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Abstract 

The COVID-19 boosted the adoption of mobile wallets, which resulted in heightened 
competition among the digital payment providers, and customer loyalty became a de-
cisive factor to remain in use. This paper examines customer loyalty determinants to 
mobile wallet applications in Jordan by applying the Technology Acceptance Model 
(TAM) to determine trust, information quality, perceived security, customer engage-
ment, and moderating effect of engagement. Online survey of the users of mobile wal-
lets in Amman, Jordan, from January to April 2025, was used to collect the data that 
consisted of 365 valid responses. The proposed model was tested using the Partial Least 
Squares Structural Equation Modeling (PLS-SEM). The findings have shown signifi-
cant positive impact of customer loyalty on perceived usefulness (β = 0.24, p = 0.001), 
perceived ease of use (β = 0.21, p = 0.001), information quality (β = 0.18, p = 0.003), 
trust (β = 0.27, p = 0.001), perceived security (β = 0.22, p = 0.001), and customer en-
gagement (β = 0.20, p = 0.00). The customer engagement has a moderate moderating 
effect on the relationships between the perceived usefulness and loyalty (β = 0.130, p = 
0.006) and between the trust and the loyalty (β = 0.150, p = 0.001), but other paths do 
not have significant moderating effect. The model describes 64% in customer loyalty. 
The results show the significance of functional value, trust, and customer engagement 
in maintaining mobile wallets use in emerging economies and empirically support the 
idea of extending TAM to digital financial services setting.
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INTRODUCTION 

Mobile wallet technologies are no longer something optional to digi-
tal solutions, but they are the core of the modern financial ecosystem, 
with the surge in the rate of digital transformation efforts and the 
growing use of contactless transactions. The research indicates that 
there is massive increase in the mobile payment adoption in devel-
oped and emerging economies due to convenience, access, and finan-
cial inclusion interests (Salah & Ayyash, 2025). Financial institutions, 
central banks and governments have been working harder to ensure 
that cashless systems are encouraged as part of the overall econom-
ic modernization process. According to the empirical data, mobile 
wallet services contribute to the efficiency of transactions and trans-
form consumer behavior in payment (Do et al., 2025). Regardless of 
this growth, long-term use is not assured, especially in the emerging 
economies, where people are deeply entrenched in cash-based habits. 
There is some indication that even as more consumers registered mo-
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bile wallets during the pandemic, some groups returned to cash after restrictions were eased, which 
suggests that some of the adoption boom could have been fueled by exogenous limits, and not consis-
tent behavior change (Fujiki, 2025). These reversals are strategic problems of financial institutions and 
other fintech providers whose digital infrastructure investments rely on the volume of transactions and 
retention of customers.

The current studies have been more inclined towards first time adoption of technology as opposed to the 
loyalty. The cognitive assessment of the perceived ease of use and perceived usefulness are well-estab-
lished in the Technology Acceptance Model (Davis, 1989), but financial technologies concern perceived 
risk, security, and relational trust which can be determining factors in the use of financial technologies 
(Qatawneh et al., 2025; Goswami et al., 2025). Further on, the engagement of customers, in its cognitive, 
emotional, and behavioral terms, has been also demonstrated to enhance loyalty relationships but has 
not been studied as a moderating factor in the context of mobile wallets (Zang et al., 2025; Thalhath 
et al., 2025). Thus, this research examines the factors of customer loyalty to the mobile wallet applica-
tion in the post-pandemic world in Jordan. The study is an extension of TAM, adding trust, informa-
tion quality, perceived security, and customer engagement to it and investigates the moderating role of 
engagement in the development of loyalty relationships. The study would provide context-dependent 
findings on the sustainability of digital payments and policy implications to policymakers and financial 
service providers aiming to sustain digital transaction adoption in the long term by targeting an emerg-
ing economy with high levels of cash-based traditions.

1. LITERATURE REVIEW  

AND HYPOTHESES

Mobile wallet research has emerged at the inter-
section of consumer behavior, information system 
and digital financial service. Initial research was 
mainly aimed at analyzing the intentions of users 
in order to use digital payment technologies; posi-
tive cognitive assessment of system-specific prop-
erties in reaction with technological innovation 
and regulatory reinforcement was presented. In 
this stream, the scholars described the influence 
of the perceptions of utility, cognitive evaluation, 
and system characteristics on the behavioral re-
actions to mobile payment platforms. Technology 
Acceptance Model (TAM) is one of the most effec-
tive theoretical models of this field that describes 
technology-related behavior using perceived ease 
of use and perceived usefulness (Davis, 1989). 
TAM has proven to be a powerful explanatory 
model in the digital payment settings (Al Rob et 
al., 2025).

Perceived ease of use can be explained as the ex-
tent to which the users perceive that using a sys-
tem does not need much effort. The reduction of 
movement between cognitive and affective pro-
cessing in mobile wallet settings, through the use 
of intuitive user interfaces, easy navigation and 

simplified transactions, enhances satisfaction and 
habitual use, which ultimately leads to long-term 
loyalty (Gazi et al., 2025; Shkeer et al., 2024; Al-
kfairy et al., 2024). Perceived usefulness is a be-
lief of the users about the efficiency, convenience 
and performance strengths of the technology 
(Davis, 1989). The utility outcomes in digital pay-
ment services include faster transactions, easy ac-
cess, and better financial management. It has been 
confirmed that high perceptions of usefulness can 
enhance both satisfaction and continuance inten-
tions and loyalty (Aldraiweesh & Alturki, 2025; 
Gevers et al., 2024), and repeated positive experi-
ences strengthen dependency and weaken switch-
ing behavior (Ghouse et al., 2025). Although TAM 
has been relevant, mobile wallet usage has mon-
etary, and personal information, which increases 
perceived risk and uncertainty. As a result, schol-
ars have expanded the TAM with relational and 
informational elements like trust, the quality of 
information and perceived security (Schamberger 
et al., 2024; Soni et al., 2025; Thalhath et al., 2025; 
Bhopal & Devi, 2025; Dang & Khanra, 2024). The 
quality of information (i.e., its accuracy, clar-
ity, transparency, and timeliness) minimizes un-
certainty and contributes to decision-making 
(Cichosz et al., 2020; Zhang et al., 2023). Accurate 
balances, real-time transaction confirmation and 
clear histories would boost user trust and increase 
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loyalty towards service providers (Alrifae et al., 
2026; Shahzad et al., 2025; Mustafa et al., 2024; 
Rungruangjit & Charoenpornpanichkul, 2024).

Trust is a principal component to digital financial 
services, and it reflects the dependability, honesty, 
and ability of the providers to users (Pigola & da 
Costa, 2025). Due to the impossibility of physical 
verification of digital transactions, the long-term 
relationships are maintained by trust (El-Annan 
& Hassoun, 2025). Perceived security is closely 
similar to perceived security and is the judgments 
of users regarding the efficiency of data protec-
tion and fraud prevention systems. It is a con-
sistent fact that, according to empirical findings, 
high security perceptions lead to higher levels of 
trust and loyalty, and security concerns promote 
resistance and service abandonment, especially 
in risk-averse markets (Alshdaifat et al., 2024; Al-
Khawaja et al., 2025; Lee et al., 2025; Alqudah et 
al., 2025). Later customer engagement has become 
a multidimensional concept that includes cogni-
tive, emotional, and behavioral investment into 
a service. In mobile wallet applications, the in-
teraction builds up with interactive functionality, 
customized deals, loyalty, and continuous com-
munication, creating emotional connection and 
enhancing loyalty (Nsisong Louis Eyo-Udo, 2024; 
Mustafa et al., 2024). There is also a possibility that 
engagement enhances the strength of other loyalty 
drivers, including usefulness, trust, and security 
due to strengthening relational ties between cus-
tomers and providers (Alzubi et al., 2018).

Despite abundant information on adoption and 
security perception offered in the previous studies, 
the image of customer loyalty in the context of the 
post-pandemic world has been under-researched. 
Numerous studies focus on adoption the first time 
but not on continued usage after external pres-
sure factors, including mobility and health con-
straints, are eliminated (Harriet et al., 2024). This 
restriction is specifically applicable to the emerg-
ing economies with high cash-use cultures, where 
structural and behavioral challenges to long-term 
digital payment diffusion can be anticipated. 
Current TAM-related paradigms provide useful 
information; however, they lack incorporation of 
trust, information quality, perceived security, and 
customer engagement as sufficient factors in post-
pandemic settings to explain the loyalty. To fill this 

gap, the current research will examine the factors 
of customer loyalty with mobile wallets in Jordan 
when TAM is expanded to include relational and 
engagement factors:

H1: Perceived ease of use significantly influences 
customer loyalty. 

H2: Perceived usefulness significantly influences 
customer loyalty. 

H3: Information quality significantly influences 
customer loyalty. 

H4: Trust significantly influences customer 
loyalty. 

H5: Perceived security significantly influences 
customer loyalty. 

H6: Customer engagement significantly influenc-
es customer loyalty. 

H7: Customer engagement significantly moder-
ates the relationship between perceived ease 
of use and customer loyalty. 

H8: Customer engagement significantly moder-
ates the relationship between perceived use-
fulness and customer loyalty. 

H9: Customer engagement significantly moder-
ates the relationship between information 
quality and customer loyalty. 

H10: Customer engagement significantly moder-
ates the relationship between trust and cus-
tomer loyalty. 

H11: Customer engagement significantly moder-
ates the relationship between perceived secu-
rity and customer loyalty. 

2. METHODOLOGY 

This research has incorporated a quantitative, de-
scriptive research design under the use of struc-
tured questionnaire as described by close ques-
tions to explore the factors that determine cus-
tomer loyalty to mobile wallets in Jordan. A survey 
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approach was chosen to be used because it enables 
collecting standardized data in a systematic man-
ner and the study is perfect in analyzing relation-
ships between various constructions in digital 
payment and technology acceptance study. The 
research was properly conducted in a step-by-step 
investigation. Initially, measurement items were 
determined and based on known and empirical-
ly tested scales used in the previous studies, such 
as perceived ease of use, perceived usefulness, in-
formation quality, trust, perceived security, cus-
tomer engagement, and customer loyalty (Davis, 
1989; Gefen, 2000; Alzubi et al., 2018; Kumar et al., 
2025; Zeithaml et al., 1996; Al-Okaily, 2025; Salah 
& Ayyash, 2025; Abu-AlSondos, 2025 Al-Maaitah 
et al.,2026).  These were chosen because they were 
proven to be reliable and relevant in terms of the 
research in technology adoption and quality of 
services. All the constructions included in the 
questionnaire were the ones that were directly re-
lated to the use of mobile wallets to ensure that re-
spondents are not overwhelmed by the question-
naire and that construct validity is preserved. All 
were measured based on a five-point Likert scale 
with the range between 1 (strongly disagree) and 
5 (strongly agree), which is appropriate to measure 
the difference in perceptions and further on the 
structural equation modeling. The entire ques-
tionnaire is presented in Appendix A.

Primary data were gathered using the electronic 
survey of mobile wallet users in Jordan based on 
the internet-proof digital communication systems 
(WhatsApp, Messenger, email). The research con-
text chosen is Jordan because the development of 
digital payment services is at a strong pace dur-
ing and after the COVID-19 pandemic, and cash-
based transactions persist. Data were collected 
from January to April 2025, which was a period 
selected to capture the payment behavior of the 
people post-pandemic following the lifting of most 
health-related restrictions. The sampling was lim-
ited to those people who had used mobile wallet 
apps before because the relevance of replies could 
not be guaranteed by not doing so.

Purposive sampling method was utilized whereby 
the center was based on the student body of the 
university and young professionals since these 
are the most active users of digital financial ser-
vices in Jordan. Although the purposive sampling 

technique does not enable to make a complete 
statistical generalization, it gives meaningful un-
derstanding of respondents who are already ac-
quainted with the use of mobile wallets (Habib 
et al., 2022). Out of the number of questionnaires 
received, 388 in total, 365 questionnaires were col-
lected to be analyzed because of screening based 
on their completeness and consistency.

The present sample size is larger than the required 
amounts needed in accordance with the Partial 
Least Squares Structural Equation Modeling 
(PLS-SEM), which can be used to study multiple 
constructs and moderating effects (Henseler et al., 
2015; Ali et al., 2024; Alrifae, 2025). Table 1 shows 
the demographic features of the respondents. The 
sample included 61.9% males and 38.1% females 
with most of them falling within the 21-30 years 
age group (69.6%). Majority of the respondents 
had Bachelor’s (59.5%) and then Postgraduate de-
grees (29.6%). The frequency of usage data shows 
that there is constant interaction to the services of 
mobile wallets, which evidences the appropriate-
ness of the sample when it comes to studying cus-
tomer loyalty.

Table 1. Demographic distribution  
of respondents (N = 365)

Variable Category 
Frequency 

(n) 

Percentage 

(%) 

Gender
Male 226 61.9

Female 139 38.1

Age

18-20 years 32 8.8

21-30 years 254 69.6

31-40 years 57 15.6

Above 40 years 22 6.0

Education 
level

Bachelor’s degree 217 59.5

Postgraduate degree 108 29.6

Diploma/Other 40 10.9

Usage 

frequency

Daily 146 40.0

Weekly 121 33.2

Monthly 66 18.1

Rarely 32 8.8

The research design was a study that used human 
subjects, and the research ethics were followed. 
The interviews were optional, and the purpose of 
the study was told to the respondents before the 
questionnaire was filled. At the start of the survey, 
the informed consent was achieved electronical-
ly. Anonymity and confidentiality were provided 
by not gathering any personally identifiable data 
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and all the responses were analyzed in aggregated 
form. It was clarified to the respondents that they 
could leave the study at will without any repercus-
sion. The information of this study is original and 
is collected using specific knowledge of this study 
which has not been utilized elsewhere in any pre-
vious publication.

3. RESULTS 

The accuracy and reliability of the constructs of 
the study were evaluated before the hypothetical 
testing was conducted based on the measurement 
model evaluation. The reliability of items was also 
verified when all the standardized loading of the 
indicators was above the recommended reliability 
of 0.70 (Hair et al., 2017). They also determined in-
ternal consistency reliability whereby Cronbach’s 
Alpha (0.85-0.91) and Composite Reliability (CR) 
was between 0.82 and 0.93, which is much high-
er than what should have been which is 0.70 and 
above. Convergent validity was established since 
Average Variance Extracted (AVE) of each con-
struction was greater than 0.50, which implied 
that each of the constructions presented in the 
study accounted more than fifty percent of the 
variance in the indicators. Table 2 shows the re-
sults of reliability and convergent validity.

Table 2. Reliability and convergent validity

Construct Cronbach’s Alpha CR AVE

Perceived Ease of Use 0.87 0.90 0.66

Perceived Usefulness 0.88 0.91 0.68

Information Quality 0.85 0.89 0.64

Trust 0.89 0.92 0.69

Perceived Security 0.86 0.90 0.65

Customer Engagement 0.91 0.94 0.71

Customer Loyalty 0.90 0.93 0.70

Fornell-Larcker check and Heterotrait-Monotrait 
ratio (HTMT) criterion were used as a measure of 
discriminating between validity. Fornell-Larcker 

findings showed that the square root of the AVE of 
each of the constructs surpassed the correlations 
with other constructs and therefore supported the 
discriminant validity. Moreover, all the values of 
HTMT were lower than the conservative propor-
tion of 0.85, which proves that the constructions 
were empirically different. After ensuring that 
measurement quality was up to the mark, struc-
tural model was tested to test the hypothesized 
relationships. Bootstrapping method was used to 
estimate path coefficients 0.18, t-values and p-val-
ues, with 5,000 subsamples. The model described 
a sizable portion of customer loyalty (R2 = 0.64) 
denoting that the predictors collectively expanded 
by 64 percent of the variation in loyalty. Table 3 
presents the results of a direct effect.

All the postulated direct correlations were statis-
tically significant and positive. To further deter-
mine relevance of the findings practically, effect 
sizes (f2) were assessed. Based on the guidelines 
provided by Cohen (1988), both perceived use-
fulness and trust showed the medium effect size, 
whereas perceived ease of use, information qual-
ity, perceived security, and customer engagement 
showed the small effect size. Assessment of predic-
tive relevance of the model was done based on the 
Stone Geisser Q2 value that was obtained due to 
blindfolding. The value of Q2 (customer loyalty) 
was not less than zero and this showed that the 
structural model had good predictive relevance.

The moderation of the effect of customer engage-
ment was then established against the relationship 
between independent variables and customer loy-
alty. The interaction terms employed in the PLS-
SEM model were used to estimate moderation ef-
fects. The findings reveal that customer engage-
ment played a significant role as a temper within 
the relationship between the perceived usefulness 
and customer loyalty, and trust and customer loy-
alty. On the other hand, the perceived ease of use, 

Table 3. Structural model results (direct effects)

Hypothesis Path β t-value p-value Supported

H1 PEOU → Loyalty 0.21 3.42 0.001 Yes

H2 PU → Loyalty 0.24 4.01 < 0.001 Yes

H3 IQ → Loyalty 0.18 2.95 0.003 Yes

H4 Trust → Loyalty 0.27 4.55 < 0.001 Yes

H5 Perceived Security → Loyalty 0.22 3.87 < 0.001 Yes

H6 Engagement → Loyalty 0.20 3.11 0.002 Yes
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information quality, perceived security moderate 
effects were not found to have a significant impact. 
The results of the moderation are outlined in Table 4.

4. DISCUSSION 

The results of the current study give empirical 
evidence on what influences customer loyalty 
towards mobile wallet services in a post-pan-
demic, emerging economy environment. The 
findings show that the two determinants that 
have the greatest impact on customer loyalty 
amongst mobile wallet users in Jordan are trust 
and perceived usefulness. This conclusion con-
forms with previous research in digital banking 
and mobile commerce that states the perceived 
reliability of the service and functional per-
ceived value in a decisive role in service long-
term use (Ali et al., 2025; Song et al., 2024). High 
impact of perceived usefulness supports previ-
ous findings that digital payment technologies 
can better retain their users in case they have 
clearly shown they are more efficient in terms of 
transactions and financial convenience.

The beneficial impact of the perceived ease of use 
and information quality also is consistent with 
the available technology acceptance literature. 
Successful past research demonstrates that a us-
er-friendly interface of systems and precise and 
timely information lessen cognitive dissonance 
and uncertainty, and hence promote use again 
(Ali & Warraich, 2024). These arguments are fur-
ther reinforced by the current findings that show 
that these factors are applicable not only in ini-
tial adoption but also in nurturing loyalty in mo-
bile wallet services, especially in the developing 
country settings, where the digital familiarity is 
different among different sets of users.

The perceived security and trust were also iden-
tified to have a significant impact on customer 
loyalty, which supports previous studies accord-

ing to which the perception of risks matters in 
digital financial services (Singh & Milan, 2025; 
Chi et al., 2025). Seeing that mobile wallets are 
an area implicating both confidential financial 
and personal information, the aspect of loyalty 
to the system should be greatly influenced by 
the trustworthiness of their integrity and pro-
tection measures. In comparison with the re-
sults of certain developed economies, in which 
the experiential or hedonic factors can be con-
sidered more dominant factors, these findings 
indicate that the functional reliability and secu-
rity can be accepted as the main bases of loy-
alty in the context of emerging and cash-driven 
markets, including Jordan.

The analysis of moderation found that customer 
engagement enhances the relationships between 
perceived usefulness and trust with customer 
loyalty but the moderation effect of customer 
engagement on perceived ease of use, informa-
tion quality, and perceived security did not dif-
fer significantly. This subtle phenomenon con-
tributes to the findings of earlier research that 
engagement does not have a comparable posi-
tive effect on all the loyalty drivers (Terason et 
al., 2025). In fact, the increased loyalty seems 
to be a result of the engagement enhancing the 
trust of the users in the value and credibility of 
the service instead of changing the basic per-
ception of usability or security. This difference 
leads to a decadent interpretation of engage-
ment as a conditional strengthener and not a 
standard moderator.

In a theoretical perspective, the findings enlarge 
the Technology Acceptance Model because they 
establish that customer loyalty in the digital 
payment systems evolves because of interaction 
within the functional evaluation and relation-
ship mechanisms. Although traditional TAM 
constructs remain useful in understanding why 
people accept the systems and further use them, 

Table 4. Moderation effects of customer engagement

Moderated path β t-value p-value Supported

PEOU × Engagement → Loyalty 0.06 1.12 0.263 No

PU × Engagement → Loyalty 0.13 2.74 0.006 Yes

IQ × Engagement → Loyalty 0.05 1.01 0.311 No

Trust × Engagement → Loyalty 0.15 3.21 0.001 Yes

Security × Engagement → Loyalty 0.07 1.34 0.181 No
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the consideration of trust and perceived security 
and customer engagement can further seem as 
a more accurate explanation of loyalty in post-
pandemic online financial settings (Arizal et al., 
2024). Notably, the findings reveal that the role 

of engagement as designed to be complementa-
ry, as opposed to adversarial, to core function-
al and trust-based drivers, implying the situa-
tion of the formation of loyalty in the emerging 
economies.

CONCLUSION

This paper has explored the customer loyalty factors of mobile wallet service in the post-COVID pe-
riod in Jordan through expanding the Technology Acceptance Model to also incorporate trust, infor-
mation quality, perceived security, and the customer engagement. It aimed to offer empirical support 
to the variables that sustain the use of mobile wallet beyond the initial adoption of the product in an 
emerging-economy setting. As the results show, the functional and trust aspects of mobile wallets are 
deemed the key factors that determine customer loyalty. All the perceived usefulness, trust, perceived 
security, perceived ease of use, and information quality were discovered to significantly and posi-
tively affect loyalty. Moreover, customer engagement was also a significant factor that enhanced the 
impact of trust and perceived usefulness on loyalty and moderated the other relations. The findings 
show that user trust in the reliability of the mobile wallet systems, value formation and protection of 
data is determining factors in loyalty to mobile wallets and not the inherently experiential-driven or 
novelty-driven aspects.

On the findings of this study, it can be said that long-term loyalty to mobile wallets by the emerging 
economies will be pegged into capacity by the service providers to provide reliable, secure, and func-
tionally worthy payment solutions. As much as the engagement mechanisms increase loyalty if they 
are connected to trust and utility perceptions, they do not replace the core system’s performance and 
security. This highlights the timeless status of the main components of Technology Acceptance Model, 
relational variables to explain post-adoption behavior of digital financial services. This study can also 
be expounded in further researches that add up more moderating or mediating variables such as social 
influence, perceived risk, or digital literacy to further determine the formation of loyalty. Besides, the 
generalizability of results and more accurate understanding of the sustainability of mobile wallet adop-
tion in the emerging market could be increased with the help of wider and more diverse sample usage, 
comparisons across countries, or longitudinal design of the research.
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APPENDIX A

Section I: Demographic information

1. Gender

☐ Male 
☐ Female

2. Age

☐ 18-20 years
☐ 21-30 years
☐ 31-40 years
☐ Above 40 years

3. Education level

☐ Diploma/Other
☐ Bachelor’s degree
☐ Postgraduate degree

4. Frequency of mobile wallet usage

☐ Daily
☐ Weekly
☐ Monthly
☐ Rarely

Section 2

Subsection A: Perceived Ease of Use (PEOU)

Adapted from Davis (1989)

☐ PEOU1. I find it not difficult to learn how to use mobile wallet applications.
☐ PEOU2. Mobile wallet applications are clear and understandable in my interaction with them.
☐ PEOU3. I can have an easy time being competent in the use of mobile wallet apps.
☐ PEOU4. In general, mobile wallet applications are user-friendly to me.

Subsection B: Perceived Usefulness (PU)

Adapted from Davis (1989)

☐ PU1. With mobile wallet applications, I will be able to transact more in a shorter time.
☐ PU2. One way of using cell phone wallet applications to enhance efficiency of my payment activities 

is through cell phone.
☐ PU3. The applications on mobile wallets improve the efficiency of the control of my financial 

operations.
☐ PU4. Generally, mobile wallet applications are handy in my day-to-day payments.
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Subsection C: Information Quality (IQ)

Adapted from Salah and Ayyash (2025)

☐ IQ1. The mobile wallet apps give correct information on transactions. 
☐ IQ2. The data available by mobile wallet applications is concise and simple to comprehend. 
☐ IQ3. The mobile wallet applications will keep one informed regarding transactions and balances.
☐ IQ4. Mobile wallets applications are trustworthy of the transaction history.

Subsection D: Trust (TR)

Adapted from Gefen (2000)

☐ TR1. I also believe that mobile wallet applications will work well in making transactions. 
☐ TR2. The providers of mobile wallet services are reputable. 
☐ TR3. Mobile wallet applications take into consideration my best interests. 
☐ TR4. I am confident whenever making a transaction with the help of mobile wallet apps.

Subsection E: Perceived Security (PS)

Adapted from Luo et al. (2025)

☐ PS1. My age group is not likely to have problems with the security of my personal information in 
case of the mobile wallet application. 

☐ PS2. In my opinion, my financial background is not at risk in case of using mobile wallet applications. 
☐ PS3. Mobile wallet apps provide sufficient security risk measures to combat trickery.
☐ PS4. In general, mobile wallet applications are safe to use.

Subsection F: Customer Engagement (CE)

Adapted from Alzubi et al. (2018)

☐ CE1. I am interested when communicating with mobile wallet programs. 
☐ CE2. Mobile wallet applications make me interact frequently using the application. 
☐ CE3. I am very attentive to the updates, offers, or messages of mobile wallet applications. 
☐ CE4. I am emotionally attached to the mobile wallet apps which I am using.

Subsection G: Customer Loyalty (CL)

Adapted from Kumar et al. (2025)

☐ CL1. I will be regular with the applications of mobile wallets in the future. 
☐ CL2. I would suggest that others should use mobile wallet applications. 
☐ CL3. I use mobile wallet applications as compared to cash and other methods of payment. 
☐ CL4. I am also attached to mobile wallet applications that I use.
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