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1. Introduction

The way we pay has recently changed in our society. Today's fast-paced lifestyles necessitate that we continue to find ways to
complete more activities with a single click of a button, even if they are as basic as paying utility bills or purchasing groceries —
and employing cashless methods of transferring payments helps us to do just that. Whether we like it or not, the current economic
crisis is forcing people to go digital and many businesses to find new methods of doing business. COVID-19 causes behavioral
alterations in humans. The most essential of the multiple mobile commerce applications, such as mobile advertising and mobile
gaming, are mobile payment (m-payment) systems, which provide anytime and anywhere payment services via mobile phones.
Despite the availability of enabling technology and the potential benefits that m-payment systems offer, their penetration and
adoption are still low when compared to other current cashless, non-contact payment choices like credit cards and internet
payment systems. The device is used by customers and suppliers to make purchasing and selling decisions as well as execute
transactions. Electronic choices and transactions would have an impact on individual users, businesses, marketplaces, and even
national economies. The benefits of using a new system are perceived by users depending on their assessment of the system,
information, and service quality. Millennials have been at the forefront of the explosive growth of mobile payments. As users use
their mobile wallets to purchase products and services, credit cards are set to become obsolete. G-Cash, Smart PayMaya, Paypal,
and other payment system operators continue to expand gradually and massively. Despite the fact that m-commerce is a relatively
new concept, previous research has produced a wide range of definitions. In this paper, mobile commerce refers to any transaction
conducted via a smartphone or any other wireless device that may transfer value in exchange for goods, services, or information.
Individuals and organizations are increasingly using mobile commerce to purchase goods and services and pay for them online
via mobile payments. Furthermore, they would conduct business online regardless of their profile. As a result, this research
contributes to our understanding of how information system success factors influence mobile payment. With the widespread use
of mobile payments, it is believed that any uncertainty will have little impact on their behavior.

The research model applied for this study is shown in Figure. 1.

Copyright: © 2021 the Author(s). This article is an open access article distributed under the terms and conditions of the Creative Commons
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Figure 1. Theoretical and Conceptual Research Model

Because of the growing internet purchasing population of young, urban Filipinos, cashless transactions are on the rise in the
Philippines. As a result, the BSP has been working to promote cashless transactions and collaborate with corporate and government
institutions to implement cashless solutions. By 2020, the Bangko Sentral ng Pilipinas (BSP) intends to complete its cash-lite
initiative, which will see the majority of its financial transactions become digital. According to a Brookings analysis from 2016, the
Philippines saw the most significant improvement in digital and financial inclusion, up to eight points from 2015. The increase in
scores was attributed to the increased use of smartphones, mobile money accounts, and the establishment of the Philippine
National Strategy for Financial Inclusion (NSFI). Mobile payment is one of these innovations, which is rapidly gaining popularity.
Mobile payment is a more mobile form of electronic payment that uses electronic devices connected to a mobile network to
execute individual or business transactions.

Delone and McLean's Information System Success (ISS) model evaluates the significant development, delivery, and use of
information via technology. From a quality standpoint, the ISS model provides full knowledge of IS success. It asserts that
consumers' perceptions of benefits and IS success are favorably influenced by three quality dimensions: perceived system quality,
perceived information quality, and perceived service quality. This study's system quality reflects the access speed, ease of use,
navigation, and mobile payment system appearance. Owing to mobile terminals’ constraints such as small screens and
inconvenient input, users may find it challenging to search for information with mobile payment. In this study, perceived
information quality reflects the relevance, sufficiency, accuracy, and timeliness of information provided by mobile payment systems.
Service quality reflects reliability, responsiveness, assurance, and personalization. Providing quality services will signal service
providers' abilities and benevolence. In contrast, if service providers present unreliable services and slow responses to users, they
cannot build trust in them.

In this study, consumer behavior is defined as the dynamic interaction of human beings’ influence and intellect, behavior, and
environmental events by which they share aspects of their lives. Ability refers to the users’ perception of the mobile service
provider's competency and salient knowledge to deliver the expected service. Integrity refers to users’ perceptions that the mobile
service provider will be fair, honest, and adhere to reasonable transactions. Behavioral Intention (Bl), in terms of m-commerce, can
be defined as the likelihood of a user engaging in an online transaction via a mobile device. Further, it may also refer to how an
individual will behave in the future and the likelihood of the user engaging in an online transaction via a mobile device.

Because these devices were readily available, developers were able to disrupt the payment industry by creating systems that made
such services available to customers. The impact of mobile payments on businesses is enormous. It has fueled rivalry as businesses
search out novel ways to leverage technology to outperform competitors, improve service delivery quality, and gain a portion of
the mobile payment market. Banks have also joined the race to stay relevant in a fast-moving mobile economy. Knowing customer
behavior in the context of m-commerce has become crucial for organizations that want to maximize market penetration and
leverage the strength of their social ties. Furthermore, consumers' views and feelings regarding websites and information provided
by other consumers have important influences on their purchasing decisions. This study seeks to assess consumers’ behavior in
the use of mobile payment in m-commerce by paying attention to the information system success, and behavioral intention in
one of the cities in Cavite. Specifically, it sought to answer the following questions:
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1.  What is the demographic profile of the respondents in terms of Age, Gender, Educational Background, Occupation,
Monthly Income/Allowance, and No. of years of Mobile Payment Experience?

2. Is there a significant difference in the assessment between and among the three sample groups of respondents regarding
the use of mobile payment in m-commerce in terms of information system success and consumer behavior?

3. s there asignificant difference in the assessment between and among the three sample groups of respondents regarding
the use of mobile payment in m-commerce on behavioral intention when grouped according to their profile?

4. What are some recommendations that can be further proposed to mobile payment service providers to establish users’
trust in order to encourage and facilitate their adoption and usage of m-payment?

2. Methods

A descriptive quantitative design was used in this study. It was conducted in one of the cities in the Cavite area. Non-probability
sampling such as purposive and quota sampling was used to obtain reliable information about the study. The respondents of the
survey included 405 respondents (students, professionals, and business owners) who had smartphones that allowed them to pay
for goods and services using their mobile payments. The instrument used was a survey questionnaire divided into 3 parts: Part 1
profile of the respondents; Part 2 customers’ assessment of the use of mobile payment in m-Commerce and Part 3 consumers'
assessment of behavioral intention in the use of mobile payment in m-commerce. A statistical technique used was an analysis of
variance and multivariate analysis of variance was used to determine the proportion of variability attributed to each of the several
components. Furthermore, an independent sample t-test was conducted to compare the two independent groups.

3. Results and Discussion

As shown in the findings, these variables play a critical role in favorably impacting consumers' behavior in using mobile payment
in m-commerce in one of Cavite's cities. It's also worth noting that the findings of this study back up prior research that used ISS,
Consumer Behavior, and Behavioral Intention to examine the use of mobile payment in m-commerce.

Table 1: Demographic profile of respondents (N=405)

Demographic Category Frequency Percentage
Age Under 20 76 19%
21-30 123 30%
31-40 118 29%
41 -50 57 14%
51-60 31 8%
Gender Male 177 44%
Female 228 56%
Educational Background TVET School 5 1%
College Level 130 32%
College Graduate 267 66%
Master's Degree 3 1%
Occupation Student 135 33%
Private Employee 105 26%
Government
Employee 30 7%
Self-employed 135 33%
Monthly Income/Allowance Less than
P 5,000 135 33%
P 5,001 -
P 15,000 ' '
P 15,001 - o
P 25,000 60 15%
P 25,001 -
P 35,000 120 30%
Over P 35,000 90 22%
No of years of mobile payment experience 6 — 12 months 51 13%
1 -2 years 84 21%
2 — 3 years 113 28%
Over 3 years 157 39%
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As shown in Table 1, most of the respondents were in the age group of 21 — 30 years, primarily female, college graduates, having
an occupation as students and self-employed, with monthly income/allowance of less than P 5000 and P 25,001 - P 35,000,
respectively, and had a mobile payment experience of over 3 years.

Table 2: MANOVA results among the three sample groups of respondents in the use of mobile payment in m-commerce in terms

of Information System Success and Consumer Behavior

Source \?aeﬁaeggent g/thiaanre Sig Interpretation Decision
Group Sygtgm Quality 014 148 .863 o .
Ability .026 .266 767 Not Significant Accept the Null Hypothesis
Wilks’ Lambda .870
Information
Group Quality 026 322 125 N .
Ability 026 266 767 Not Significant Accept the Null Hypothesis
Wilks’ Lambda 932
Group Service Quality .042 .501 .606
Ability .026 .266 767 Not Significant Accept the Null Hypothesis
Wilks’ Lambda .897
Group System Quality 014 148 .863
Integrity .007 .083 920 Not Significant Accept the Null Hypothesis
Wilks’ Lambda .967
Information 026 322 725 Not Significant
Group Quality Accept the Null Hypothesis
Integrity .007 .083 .920
Wilks’ Lambda .899
Group Service Quality .042 .501 .606
Integrity .007 .083 .920 Not Significant Accept the Null Hypothesis
Wilks’ Lambda .846

A one-way MANOVA was calculated by examining the Information System Success variables and Consumer Behavior and it had
no effect among the three sample groups of respondents, as illustrated in Table 2. No significant difference was found (Lambda
(4,802) = .870, .932, .897, .967, .899 and .846, p > .05). The respondents' group significantly influenced neither System Quality,
Information Quality, and Service Quality in terms of Ability and Integrity.

Table 3: ANOVA results between the three sample groups in the use of mobile payment in m-commerce on Behavioral Intention
when grouped according to Profile

Dimensions df Mean Sig Interpretation Decision
Square
Age 4 116 1.7193 313
400 098 Not Significant ﬁcciﬁaeg:he Null
404 P
Educational 3 018 .181 .910 A ¢ th Null
Background 401 .098 Not Significant ccept e .
Hypothesis
404
Occupation 3 .027 271 .846 A ¢ th Null
401 098 Not Significant ccept  the U
Hypothesis
404
Monthly  Income / 3 .031 312 .816 A ¢ th Null
Allowance 401 .098 Not Significant ccept  the !
Hypothesis
404
No. of Years of Mobile 3 .059 .600 .676 Accept the  Null
Payment Experience 401 .098 Not Significant Hypothesis
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404

As seen in Table 3, the findings back with earlier research, as millennials are driving many of these exciting advances. Park J. claims
that younger consumers appear to be more tolerant and open to new technology than older consumers, according to et al. (2018).
Education has always been seen as a critical aspect in the adoption of new technology. It is expected that understanding the
mechanisms of modern technology will necessitate a certain level of knowledge. Education hasn't always been a reliable predictor
of technology's use as a retail medium. With the currently available mobile payment methods, users with employment as a source
of income feel more comfortable and trusting. This means that employed people are more likely to accept available mobile
payment systems. Given the nature of internet purchases, it's safe to presume that online customers have a solid salary. Most
Filipino internet buyers, according to Rappler (2016), have a middle-class salary. According to Janio Asia (2019), active Internet
users account for 71% (76 million) of the country's total population of 107.3 million people. Seventy percent of those surveyed had
purchased a product or service online in the previous month. These are Gen Z and millennials who are tech-savvy and heavy users
of social media.

Table 3.1: t-test results among the three sample groups of male and female respondents in the use of mobile payment in m-
commerce on Behavioral Intention

Levene's Test for

N Mean Std. Deviation t df Equality of Variances Inte.rp.retatlon /
. Decision
F Sig
Male 177 3.54 322 -.282 403 209 .648 Not Significant
Female 228 3.55 .306 Accept the Null
Hypothesis

Gender has traditionally played a role in how a family makes purchasing decisions. Consumers utilize mobile payments because
they are practical and convenient, especially with the introduction of internet purchasing. The urge to maximize advantages while
minimizing risk drives the motivation to shop. Furthermore, mobile payment is a one-on-one process in which customers have
little to no engagement with salespeople. According to the Digital Report (2019), more women (12%) shop online than males (8%)
in the Philippines, despite the fact that women hold fewer credit cards. Based on the values presented in the above tables, the
outline of the findings revealed the following:

Despite their strong agreement, merchants are faceless when it comes to mobile payments, therefore the quality of their systems
becomes the online focal point by which impressions are formed. Users may believe that service providers lack the expertise and
integrity to provide excellent services if mobile payment systems are difficult to use and have a poor interface design. It clearly
demonstrates that respondents could pay bills and obtain payment information via mobile payment at any time and from any
location. They do, however, expect to get complete, accurate, and timely transaction information, such as transaction records and
paperwork. Users are still concerned about whether the payment was finished, whether the settlement occurred, and whether the
short return message will arrive promptly after the payment was done.

It is apparent that respondents strongly agree that mobile payment provides high-quality services. However, it was revealed that
the focus is on mobile network dependability, which is a typical issue among customers who are concerned that the network
connection would go down during a financial transaction. Users may distrust service providers' capacity to provide quality services
if they face inaccessible service connections and service interruptions while interacting with mobile payment systems. Despite
physical limitations such as limited display screens or data entry, respondents find a mobile payment to be extremely convenient.
Even in developing nations with significant mobile phone penetration, m-commerce applications are still a novelty for customers,
and adoption may be gradual, especially among inexperienced users. Respondents clearly believe that their mobile payment
service providers have the requisite knowledge and experience to complete their jobs and that their general ability to meet most
client requests is unquestionable. Respondents who give an online firm a high rating for power are more inclined to think of it as
having high integrity.

Furthermore, it may be assumed that their mobile payment service providers are more likely to be trusted by consumers in a
certain sector (such as banking) than those with less apparent knowledge. Users' opinions of service providers' traits, such as
providers' ability and honesty, are referred to as trusting beliefs in mobile payment services by Yu et al. (2018). Users will be
delighted with mobile payment and positively rate such a service if they view the mobile payment service provider to be reputable
and generally trustworthy. Users that do not trust mobile payment may be displeased with the service and give it a low rating.
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Consumers having a higher intention to accept new technology are more likely to become adopters and advocate the technology
to others, according to Sunny et al. (2018). Businesses can utilize social networks as a platform to share their ideas and perspectives
on the mobile payment system, commodities, and technologies, which creates many challenges and opportunities.

4. Conclusions and Implications

The main objectives of this research were to (1) assess the consumers’' behavior in the use of mobile payment in m-commerce in
one of the cities in the Cavite area, and (2) identify any differences between and among the factors. To achieve these objectives, a
research model comprising three sample groups (students, professionals, and business owners) and six variables, System Quality
(SYSQ), Information Quality (INFQ), Service Quality (SERQ), Ability (ABI), Integrity (INT), and Behavioral Intention (BEHI).

The research found that Cavite respondents generally accepted mobile payments, but mobile payment is not yet widely used in
daily life. Most respondents strongly agree on most aspects of the variables in the use of mobile payment despite uncertainties
and it indicates mobile payment provides good performance on consumers' behavior and is similar to the actual situation.

Based on the conclusions and significant findings, doing online transactions is convenient, where Filipinos have limited time to
physically perform their necessary tasks such as paying their utilities or sending money to their relatives. The following are with
this offered:

As shown in the increase of confidence and trust among Cavite users in digital transactions, they should continue and support
mobile payment adoption in m-commerce. Moreover, it showed them the benefits and advantages of this trading system since
they conduct transactions anytime and anywhere. Further, with the continuance of mobile payment in m-commerce, it perfectly
fits the respondents’ nature of modern lifestyle, providing a means for shopping and service to deliver virtually any life situation.

The study results can help manage mobile companies and m-commerce providers to build a stable base of loyal customers. As
mobile services are still relatively new, educational and marketing strategies that illustrate this trading system's advantages are
essential. The value of using m-commerce systems for enhancing market activities and operational efficiency is especially
noteworthy. Moreover, mobile service providers need to attach considerable importance to delivering quality information to users.
It would be also well-advised to provide personalized information about their account balance and payment records. Information
quality improvement will require mobile service providers' continuous effort and resource investment. It is also recommended that
m-payment systems should be well designed so that the payment procedure is straightforward and easy to execute. Thus m-
payment service providers need to simplify the operation process and improve users' perceived convenience. The number of steps
involved in the process should be minimized to reduce complexity, and adequate feedback to the user regarding the status of the
transaction is also helpful to avoid any confusion. M-commerce has created a new definition in modern-day marketing. It helps
businesses provide a better and consistent experience in fulfilling customers' and businesses' needs that embrace the digital
transformation stands a chance of engaging and serving their customers quickly. Nowadays, customers want to get things done
quicker than usual, and they buy from a company that can fulfill speedy processes. Through digital transformation, companies can
convert tangible goods into digital goods to meet their customers' needs. The data collection and analysis process has opened up
new opportunities for digital businesses. It helps to further enhance business strategies by studying the online habits of consumers.
Improving customer experiences and engagement leads to customer loyalty. In turn, the customers stick with your company with
more deals.

Moreover, digital transformation opens the door for new sales channels and markets. By transforming the company into a digital
business, they are keeping pace with the competition. Furthermore, this will have favorable change on everything that revolves
around the industry. Although this study has been conducted with methodological rigor, the findings should be interpreted with
caution. First, the research conducted was only in one of the cities in the Cavite area, which in terms of characteristics, is different
from other cities. Therefore, future studies could replicate the same research in different contexts or conduct a comparative study.
Second, besides the factors identified in this study, there may exist other factors affecting consumer behavior, such as individual
user characteristics. Future research could explore further extensions of the research model used in this study with such constructs.
Third, future researchers could increase the number of respondents and recognize other variables that could contribute to Filipinos'
perception of mobile commerce; this research study can be further enhanced and validated through a more extended period of
collecting data. Finally, for better results, more advanced statistical techniques can be applied.
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