) app was examined in this study. Trust, as 
mediator to the relationship between technological readiness and intention to use MB-app was ex-
amined also.  Data were obtained from 740 Jordanian Mobile Banking (MB) app users through an 
online survey. The relationship between service quality, system quality, information quality, trust in 
the app, COVID-19 health anxiety, Technological readiness and the intentions to use MB-app and 
the actual use of MB-app was empirically examined. The results showed a positive relationship be-
tween service quality, system quality, information quality, trust in the app and COVID-19 health 
anxiety, and the intentions to use MB-app, and in turn he actual use of MB-app, and a positive me-
diation of trust on the relationship between  COVID-19 health anxiety and the intentions to use MB-
app. 

© 2023 by the authors; licensee Growing Science, Canada. 

Keywords: 
Service quality  
System quality  
Information quality  
Trust in the app  
COVID-19 health anxiety  
Intentions to use MB-app  
Technological readiness 

 

 
 

 
 
1. Introduction 
 
 

The Coronavirus Disease 2019 or COVID-19 is a highly dangerous and contagious disease, and its outbreak has dramatically 
altered the personal, social and professional life of everyone all over the world (Yuan et al., 2021). The fast spread of COVID-
19 has quickly turned it into a pandemic, compelling some drastic measures like social distancing, closure of businesses, and 
closing of borders, just to name a few, to curb its further spread and to save lives. Nonetheless, the survival of man requires 
interaction and socialization with others. This is where modern technologies come into play; these technologies could assist 
people in their communication and socialization with peers, colleagues and significant others, and in their daily affairs like 
working, shopping, paying bills, and so forth, safely, without having to physically interact with others, in the midst of the 
pandemic (Islam et al., 2021; Flavian et al., 2005). 

The mobile phone apps have been useful for businesses in maintaining relationships with the customers (Islam et al., 2020). 
In the industry of banking for instance, Khan and Ali (2018) reported that mobile banking has ousted the conventional methods 
of transaction. Mobile banking provides customers with ubiquitous payment solutions, and this has been regarded as a signif-
icant reform of the consumer services method. Notably, the innovative and versatile MB-app allows consumers to perform 
banking transactions through their mobile phones. MB-app is indeed a pioneering technological development in the banking 
sector, which, according to Verıssimo (2016), is able to satisfy the needs of customers irrespective of time and place. 
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The use of MP-app for financial transactions and bill payment was increased during COVID-19 pandemic, particularly among 
users of mobile phones (Rafdinal & Senalasari, 2021). In fact, the use of technologies has increasingly become part of people’s 
adaptation in living with COVID-19 (Brem et al., 2021), and the pandemic has indeed opened up opportunities for the in-
creased use of certain technologies. In the banking sector, Kala et al. (2021) reported the attempts of integrating MB-apps into 
the systems of banks to increase the effectiveness and efficiency of banking services. Verıssimo (2016) found a positive 
impact of the use of mobile apps on customer service and satisfaction, while Sharma and Sharma (2019) had mentioned the 
direct relationship between MB-app and smartphone penetration in society. Somehow, in light of the COVID 19 crisis, the 
factors affecting MB-app adoption need to be examined further. Hence, the factors leading to the intention of customers to 
use MB-app, and consequently the actual use of the app, were examined in this study.  

Approximately 4.9 billion people globally are smartphone users (Statista, 2022), while in Jordan, there were approximately 
7.83 million smartphone users in 2021, and the number was expected to increase to 8.28 million by 2025 (Statista, 2022). 

Mobile banking is a developing trend, and in Jordan, it was reported that users of mobile phones are more likely to shift to 
the Internet banking from cash transactions, with the use of MB-app. MB-app has been proven to benefit clients, but for banks, 
keeping the existing and attracting new users of MB-app have been challenging. Among the hurdles faced by banks include 
comparable products offered by rivals, technical requirements, knowledge of users, and security concerns towards MB-app 
(Sharma & Sharma, 2019). Still, the fact is, people worldwide depend on their smart mobile devices, and so, banks, service 
providers, and MB-app developers need to provide users with efficient MB-app banking to increase the effectiveness of online 
banking. The factors affecting mobile apps adoption among users have been examined in various studies, as can be exempli-
fied by Picoto and Pinto (2021) who examined the effect of culture on mobile app adoption. Meanwhile, some have noted the 
Impact of technological, social and contextual factors on mobile apps adoption (Kim et al., 2009; Kala., 2021; Sharma & 
Sharma, 2019). In the information technology (IT) domain however, especially when speaking about mobile apps, a user-
acceptable artifact cannot be built solely through technological features. In fact, some factors have been found to affect the 
potential acceptance of a technical application.  

Among the factors affecting the acceptability of a technological artifact include service quality, information quality, system 
quality and trust (Sharma & Sharma, 2019; Kim et al., 2009). The present study relevantly employed adaptive structuration 
theory in examining MB-adoption. The choice of the theory was based on DeSanctis and Poole (1994) who reported service 
quality, information quality, system quality and trust, and contextual factors as the factors that significantly affect the adoption 
of MB-app. A positive context will increase the likelihood of people to appreciate service quality, information quality, system 
quality and trust, in MB-app’s actual use. Mobile banking apps adoption, in terms of use intention and actual use, has been 
examined in several studies. As reported by Khan et al. (2021), the intention to use mobile banking significantly affects the 
actual use of the mobile payment system. In a related study involving the Chinese banking system, Wu et al. (2020) reported 
that the intention to use MB and the actual use of MP were linked. Meanwhile, Kim et al. (2010) reported the impact of 
COVID-19 pandemic on the mobile phone banking services chosen and adopted by clients. Zheng et al. (2021) relevantly 
mentioned the increase in the reliance towards e-banking among bank clients owing to fear towards COVID-19, and the 
requirement of quarantine and social distancing. Hence, the question that the present study attempted to address concerns 
whether the pandemic affected the adoption of mobile banking, specifically terms of intent and actual use. The technological 
and contextual factors affecting the intentions of users to adopt an MB-app and then to actually use the MB-app were examined 
in this study, and this adds to relevant literature in several ways. The first contribution of this study was its use of the DeLone 
and McLean’s information systems (IS) success model with contextual factors in examining the use of MB-app during the 
pandemic – this expands the use of the model. Secondly, the inclusion of COVID-19 health anxiety as a contextual factor, 
expands the literature on COVID-19 and its impacts on technology use. The inclusion of other factors namely service quality, 
information quality, system quality and trust in the MB-app, in examining the intentions to use and consequently the actual 
use of MB-app enrich the extant literature further.  

Additionally, the present study investigated the trust of the public towards digital technologies usage in financial affairs, and 
trust in this study was examined as a motivator for customers to show their intent towards and actual use of MB-app, as a 
contextual factor in the study’s research model. In digital platforms usage, trust is a vital factor to consider (Kim et al., 2009; 
Chung & Kwon, 2009; Merhi et al., 2019; Cao et al., 2018). As such, COVID-19 anxiety was expected to intensify the 
intentions and the actual use of MB-app. 

2. Theoretical foundation and hypotheses development 

As mentioned previously, this study employed the DeLone and McLean’s (1992) IS success model. Initially, it comprised six 
factors of information quality, system quality, system use, user satisfaction, individual effect and organizational impact, before 
the addition of service quality measure in the revised version in (2003). Service quality measure in the revised model com-
prises the aspects of individual use and organizational influence, into the construct of net benefit. DeLone and McLean’s 
(2003) revised model comprises factors including information quality, service quality, system quality and system use.  

The use of the IS success model can be observed in many studies, for instance, Wu and Wang (2006) who employed it in 
examining knowledge management. The model was used in Lin (2008) in examining learning success. In Schaupp et al. 
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(2006), the DeLone and McLean model was used in their examination of website success goals. In their study, Sharma and 
Sharma (2019) expanded DeLone and McLean’s model by including the factor of trust in the app, in examining mobile ap-
plications. Talwar et al. (2020) also employed the IS success model by DeLone and McLean in examining the intent of cus-
tomers to continue their mobile payment. In a related study by Chen et al. (2020), the determinants of location-based applica-
tions were examined using the IS success model of DeLone and McLean. 

Past relevant studies have proven the significant effect of social context on the adoption and success of any technological 
item, but it is not easy to combine the social and technological factors that define its adoption. In examining the benefits of 
technology, Cao et al. (2021) indicated the significance of integrating the technological and social systems, but early works 
that employed the DeLone and McLean model did not consider this notion, and so, the present study attempted to bridge this 
literary gap. Accordingly, the DeLone and McLean model was applied in finding out the contextual aspects which may justify 
technology adoption. 

Accordingly, the present study employed the factors of COVID-19 health anxiety and technological readiness as main pre-
dictors to the intentions to use the MB-app – both factors were added to the DeLone and McLean’s model. Figure 1 displays 
the theoretical model.   

 

 

 

 

 

 

 

 

 

 

 

 

Fig.1. Research model 

Hypothesis development 

Information quality and intention to use MB-app 

Information quality can be viewed as a desirable IT application output feature (Petter & McLean, 2009). It can also be de-
scribed as criteria like timeliness, consistency, relevance, format and aptness of information that is conveyed by an IT appli-
cation to end users (Reicks & Rod, 2001). In MB-app’s context, accuracy, timeliness, completeness, and recentness are among 
the criteria required of the information. Information quality and use intent of technology has been proven to have significant 
relation (Zheng et al., 2013; Petter et al., 2008; Lin, 2008). Therefore, the present study expected a significant impact of 
information quality on use intentions of MB-app, with the following hypothesis: 

 H1: Information quality is positively related to an individual's intention to use an MB-app. 

 Service quality and intention to use MB-app 

Service quality has been proven crucial in the determination of the IS quality in general (Mohammadi, 2015). In IT applica-
tions, Allen and Burgess (2010) described service quality as the capability of a given application in satisfying users’ needs. 
Additionally, studies on e-learning like Poulova and Simonova (2014) and Tajuddin et al. (2013) have reported a significant 
link between service quality and use intention. In a related study, Bolen and Ozen (2020) concluded that service quality was 
linked to the readiness of students in accepting an open online course. Relevantly, Marinkovic and Obradovic (2015) men-
tioned that end-user satisfaction is a resultant of service quality. The present study therefore proposed the hypothesis below: 
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 H2: Service quality is positively related to an individual's intention to use MB-app. 

System quality and intention to use MB-app  

System quality illustrates the interactions manners of individuals in their efforts of obtaining information. In this regard, 
DeLone and McLean (2003) presented a number of factors that affect system quality. These factors include reliability, flexi-
bility, precision, speed of response, and ease of use. Meanwhile, within the context of the Internet, features of system quality 
include availability, reliability, usability, adaptability and response time. Furthermore, in some situations, the use decision of 
a certain system is significantly affected by system quality (Devece et al., 2017; Bolen & Ozen, 2020; Alsabawy et al., 2013; 
Bolen & Ozen, 2020). The hypothesis below was therefore proposed: 

H3: System quality is positively related to an individual's intention to use MB-app. 

Trust in the app and intention to use MB-app 

Trust is an important matter when people are involved (Boateng, Adam, Okoe, & Anning-Dorson, 2016), and in IT context, 
trust can reflect the attitude of an individual concerning certain technology (Chang et al., 2016; Suh & Han, 2003). In their 
study on the adoption of Fintech, Hu et al. (2019) stated the importance of trust, considering the significance and vulnerability 
of data in the service. In fact, the trust of consumers towards Fintech services was found to affect the adoption of Fintech 
significantly (Hu et al., 2019; Nangin et al., 2020). Additionally, Hu et al. (2019) and Nawayseh (2020) reported that trust 
mediated the link between consumers’ perceived risks and their willingness in adopting the services and products offered by 
Fintech. As such, this study proposed the following hypothesis:  

H4: Trust in the app is positively related to an individual's intention to use an MB-app. 

COVID-19 health anxiety and intention to use MB-app  

Health anxiety has been reported to be caused by factors including the feeling of stress, physiological excitement, and defen-
sive behaviors (Rachman, 2012; Trougakos et al., 2020). In their study, McCleskey and Gruda (2021) described health anxiety 
as an emotional state that is portrayed by the feelings of worry and tense, increased blood pressure and expectation of incoming 
danger.  Some suffer from health anxiety every day, and as indicated by Hu et al. (2020), health anxiety is a serious issue 
which can impair one’s daily affairs. Meanwhile, the contagious COVID-19 caused by a novel coronavirus (Ozen et al., 2020) 
can be spread through close contact with infected individuals, or with objects and surfaces previously in contact with the 
infected individuals. The danger of COVID-19 can cause health anxiety, while social distancing is one of the employed 
measures to curb the spread of this disease. However, people still need to resume life and interact as part of their daily affairs. 
Hence, the use of technology allows people to interact with others and perform certain tasks while maintaining social distance. 
The following hypothesis below was proposed:  

H5: COVID-19 health anxiety is positively related to an individual's intention to use MB-app. 

Intention to use MB-app and actual use of MB-app  

As a core construct in technology acceptance model (TAM), Intention has been commonly employed among IS researchers, 
especially in examining IT applications adoption. It can be described as the likelihood that the user will employ a given IT 
application (Mohammadi, 2015; Lee, 2009), and can be perceived as a form of attitude as well (DeLone & McLean, 2003). 
In their study, Ting et al. (2016), mentioned the need to understand the contextual factors affecting the intent of consumers 
toward the use of mobile payment systems, especially among consumers in developing economies. In new technology adop-
tion, Davis (1989) stated the importance of intention. In another study on the use of mobile payment services, Liu and Tai 
(2016) found that trust directly affected intention to use.  In new technology adoption, Intention appeared to be significantly 
linked to actual usage (Chow et al., 2012; Venkatesh et al., 2003). In examining m-payment adoption intentions during 
COVID-19 pandemic, Zhao and Bacao (2021) reported that the technological and mental viewpoints of consumers affected 
their M-payment adoption intentions. The hypothesis below was proposed:  

H6: Intention to use MB-app is positively related to actual use of MB-app. 

Technological Readiness (TR)   

Technological readiness relates to the belief of consumer concerning the resources and support available for the full execution 
of the behavior (e.g., availability of required technical infrastructure, facilities, and support to ease and speed up the service 
use) (Venkatesh et al., 2012), and innovation adoption appears to be influenced by the technological environment (Archibugi 
& Coco, 2004; Bhatt & Bhatt, 2016; Frimpong et al., 2020). The positive effect of technical conditions on new technology 
adoption has been reported (Gerlach & Lutz, 2019; Oliveira & Martins, 2010), and so, the readiness of the required infrastruc-
ture like the Internet connectivity will stimulate new technology adoption. However, the impact of technology readiness on 
trust was not identified. Meanwhile, Dimitriadis and Kyrezis (2010) found that the predisposition of individuals towards new 
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technologies generally affect their perception towards the credibility of the innovation of financial services. Finally, techno-
logical preparedness can affect whether or not a consumer will put their trust in a certain good or service (Elliott et al., 2013). 

In relation to technological readiness and   trust of consumer as user, the following   hypotheses was proposed: 

H7: Technological readiness has a significant positive impact on trust of consumers towards the use of MB-app. 

 COVID-19 health anxiety and trust in the app 

The study by Johnson and Tversky (Johnson and Tversky 1983) found that after reading the news, people either overestimate 
or underestimate the number of deaths caused by smoking or floods. Similar to the last study, this one looks into the specific 
effects of emotions other than valence on users' trust in particular applications, in this case, health apps that help with COVID-
19 pandemic surveillance and contamination. Fear can influence people's risk assessments of bad events like strokes and their 
view of potential terrorist strikes in the future (Lerner and Keltner 2000). Therefore, individuals are more likely to experience 
anxiety with increased acceptance of innovation when they directly confront or are exposed to a risk occurrence. The  follow-
ing  hypothesis below was proposed:  

H8: COVID-19 health anxiety is positively related to individual’s trust in the app.  

 Mediation effect of trust in the app  

Schneider et al. (2021) contribute to the growing body of research investigating the circumstances in which digital mediation 
might improve distant connections between professionals and parents by shedding light on the significance of trust for the 
implementation of distanced, digitally mediated interactions. Thus, the following   hypotheses was proposed: 

 H9: Trust in the app mediate the relationship between COVID-19 health anxiety and intention to use MB -app. 

3. Method 

The main aim of the present study was to ascertain the factors affecting MB-apps among Jordanians. In doing so, managers 
from 10 bank branches were briefed on the goals and objectives sought by this study. In order to obtain the study participants 
comprising bank customers who were MB-app user, the researcher sought consent and assistance from these managers. The 
researcher then contacted the identified samples using their email and WhatsApp number obtained from the bank managers. 
These samples were provided with the details of the research. The samples that took part in this study were doing it voluntarily, 
and they answered the survey online. The survey was developed using Google Forms, and a web link was sent to the study 
samples’ email and WhatsApp. This study employed convenience sampling techniques because it was difficult to obtain a 
sampling frame with a complete list of potential MB-apps consumers, in Jordanian context. During the first week, 770 re-
sponses were received, but 20 were incomplete, while 10 showed identical responses for all survey items, and so, they were 
excluded. The total number of usable responses was 740, denoting 96% response rate. Accordingly, Table 1 presents the 
respondents’ demographic profiles. Table 1 displays the demographic profiles of the study respondents. 

Table 1  
Demographic Characteristics of Respondents 

 Category  Coding Frequency    Percent 
Gender Male 350     47.2% 

Female  390      52.8% 
Total 740      100% 

Age Less than 18 years 5        0.06% 
18-34 300      41% 
35-44 200      27% 
45-54 100     13.5% 

 More than 54 years  135      18.2% 
Total 740      100% 

Educational level  
 
 
 
 
  

High school or less 30           0.04% 
Diploma 10          0.01% 

Bachelor’s degree 300          41% 
Master’s degree 200         27% 
Above Master  200        27% 

Total 740        100% 

Income level 
 
  

Less than 500 JD 400     54% 
501JD- 1000JD 290    39% 

More than 1000JD 50     7% 
Total 740   100% 
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4. Measures 

The items of the questionnaire were all adapted from past studies, and each item, with the exclusion of items in the demo-
graphic section, was equipped with a 7-point Likert scale. The construct of service quality of MB-app was represented by 
three items adapted from Tam and Oliveira (2016) and Urbach et al. (2010). The construct of System quality was represented 
by three items adapted from Tam and Oliveira (2016) and Urbach et al. (2010). The construct of Information quality was 
represented by three items adapted from Urbach et al. (2010) and Tam and Oliveira (2016). The construct of trust in MB-app 
was represented by three items adapted from Boateng et al. (2016). The construct of perceived COVID-19 health anxiety was 
represented by five items adapted from Lee et al. (2020). The construct of individual’s intentions to use MB-apps was repre-
sented by three items adapted from Liebana-Cabanillas et al. (2017). The construct of technological readiness was measured 
using three items adapted from Gerlach and Lutz (2019) and Venkatesh et al. (2012). Finally, the construct of actual use of 
MB-apps was measured using three items adapted from Moon and Kim (2001). 

5. Data Analysis 

Table 2 shows the results of factor loading, Cronbach’s alpha, composite reliability (CR), average variance extracted (AVE), 
and Heterotrait-Monotrait (HTMT). The table shows that the loading and Cronbach’s alpha of the study items were within 
the recommended range. Meanwhile, the obtained CR values were between 0.94 and 0.82 which were above the recommended 
value of 0.70, and the obtained AVE values were between 0.932 and 0.672 which were above the recommended value of 0.50 
as proposed by Hair et al. (2014) and Hair et al. (2013).  Hence, reliability and validity of the first-order constructs model can 
be affirmed. Next, Table 3 presents the results of Fornell-Larcker,1981 evaluation. As can be observed in both Table 2 and 
Table 3, all obtained figures fulfilled the recommended criteria, and so, it can be affirmed that the measurement model of the 
study is reliable. 

Table 2  
Factor Loading, Cronbach’s Alpha, CR, AVE and HTMT 

Latent Variable 

Indicators 
C

ode 

Reliability    & Validity  

Convergent Validity Internal Consistency Reliability Discriminant  
Validity   

Factor Loadings Average Variance  
Extracted Cronbach’s Alpha  Composite 

Reliability HTMT 

Loading > 0.50 AVE ≥ 0.50 α ≥ 0.70 CR ≥ 0.70  HTMT < 0.90 

Technological readiness  
TR1 0.655 

0.839 0.87 0.82 Yes TR2 0.701 
TR3 0.652 

COVID 19 health  
anxiety  

Anx 1 0.711 

0.689 0.89 0.85 Yes 
Anx 2 0.544 
Anx 3 0.570 
Anx 4 0.637 
Anx5 0.637 

Service quality 
 Srv1 0.504 

0.713 0.80 0.83 Yes Srv 2 0.655 
Srv 3 0.539 

Information quality 
Inf1 0.811 

0.682 0.84 0.86 Yes Inf 2 0.649 
Inf 3 0.826 

System quality   
Sys1 0.805 

0.762 0.85 0.90 Yes Sys 2 0.629 
Sys 3 0.710 

Trust 
Tru1 0.617 

0.672 0.90 0.93 Yes Tru 2 0.530 
Tru 3 0.817 

Intention to use app 
Inte1 0.513 

0.932 0.93 0.94 Yes Inte 2 0.572 
Inte 3 0.753 

Actual use MB-app Ause1 0.648 0.891 0.91 0.91 Yes 
Ause2 0.655 
Ause3 0.580 

 
 
Table 4 displays the hypotheses outcomes in summary form (path coefficients-β). In general, the results showed the significant 
effect of the factors of COVID-19 health anxiety, service quality, information quality, system quality and trust on the intention 
to use MB-apps among Jordanians, particularly bank customers. Additionally, the results showed the significant effect of 
technological readiness on trust. Furthermore, trust appears to affect intention to use MB-apps positively. Also, the results 
showed that the actual MB-apps use is influenced by intention to use, both significantly and positively. As can be observed 
from the table, all hypotheses were supported. 
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Table 3 
The Fornell-Larcker Discriminant Validity Correlation Matrix 

  TR Anx Srv Inf Sys Tru Inte Ause 
TR 0.851              
Anx 0.111 0.830            
Srv 0.340 0.127 0.844          
Inf 0.522 0.221 0.316 0.921        
Sys 0.633 0.341 0.331 0.811 0.847      
Tru 0.520 0.711 0.545 0.604 0.661 0.907    
Inte 0.739 0.450 0.421 0.590 0.530 0.538 0.950  

Ause 0.540 0.221 0.588 0.636 0.530 0.631 0.736 0.881 
 
Table 4  
Results of Hypotheses Testing 

 
Result of Trust in the app as Mediator 
 
The factor of Trust in the apps was tested in terms of its mediating effect on the relationship between COVID-19 health 
anxiety and Intention to use MB - apps, and the result can be viewed in the following Table 5.  The determination of mediating 
effect was based on Hair et al. (2010), and so, full mediating effect can be concluded when the indirect effect is larger than 
the direct effect, but not otherwise. As shown by the table, the direct effect value was 0.121, which was smaller than the 
indirect effect value which was 0.132. Hence, the mediation of trust in the app in relationship between COVID-19 health 
anxiety and Intention to use app was affirmed. H8 was hence supported.     

 
Table 5 
Summary of proposed results for the theoretical model 

Hypothesis From Mediation To Direct  
effect 

Indirect  
effect 

Total  
effect 

Results 

H9 Anx Tru Inte 0.121 0.132 0.253  Accepted 
 

6. Discussion, implications and limitation  

6.1 Discussion 

The present study examined the factors impacting the use of MB-app among Jordanian bank customers, based on the IS 
success model by DeLone and McLean model. Data were obtained from bank customers who were also MB-apps users.  The 
outbreak of COVID-19 pandemic has pushed people to increase their dependence on technology in their daily affairs as they 
had to limit their physical interactions with others to curb the spread of the disease. Many had very limited opportunities to 
leave their houses (Khan, 2021), and so, many activities had to be carried out online, including banking activities, via the use 
of technology like the mobile banking applications. Fortunately, the current technological advancements have made dealing 
with the pandemic easier. Accordingly, the present study attempted to examine the effect of technological factors on user 
intention and consequently the actual use of MP-apps during COVID-19 pandemic. The results showed positive linkage be-
tween the factors of system quality, information quality, service quality, trust in the app and COVID-19 anxiety, and the 
intention to use MB-app.  

Hence, based on the results, H1 was supported, as the results showed significant impact of information quality on the intention 
to use MB-apps, in line with Mohammadi (2015) and Petter et al. (2008). Mohammadi (2015) in examining e-learning, em-
ployed the DeLone and McLean model alongside TAM, and concluded a significant impact of information  quality on an 
individual's intention to use. H2 was also supported as the results proved a positive effect of service quality on the intention 
to use MB-apps. It should be noted that the research model proposed in this study included the factor of trust owing to its 
significance in the stimulation of intention and the actual MB-apps usage. In fact, in the use of digital platforms, trust has 
been reported to be an essential aspect (see: Kim et al., 2009; Chung & Kwon, 2009; Merhi et al., 2019). The significance of 
trust was also reported in studies that employed the DeLone and McLean model, including Petter et al. (2008), Petter and 

# Paths Estimate S.E. C.R. P Conclusion 
H1 Inf  → Inte 0.111 0.040 1.331 0.01  Accepted  
H2 Srv→ Inte 0.210 0.050 4.111 0.00 Accepted   
H3 Sys → Inte 0.731 0.044 7.221 0.00   Accepted 
H4 Tru → Inte 0.144 0.121 1.343 0.03 Accepted   
H5 Anx → Inte 0.233 0.031 3.410 0.07   Accepted 
H6 Inte → Ause 0.333 0.041 3.210 0.05 Accepted 
H7 TR→ Tru 0.201 0.067 3.440 0.06   Accepted 
H8 Anx →  Tru 0.335 0.143 3.201 0.04 Accepted 
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McLean (2009) and Wang and Liao (2008). Notably, it is challenging to gain public trust in digital technologies especially 
when it comes to matters associated with finance. 

The results showed a significant effect of the factor of system   quality  on the intention of the user, and so, H3 was supported. 
The results implied the link between system quality and the potential use of MB-apps. In a related study, Talwar et al. (2020) 
reported the positive link between information quality and the intent to use technology related items. Further, the results 
supported H4 as trust in the app was found to be a significant predictor of intention to use MB-apps. This finding was in 
agreement with Kaabachi et al. (2017) and Kim et al. (2009) who reported that trust intensifies the confidence and willingness 
of users towards mobile banking usage. H5 was also supported because COVID-19 health anxiety was found to be positively 
linked to MB-apps use intention. Relevantly, McCleskey and Gruda (2021) and Nikcevic et al. (2021) also reported similar 
outcomes. H6 was supported as well, when the results proved positive linkage between intention to use MB-apps and the 
actual use of MB-app, in line with the findings by Mohammadi (2015) and Davis (1989). Similarly, H7 and H8 were both 
supported as the results showed a positive impact of both technological readiness (H7) and COVID-19 health anxiety (H8) on 
trust. This finding suggests that when people are exposed to a risk event, those who experience anxiety are more inclined to 
trust mobile apps. Since COVID-19 has been described as a virus that spreads rapidly, those who already worry about con-
tamination may be more susceptible to worry about coming into contact with the disease's origins. 

Trust of consumers towards MB-apps is undeniably important as it affects their adoption level. Hence, this study examined 
the direct effect of trust on the intent to use MB-apps. The mediating impact of trust on COVID-19 health anxiety and intention 
to use the consumer was examined as well. In fact, trust has been reported to allow adoption ( Akhlaq & Ahmed, 2013; Hu et 
al., 2019; Nawayseh, 2020; Singh & Srivastava, 2018; Slazus & Bick, 2018).   The study results proved the significance of 
consumer trust, as well as its mediating power, to the link between environmental drivers and use intent of consumers, Hence, 
based on the results, H9 was supported. This implies the need to implement certain measures to increase positive attitudes of 
consumers towards the MB-apps use, and to eliminate or reduce all their concerns relating to the apps usage, so that the use 
of MB-apps among consumers, particularly Jordanian consumers, could be increased. 

6.2 Theoretical contributions  

Several theoretical contributions of this study are worthy of mention. Firstly, this study is among the early ones that examined 
the factors impacting the use of MB-apps in the midst of COVID-19 pandemic. Notably, studies on mobile banking adoption 
have been mainly focusing on the technological factors (Zhou et al., 2021; Kala Kamdjoug et al., 2021; Sharma & Sharma, 
2019). However, as mentioned by Cao et al. (2021), technology is but only a fraction of a vast system that comprises context 
which is vital to the technology’s success, and so, the present study examined the contextual factors, i.e., the COVID-19 
pandemic. The DeLone and McLean IS success model (DeLone and McLean, 1992) was employed in this study in examining 
the adoption of MB-apps among bank customers. Uncertainty and anxiety caused by COVID-19 pandemic have forced people 
to employ the technology in performing their activities which otherwise would be performed manually and face to face, like 
purchasing items and performing banking transactions. 

The findings of the present study are valuable to the IS domain, as they relate to the factors affecting the intent and actual 
usage of consumers of MB-apps during COVID-19 pandemic. The intention to use MP-apps in this study to establish an 
association between technological factors and actual MP-app use provides a broad understanding of the factors affecting the 
intent of people, particularly Jordanian bank clients, to use MB-apps, and motivates their actual use. It should be noted how-
ever, that this phenomenon has been examined in normal situations (Ting et al., 2016).   

Additionally, the use of user intention to use MB-apps as mediator to the relationship between technological factors and actual 
MB-app use during COVID-19 pandemic was a significant contribution of this study. The significant effect of COVID-19 on 
the intent of mobile apps users was proven in prior studies, and it was affirmed that the use of mobile apps imparts a sense of 
comfort and security to users amidst the pandemic. Hence, through its findings, the present study could justify the intention 
of users to use MB-apps, particularly among Jordanian banking consumers. 

6.3 Practical implications  

A number of practical implications of this study are highlighted in this section, and they would be of value to relevant man-
agers, policymakers and government regulators. Firstly, the present study adds to knowledge of the factors affecting the in-
tention and consequently actual use of MB-apps, and so, the results would be of value to apps developers and banks in im-
proving their MB-apps services to their consumers. From the results, the present study concluded that information quality, 
system quality, and service quality were significant predictors of the intent to continue the MB-apps usage. Hence, it is im-
portant that developers of MB-apps allocate more resources as an effort to prevent system failure through improving their 
apps’ infrastructure – failure could impair the intent of users to continue using the apps (Mohammadi, 2015). Additionally, a 
user-friendly interface could be integrated into the apps as this could increase usage. Trust is an important factor as well, as it 
increases the likelihood of users to use the apps. Hence, it is important that some security measures are integrated into the 
apps to assure security, and consequently, the trust of users towards the apps.  
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Finally, the use of social media by banks in demonstrating their MB-apps capacities could increase intent to use by consumers 
as well. Through social media, which is popularly used nowadays by mobile phone users, banks could reach more potential 
consumers in conveying its MB-apps information. Additionally, the inclusion of more comprehensive and useful information 
also will increase consumer’s trust and confidence, like information on troubleshooting, and more detailed information on 
how to deal with transaction failures or user mistakes during apps usage. For service providers, an effective complaint system 
should be in place so that customers could be assisted promptly for their online banking troubles. Lastly, considering the 
impact of COVID-19 on the life affairs of people, including on their banking affairs, banking industry executives, policymak-
ers and management need to determine the best strategies for MB-apps users so that they could make better banking service 
choices amidst the pandemic.  

6.4 Limitations 

There was one major limitation of this study, and it concerns its theoretical model that was employed to evaluate data from 
Jordanian commercial bank customers who were MB-apps users. Considering that Jordan is a developing nation, it would be 
worthy to use the same model on MB-apps users who were customers of banks in developed countries with different experi-
ence and culture. This would allow comparison of results, while also increasing generalization of outcomes. 

7. Conclusion  

The present study explored the factors affecting the usage of mobile banking apps. Mobile banking apps adoption was previ-
ously examined using the IS success and TAM model, but in this study, the IS success model by DeLone and McLean was 
employed in examining the factors affecting the intention to use MB-apps. A research model was proposed, with the inclusion 
of the factor of COVID-19 health anxiety. All nine hypotheses were supported, and the present study concluded that Intention 
to use MB-apps was significantly related to system quality, service quality, information quality, COVID-19 anxiety and trust 
in MB-apps. 

References 

Allen, R., & Burgess, S. (2013). Evaluating the provision of school performance information for school choice. Economics of 
Education Review, 34, 175-190. 

Alsabawy, A. Y., Cater-Steel, A., & Soar, J. (2013). IT infrastructure services as a requirement for e-learning system suc-
cess. Computers & Education, 69, 431-451. 

Akhlaq, A., & Ahmed, E. (2013). The effect of motivation on trust in the acceptance of internet banking in a low income 
country. International journal of bank marketing, 31(2), 115-125. 

Archibugi, D., & Coco, A. (2004). A new indicator of technological capabilities for developed and developing countries 
(ArCo). World development, 32(4), 629-654. 

Bhatt, A., & Bhatt, S. (2016). Factors affecting customers adoption of mobile banking services. The Journal of Internet Bank-
ing and Commerce, 21(1), 1-22. 

Bölen, M. C., & Özen, Ü. (2020). Understanding the factors affecting consumers' continuance intention in mobile shopping: 
the case of private shopping clubs. International Journal of Mobile Communications, 18(1), 101-129. 

Boateng, H., Adam, D. R., Okoe, A. F., & Anning-Dorson, T. (2016). Assessing the determinants of internet banking adoption 
intentions: A social cognitive theory perspective. Computers in Human Behavior, 65, 468-478. 

Cao, X., Yu, L., Liu, Z., Gong, M., & Adeel, L. (2018). Understanding mobile payment users’ continuance intention: a trust 
transfer perspective. Internet Research, 28(2), 456-476 

Cao, X., Ali, A., Pitafi, A. H., Khan, A. N., & Waqas, M. (2020). A socio-technical system approach to knowledge creation 
and team performance: evidence from China. Information Technology & People, 34(7),1976-1996. 

Chen, C. C., Hsiao, K. L., & Li, W. C. (2020). Exploring the determinants of usage continuance willingness for location-
based apps: A case study of bicycle-based exercise apps. Journal of Retailing and Consumer Services, 55, 102097. 

Chung, N., & Kwon, S. J. (2009). Effect of trust level on mobile banking satisfaction: a multi-group analysis of information 
system success instruments. Behaviour & Information Technology, 28(6), 549-562. 

Chow, M., Herold, D. K., Choo, T. M., & Chan, K. (2012). Extending the technology acceptance model to explore the inten-
tion to use Second Life for enhancing healthcare education. Computers & education, 59(4), 1136-1144. 

Dimitriadis, S., & Kyrezis, N. (2010). Linking trust to use intention for technology‐enabled bank channels: The role of trusting 
intentions. Psychology & Marketing, 27(8), 799-820. 

Davis, F.D. (1989). Perceived usefulness, perceived ease of use, and user acceptance of information technology/ MIS Quar-
terly, 13( 3),  319-340. 

DeLone, W.H., & McLean, E.R. (1992). Information systems success: the quest for the dependent variable. Information Sys-
tems Research, 3(1), 60-95. 

Delone, W.H., & McLean, E.R. (2003). The DeLone and McLean model of information systems success: a ten-year update. 
Journal of Management Information Systems, 19 (4), 9-30. 

Devece, C., Palacios, D., & Martinez-Simarro, D. (2017). Effect of information management capability on organizational 
performance. Service Business, 11(3), 563-580. 



 486 

DeSanctis, G., & Poole, M.S. (1994). Capturing the complexity in advanced technology use: adaptive structuration theory. 
Organization Science, 5(2), 121-147. 

Elliott, K. M., Hall, M. C., & Meng, G. (2013). Consumers’ intention to use self-scanning technology: the role of technology 
readiness and perceptions toward self-service technology. Academy of Marketing Studies Journal, 17(1), 129-143. 

Fronell, C., & Larcker, D. (1981). Evaluating Structural Equation Models with Unobservable Variables and Measurement 
Error. Journal of Marketing Research, 18, 39-50. https://doi.org/10.2307/3151312 

Flavian, C., Guinalıu, M., & Torres, E. (2005). The influence of corporate image on consumer trust: a comparative analysis 
in traditional versus internet banking. Internet Research, 15(4), 447-470. 

Frimpong, K., Shuridah, O., Wilson, A., & Sarpong, F. (2020). A cross‐national investigation of trait  antecedents of mobile‐
banking adoption. Thunderbird International Business Review, 62(4), 411-424. 

Gerlach, J. M., & Lutz, J. K. (2019). Evidence on Usage Behavior and Future Adoption Intention of Fintechs and Digital 
Finance Solutions. The International Journal of Business and Finance   Research, 13(2), 83-105. 

Hu, J., He, W., & Zhou, K. (2020). The mind, the heart, and the leader in times of crisis: how and when COVID-19-triggered 
mortality salience relates to state anxiety, job engagement, and prosocial behavior. Journal of Applied Psychology, 105( 
11), 1218-1233. 

Hair, J. F., Ringle, C. M., & Sarstedt, M. (2013). Partial least squares structural equation modeling: Rigorous applications, 
better results and higher acceptance. Long range planning, 46(1-2), 1-12. 

Hair Jr, J. F., Sarstedt, M., Hopkins, L., & Kuppelwieser, V. G. (2014). Partial least squares structural equation modeling 
(PLS-SEM): An emerging tool in business research. European business review, 26(2), 106-121. 

Hu, Z., Ding, S., Li, S., Chen, L., & Yang, S. (2019). Adoption intention of fintech services for bank users:   An empirical 
examination with an extended technology acceptance model. Symmetry, 11(3), 340. 

Islam, T., Li, J., Ali, A., Xiaobei, L., Sheikh, Z., & Zafar, A. U. (2020). Mapping online App hate: Determinants and conse-
quences. Telematics and Informatics, 51, 101401. 

Islam, T., Pitafi, A.H., Arya, V., Wang, Y., Akhtar, N., Mubarik, S., & Xiaobei, L. (2021). Panic buying in the COVID-19 
pandemic: a multi-country examination. Journal of Retailing and Consumer Services, 59, 102357. 

Johnson, E. J., & Tversky, A. (1983). Affect, generalization, and the perception of risk. Journal of personality and social 
psychology, 45(1), 20. 

Kaabachi, S., Ben Mrad, S., & Petrescu, M. (2017). Consumer initial trust toward internet-only banks in France. International 
Journal of Bank Marketing, 35(6), 903-924. 

Kala Kamdjoug, J.R., Wamba-Taguimdje, S.-L., Wamba, S.F., & Kake, I.B.e. (2021). Determining factors and impacts of the 
intention to adopt mobile banking app in Cameroon: case of SARA by Afriland First Bank. Journal of Retailing and 
Consumer Services, 61, 102509. 

Khan, N.A., Khan, A.N., Bahadur, W., & Ali, M. (2021). Mobile payment adoption: a multi-theory model, multi-method 
approach and multi-country study. International Journal of Mobile Communications, 19(4),  467-491. 

Kim, C., Mirusmonov, M., & Lee, I. (2010). An empirical examination of factors influencing the intention to use mobile 
payment. Computers in Human Behavior, 26 ( 3),  310-322. 

Kim, G., Shin, B.S., & Lee, H.G. (2009). Understanding dynamics between initial trust and usage intentions of mobile bank-
ing. Information Systems Journal, 19(3),  283-311. 

Khan, A.N., Ali, A., Khan, N.A., & Jehan, N. (2019). A study of relationship between transformational leadership and task 
performance: the role of social media and affective organisational commitment. International Journal of Business Infor-
mation Systems, 31 (4), 499-516. 

Kamdjoug, J. R. K., Wamba-Taguimdje, S. L., Wamba, S. F., & Kake, I. B. E. (2021). Determining factors and impacts of 
the intention to adopt mobile banking app in Cameroon: Case of SARA by Afriland First Bank. Journal of Retailing and 
Consumer Services, 61, 102509. 

Lee, M.-C. (2009). Factors influencing the adoption of internet banking: an integration of TAM and TPB with perceived risk 
and perceived benefit. Electronic Commerce Research and Applications, 8(3), 130-141. 

Lee, S. A., Mathis, A. A., Jobe, M. C., & Pappalardo, E. A. (2020). Clinically significant fear and anxiety of COVID-19: A 
psychometric examination of the Coronavirus Anxiety Scale. Psychiatry research, 290, 113112. 

Liu, G.S., & Tai, P.T. (2016). A study of factors affecting the intention to use mobile payment services in Vietnam. Economics 
World, 4(6), 249-273. 

Lu, H.P., & Su, Y.J. (2013). Factors affecting purchase intention on mobile shopping web sites. Internet Research, 19(4),  
442-458. 

Lerner, J. S., & Keltner, D. (2000). Beyond valence: Toward a model of emotion-specific influences on judgement and 
choice. Cognition & Emotion, 14(4), 473-493. 

Liebana-Cabanillas, F., Marinkovic, V., & Kalinic, Z. (2017). A SEM-neural network approach for predicting antecedents of 
m-commerce acceptance. International Journal of Information Management, 37(2), 14-24. 

Liu, G.S., & Tai, P.T. (2016). A study of factors affecting the intention to use mobile payment services in Vietnam. Economics 
World, 4 (6),  249-273. 

Lin, H.F. (2008). Measuring online learning systems success: applying the updated DeLone and McLean model”, CyberPsy-
chology and Behavior,  10(6),  817-820. 

Marinkovic, V., & Obradovic, V. (2015). Customers’ emotional reactions in the banking industry. International Journal of 
Bank Marketing, 33(3), 243-260. 



D. Almajali et al.  / International Journal of Data and Network Science 7 (2023) 487

McCleskey, J., & Gruda, D. (2021). Risk-taking, resilience, and state anxiety during the COVID-19 pandemic: a coming of 
(old) age story. Personality and Individual Differences, 170, 110485. 

Merhi, M., Hone, K., & Tarhini, A. (2019). A cross-cultural study of the intention to use mobile banking between Lebanese 
and British consumers: extending UTAUT2 with security, privacy and trust. Technology in Society, 59, 101151. 

Moon, J.-W., & Kim, Y.-G. (2001). Extending the TAM for a world-wide-web context. Information and Management, 38(4), 
217-230. 

Mohammadi, H. (2015). Investigating users’ perspectives on e-learning: An integration of TAM and IS success model. Com-
puters in human behavior, 45, 359-374. 

Nawayseh, M. K. A. (2020). FinTech in COVID-19 and Beyond: What Factors Are Affecting Customers’   Choice of FinTech 
Applications?. Journal of Open Innovation: Technology, Market, and Complexity, 6(4), 1-15. 

Nikčević, A. V., Marino, C., Kolubinski, D. C., Leach, D., & Spada, M. M. (2021). Modelling the contribution of the Big 
Five personality traits, health anxiety, and COVID-19 psychological distress to generalised anxiety and depressive symp-
toms during the COVID-19 pandemic. Journal of affective disorders, 279, 578-584. 

Nangin, M. A., Barus, I. R. G., & Wahyoedi, S. (2020). The effects of perceived ease of use, security, and promotion on trust 
and its implications on fintech adoption. Journal of Consumer Sciences, 5(2), 124-138. 

Ozen, G., Koc, H., & Aksoy, C. (2020). Health anxiety status of elite athletes in COVID-19 social isolation period. Bratislava 
Medical Journal, 121(12), 888-893. 

Oliveira, T., & Martins, M. F. (2010). Understanding e‐business adoption across industries in European  countries. Industrial 
Management & Data Systems, 110(9), 1337-1354. 

Petter, S., & Mclean, E.R. (2009). A meta-analytic assessment of the DeLone and McLean IS success model: an examination 
of IS success at the individual level. Information and Management, 46(3), 159-166.  

Petter, S., Delone, W., & Mclean, E. (2008). Measuring information systems success: models, dimensions, measures, and 
interrelationships. European Journal of Information Systems, 17(3), 236-263.  

Picoto, W.N., & Pinto, I. (2021). Cultural impact on mobile banking use – a multi-method approach. Journal of Business 
Research, 124,  620-628. 

Poulova, P., & Simonova, I. (2014). E-learning reflected in research studies in Czech republic: comparative analyses. Procedia 
- Social and Behavioral Sciences, 116, 1298-1304. 

Rafdinal, W., & Senalasari, W. (2021). Predicting the adoption of mobile payment applications during the COVID-19 pan-
demic. International Journal of Bank Marketing, 39(6), 984-1002. 

Rachman, S. (2012). Health anxiety disorders: A cognitive construal. Behaviour research and therapy, 50(7-8), 502-512. 
Reicks, R. (2001). How to ensure that knowledge is power. Journal of Business Strategy, 22(4), 32-32. 
Sharma, S. K., & Sharma, M. (2019). Examining the role of trust and quality dimensions in the actual usage of mobile banking 

services: An empirical investigation. International Journal of Information Management, 44, 65-75. 
Singh, S., & Srivastava, R.K. (2018). Predicting the intention to use mobile banking in India. International  Journal of Bank 

Marketing, 36(2), 357–378. 
Slazus, B. J., & Bick, G. (2020). Factors that influence fintech adoption in South Africa: A study of   consumer behavior 

towards branchless mobile banking. Athens Journal of Business & Economics, 6,  1-21. 
Schneider, S. H., Eger, J., Bruder, M., Faust, J., & Wieler, L. H. (2021). Does the COVID-19 pandemic threaten global 

solidarity? Evidence from Germany. World development, 140, 105356. 
Statista (2022). Number of smartphone users worldwide from 2016 to 2021. available at: https:// www.statista.com/statis-

tics/330695/number-of-smartphone-users-worldwide/ (accessed 19 March 2022). 
Schaupp, L. C., Fan, W., & Belanger, F. (2006, January). Determining success for different website goals. In Proceedings of 

the 39th Annual Hawaii International Conference on System Sciences (HICSS'06) (Vol. 6, pp. 107b-107b). IEEE. 
Suh, B., & Han, I. (2002). Effect of trust on customer acceptance of Internet banking. Electronic Commerce Research and 

Applications, 1(3), 247-263. 
Ting, H., Yacob, Y., Liew, L., & Lau, W. M. (2016). Intention to use mobile payment system: A case of developing market 

by ethnicity. Procedia-Social and Behavioral Sciences, 224, 368-375. 
Tam, C., & Oliveira, T. (2016). Understanding the impact of m-banking on individual performance: DeLone and McLean and 

TTF perspective. Computers in Human Behavior, 61, 233-244. 
Tajuddin, R.A., Baharudin, M., & Hoon, T.S. (2013). System quality and its influence on students’ learning satisfaction in 

UiTM Shah Alam. Procedia - Social and Behavioral Sciences,  90,  677-685. 
Talwar, S., Dhir, A., Khalil, A., Mohan, G., & Islam, A.K.M.N. (2020). Point of adoption and beyond. Initial trust and mobile-

payment continuation intention. Journal of Retailing and Consumer Services,  55,   102086. 
Trougakos, J.P., Chawla, N., & McCarthy, J.M. (2020). Working in a pandemic: exploring the impact of COVID-19 health 

anxiety on work, family, and health outcomes. Journal of Applied Psychology, 105(11), 1234-1245. 
Verıssimo, J.M.C. (2016). Enablers and restrictors of mobile banking app use: a fuzzy set qualitative comparative analysis 

(fsQCA). Journal of Business Research, 69(11), 5456-5460. 
Venkatesh, V., Morris, M.G., Davis, G.B., & Davis, F.D. (2003). User acceptance of information technology: toward a unified 

view. MIS Quarterly,  27(3), 425-478. 
Venkatesh, V., Thong, J. Y., & Xu, X. (2012). Consumer acceptance and use of information technology: extending the unified 

theory of acceptance and use of technology. MIS quarterly, 36(1), 157-178. 



 488 

Urbach, N., Smolnik, S., & Riempp, G. (2010). An empirical investigation of employee portal success. The Journal of Stra-
tegic Information Systems, 19(3), 184-206. 

Wang, Y.-S., & Liao, Y.-W. (2008). Assessing eGovernment systems success: a validation of the DeLone and McLean model 
of information systems success. Government Information Quarterly, 25(4),  717-733. 

Wu, Y.J., Liu, W.J., & Yuan, C.H. (2020). A mobile-based barrier-free service transportation platform for people with disa-
bilities. Computers in Human Behavior, 107, 105776. 

Wu, J.-H., & Wang, Y.-M. (2006). Measuring KMS success: a respecification of the DeLone and McLean’s model. Infor-
mation and Management,  43(6),  728-739. 

Yuan, Z., Ye, Z., & Zhong, M. (2021). Plug back into work, safely: job reattachment, leader safety commitment, and job 
engagement in the COVID-19 pandemic. Journal of Applied Psychology, 106 (1),  62-70. 

Zheng, F., Khan, N. A., & Khan, M. W. A. (2021). Unethical leadership and employee extra-role behavior in information 
technology sector: A moderated mediation analysis. Frontiers in Psychology, 12. 

Zheng, Y., Zhao, K., & Stylianou, A. (2013). The impacts of information quality and system quality on users' continuance 
intention in information-exchange virtual communities: An empirical investigation. Decision support systems, 56, 513-
524. 

Zhou, Q., Lim, F. J., Yu, H., Xu, G., Ren, X., Liu, D., ... & Xu, H. (2021). A study on factors affecting service quality and 
loyalty intention in mobile banking. Journal of Retailing and Consumer Services, 60, 102424.  

Zhao, Y., & Bacao, F. (2021). How does the pandemic facilitate mobile payment? An investigation on users’ perspective 
under the COVID-19 pandemic. International journal of environmental research and public health, 18(3), 1016.  

 

  

© 2023 by the authors; licensee Growing Science, Canada. This is an open access article distrib-
uted under the terms and conditions of the Creative Commons Attribution (CC-BY). license 
(http://creativecommons.org/licenses/by/4.0/). 

 
 


