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Abstract

The aim of the study is to use the analytic hierarchy process
(AHP) technique to identify and rank the factors affecting
customer satisfaction with mobile payment services in
the Jordanian market, where little research has been done on
post-adoption behaviour. By gathering data from experts and
analyzing the results, the study seeks to determine the relative
importance of various factors, such as app quality, cost, trust,
and social influence, in shaping customer satisfaction.
The literature is rich with studies on the adoption of mobile
payment services in developing countries. However, little
attention has been paid to post-adoption behaviours, such as
customer satisfaction. Additionally, the use of multi-criteria
decision-making techniques, such as AHP, to rank factors
affecting mobile payment service satisfaction is rare. Our
literature search identified 17 factors, and we gathered data
from 12 experts, which was sufficient for the AHP technique.
The results revealed that app quality was the most critical
factor affecting satisfaction, followed by cost, usefulness, trust,
information risk, security, social influence, ease of use,
performance, credibility, privacy, reliability, responsiveness,
customer attitude, confidentiality, assurance, and feedback
mechanism.
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1. INTRODUCTION

As the use of smartphones increases day by day it
also enhances the payment system done by mobile
such as utility bills as well as also highlighting
the need for information and communication
technology (ICT) innovation. In this regard, fintech,
i.e., the combination of technology and finance, has
developed (Dahlberg et al., 2015). It is referred to as
the merger of financial operations and information
and communication technology, for example,
remittance, payment through mobile, crowdfunding,
and management of assets, and it also carter
the high demand for financial services that may
arise due to the increase in e-shopping and its bill
payment like electricity and water.

Fintech provides several services for their user
among which mobile payment is the most frequently
used service. Mobile payment can be described as
a service to pay a bill by using a mobile, it has
advantages like paying anytime and anywhere and
does not require long queues and specific time
(Iman, 2018). Mobile payment also facilitates
the electronic market by replacing the flow of cash
in a market with payment through smartphones
(Ondrus & Pigneur, 2006). According to researchers,
services of mobile payment have played a significant
role in the market (Menke & De Lussanet, 2006).
It can be said that mobile payment is the most
effective technological innovation of recent times,
and it captures a huge chunk of the market in both
developed and developing countries. According to
Slade et al. (2014), in 2014, it has been estimated
that by 2017 the expected mobile payment users
would reach 450 million globally, this estimation
was further added by GSMA (2016), claiming that
in 2020 there would be 720 million users.

Literature shows many studies that discussed
behavioral intention and adoption towards payment
by using mobile (Choudrie et al., 2018; Alalwan et al.,
2017) but the literature does not show adequate
research on the behaviour of post-adoption like
satisfaction. Thus, there is a clear gap present in
the literature as a majority of studies only discussed
behavioural intention and adoption of mobile
payment. The key measure to compute the success
of mobile payment and information systems is
the satisfaction level of a user. Thus, the current
study aimed to study the factors that affect
the satisfaction towards mobile payment in Jordan,
especially that related to mobile payment for bills,
such as water and electricity. On the other hand, to
our knowledge, no study so far applied in Jordan
used the analytic hierarchy process (AHP) method
to rank the factors that affect the satisfaction of
mobile payment, such as the eFAWATEERcom app.
Thus, this is another gap that will be covered in
the current study.

Electronic bills or e-bills are a game charger
service as they completely change the old method of
payment that involve cash payment at fix place and
in a given time frame, that old method of payment
required more time, cost, and energy. With the help
of e-bill, it has all become faster and easier, as well
as new applications also made it quicker and
stress-free to use mobile payment at any time or any
place billing eFAWATEERcom service in Jordan is
a leading service used.
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Billing eFAWATEERcom service is an electronic
system for viewing and paying bills. This service is
presented and monitored by the Central Bank of
Jordan. It facilitates the process for citizens by
saving them time and effort. It is flexible in using
the different banking channels to conduct a viewing
and pay for bills by the private and public sectors.
The Central Bank, in cooperation with MadfoatCom
company, has specified a commission that is
deducted from those who use the billing service.
The commission is divided among the Central Bank
(10%), the collecting bank gets 40% and the bill’s
company gets 50%. These commissions are paid
instantly at the time of bill payments. At the end
of the day, ratios are calculated to determine
profitability by accumulating all commissions in
the eFAWATEERcom bank account and added at
the end of the year to the general revenues.
It allows the user to pay their bills at their preferable
time and place based on their convenience by using
different methods to pay, such as tellers, online
banking services, ATMs, post offices of Jordan and
mobile also provides trusted centre numbers and
safeway. Apart from this, www.efawateercom.jo
can be used 24/7 to pay a bill through a credit card
(Alghusin et al., 2017).

EFAWATEERcom managed to provide a huge
variety of online payments in 2014 for different
segments, i.e., companies, individuals, government
institutions, and e-markets in Jordan. This effective
system helps to offer quick transactions that can be
measured as 156 million Jordanian dinars based on
250,000 transactions from the launch date of
the payment service. With 55 billers and more
than 227 different services, we are in front of
distinguished service that is to lead the market in
the digital era. Using eFAWATEERcom, you will have
the following benefits (Alghusin et al., 2017):

1. No time, money, or effort is consumed on
traditional or impractical payment options.

2. Ability to avoid service interruption due to
delayed payment.

3. A fast, reliable, and secure process to pay
and review your bills whenever and wherever you are.

4. Flexible and versatile payment channels that
meet your needs.

The selection of Jordan as the context for
conducting the current study was because of
the impedance of billing eFAWATEERcom service
among the Jordanian population because it is
considered as an ease tool to make the payment for
bills, such as electricity and water. Even though
mobile payment service apps have been attracting
considerable interest in Jordan, the related issues of
these apps have not been fully studied and tested by
academics and researchers. As such apps have only
recently been introduced in Jordan, there is a need
to study the factors that affect satisfaction with
mobile payment services. On the other hand,
the current study will use a different methodology,
namely the AHP approach, to rank the factors that
affect satisfaction with mobile payment, specifically
the eFAWATEERcom app.

Hence, the aim of the study is to investigate
the factors that influence satisfaction with mobile
payment for bills, specifically the eFAWATEERcom
app in Jordan. This paper aims to fill the gap in
the literature that has focused mainly on behavioral
intention and adoption of mobile payment while
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neglecting post-adoption satisfaction. The study also
intends to apply the AHP method to rank the factors
that affect mobile payment satisfaction.
The eFAWATEERcom app is a leading electronic
system for viewing and paying bills in Jordan, and it
offers various payment options such as tellers,
online banking services, ATMs, post offices, and
mobile phones. The app has helped to simplify bill
payments, reduce costs and save time. Hence,
the study contributes to the understanding of
mobile payment satisfaction, which is crucial to
determining the success of mobile payment systems.
The remainder of the paper is structured as
follows. Section 2 is a literature review that provides
a comprehensive overview of the previously done
studies. Section 3 provides details about the research
methods wused, the analysis technique, and
the sample size. Section 4 provides the results of
data analysis while Section 5 presents a detailed
discussion of the study findings. Section 6 concludes
the paper with study limitations, future research
perspectives, and implications of the study.

2.LITERATURE REVIEW

Mobile payment services have become an increasingly
popular method of payment in recent years.
Consumer satisfaction is a critical factor in
the adoption and continued use of mobile payment
services. Several studies have identified various
factors affecting consumers’ satisfaction with mobile
payment services. One of the most commonly cited
factors is perceived ease of use, which refers to
the ease with which consumers can complete
a transaction using mobile payment services.
A study by Anshari et al. (2021) found that perceived
ease of use had a significant positive effect on
consumers’ satisfaction with mobile payment
services. Another factor that has been found to
affect consumers’ satisfaction is perceived security.
Consumers are concerned about the security of their
financial transactions, and they need to feel that
their personal and financial information is
protected. A study by Nguyen-Phuoc et al. (2021)
found that perceived security had a significant
positive effect on consumers’ satisfaction with
mobile payment services.

Moreover, another important factor is
perceived usefulness. Consumers need to feel that
mobile payment services are beneficial to them and
provide them with value. A study by Chen et al.

(2021) found that perceived usefulness had
a significant positive effect on consumers’
satisfaction with mobile payment services.

In addition, perceived trust has also been identified
as a critical factor affecting consumers’ satisfaction
with mobile payment services. Consumers need to
trust the service provider and the technology used
to process their transactions. A study by Khalaf et al.
(2023) found that perceived trust had a significant
positive effect on consumers’ satisfaction with mobile
payment services.

Other factors that have been identified as
affecting consumers’ satisfaction with mobile
payment services include service quality (Kim et al.,
2021), perceived risk (Awa, 2021), social influence
and perceived value (Chen et al., 2021). However,
the relative importance of these factors may vary
depending on the context, culture, and other
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demographic variables. Therefore, it is essential to
understand consumers’ perceptions and preferences
to improve the design and implementation of mobile
payment services and enhance consumer satisfaction.
In conclusion, by considering the factors affecting
consumers’ satisfaction with mobile payment
services, service providers can offer better services
to consumers and increase their adoption and
continued use of mobile payment services.

Several theories and models were applied in
the current study to identify the factors that affect
satisfaction with mobile payment services, such as
the theory of reasoned action (TRA), technology
acceptance model (TAM), diffusion of innovation
(DOI), model of adoption of technology in households
(MATH), theory of planned behaviour (TPB), Webqua
Software Solutions (WEBQUA), the unified theory
of acceptance and wuse of technology (UTAUT),
the motivational model, the theory of interpersonal
behaviour (TIB), and SERVQUAL. The different factors
that have been taken from the above-mentioned
theories are discussed below.

The most efficient way to measure the accuracy
and productivity of digital platforms is to ask for
feedback from customers, it allows service provider
companies to improve as per their customer
requirements. Along with this, feedback is also
treated as a quick way of communication between
the provider company and the customer, especially
in the case of any error regarding mobile payment.
Previously, customers know about the feedback
system regarding renowned e-commerce companies
such as Alibaba, Amazon, and eBay. Doney and
Cannon (1997) stated that customers believe in
customer feedback. It has been observed that
customer trust depends on the mechanism of
feedback as seen in social media dais (Pavlou &
Gefen, 2004). Feedback can be defined as a key
element in building trust in customers regarding
the company or product and also safeguarding their
interests and rights (Shao & Yin, 2019). Thus, we can
conclude that feedback plays a significant role to
boost the satisfaction level of mobile payment users.

The mobile service or digital model of payment
is beneficial for the user as it allows them to
withdraw cash at minimum cost, anytime, anywhere
(Omwansa, 2009). It has been stated by a researcher
that tangible benefit is important in order to
enhance the satisfaction of users in technology
platforms (Davis, 1989). If users consider mobile
payment more effective than any other payment
method then it will help to increase the satisfaction
level of users.

There are many stations has been built to
provide quality service to the customer. These
stations are liable to accommodate customer needs
and requirements. Nowadays, smartphones have
become a necessity of society so the updated mobile
application that facilitates payment systems would
be helpful to acquire customer satisfaction it also
motivates a user to continue their usage of mobile
payment. As Kim et al. (2009) highlighted, a good
mobile application will motivate users and also
increase their satisfaction level.

Trust can be defined as a potential risk that is
attached to any financial transaction. We can say
that satisfaction and risk are directly proportional,
ie.,if a customer has a high trust level, then
the mobile payment services would also increase
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users. Trust boosts the relationship or transaction
between customers and providers (Peha & Khamitov,
2003). In this regard, Mohammad Arif and Du (2019)
further added that besides the issue of being
intangible, mobile service is also associated with
unpredictability and risk. Thus, trust is a significant
element in mobile payment services.

The cost is also an important factor to be
considered while focusing on mobile service. Cost
can be explained as all the expenses that occur while
using the service of mobile payment. The cost of
transactions and onboarding must be lower so that
the satisfaction of users can be increased through
mobile payment services (Mallat, 2007).

In the technological advancement era, security
acts as a backbone to support the whole system of
payment, as well as smoothen the user and provider
relationship (Mallat, 2007). It has been observed that
security is the main trepidations for users. In order
to minimize the risk while making an online
transaction through mobile, users are provided with
a special password or code that defines the private
information of customers. In the current environment
of digital development, it is important to balance
the system of authorization, authentication, and
non-repudiation among payment services, providers,
and customers (Shon & Swatman, 1998).

Social influence is considered a key component
to influence others and helps to increase
the adoption rate of digital services such as services
related to mobile (Venkatesh et al., 2003). An individual
can attempt to try new technology if the social
group supports him/her to do so, even if individual
confidence is low to bash new technology. Slade
et al. (2014) argued that social influence help to
change the intention of the customer thus it leads
to the adoption of new technology.

Digital services can be impacted and increased
by information risk (Mustafa et al., 2020).
For the suave transaction of digital payment,
authorization and integrity are important (Slade
et al,, 2015). A low level of information risk also
helps to boost the confidence of users because they
also lower their worries regarding sharing their
personal or financial information with other parties
either willingly or involuntarily. The information risk
factor can be activated by many other factors for
example time, economic, financial, or social (Mustafa
et al, 2020). It has been stated by researchers
that when information risk increases, it also
increases the probability of a customer not adopting
new technology (Weerakkody et al., 2017).

The term “performance” is used to define
the feeling customer that he/she may feel after
the mobile payment service usage, it also assists to
measure the transaction everywhere and anytime,
and it also involves speed, risk, and authentication
while performing the online task (Gholami et al,
2010; Venkatesh et al. 2003). Prior research shows
that a higher level of performance helps the user to
adopt behavioral intention to try technological
advancement services (Slade et al., 2014).

Credibility in mobile service is essential,
i.e., service provider institutions must be creditable
enough so that users can trust them that the service
provider would not misuse the given information or
data and their interest would not be validated. This
act required a sense of trust from a customer in
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the service provider company. We can say that there
is a positive relationship between service provider
company and the intention of an individual to use
online services (Slade et al., 2015).

Reliability is referred to the expectation of
a customer that the results of service would remain
uniform (Parasuraman et al., 1988). It also enlightens
the fact that the firm can provide effective services
repeatedly and dependably with time. When users
utilize technology in a continuous and repeated
manner the reliability of a financial service becomes
critical and does not provide the same quality
results. Thus there is a positive relationship between
higher reliability and adoption of service.

Lin (2013) stated that mobile payment is
the fastest way to process the payment than any
other methods used previously. The satisfaction of
users is also enhanced by responsiveness in
the online payment system. It has been observed
that when the responsiveness is higher it involves
very little effort from the customer which leads
to a higher level of satisfaction. Apart from this,
responsiveness is also important in a scenario where
human interaction is important due to any system
issue or technical problem that restricted automated
operationalization. In such cases, a quick response
from the provider side helps to increase customer
satisfaction.

The most attractive part of any technology
adoption is its ease of use as literature shows TAM.
The use of mobile for payment is also easy; thus,
it affects positively the adoption of behavioural
intention (Guriting & Oly Ndubisi, 2006). When
the criteria of mobile service payment are made easy
it would also rectify potential errors that may occur
while making a financial transaction online
(Flavian et al., 2005).

With the use of mobile payment (such as
eFAWATEERcom), users will have to transfer their
personal information. Confidential information in
an electronic payment systems context is described
as information related to the transaction such as
the identity of the payer/payee, purchase content,
amount, and credit card information (Meharia,
2012). Confidentiality requires that this information
be restricted only to the parties involved in
the transaction (Meharia, 2012). This can be achieved
by encrypting transmissions and properly protecting
user information. As normal users do not
understand the technical aspects of confidentiality,
users must perceive that mobile payment properly
protects confidential information. The literature
further highlighted the government’s intervention
to monitor the financial transactions conducted
through mobile although the government has
demonetized the transaction in order to attain
governance and taxation (Mohan & Kar, 2017).

In digital services, where personal data is
involved, like payment or sharing via a mobile,
privacy has a significant role (Tsai et al., 2011).
Privacy is a major concern and it requires
the availability of information that can be used to
conduct a financial transaction through mobile.
Information privacy can be described as
the permission of the service provider to access
mobile data like messages, images, memory,
location, and network data (Albashrawi &
Motiwalla, 2019).
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Assurance sufficiently plays its role to increase
the trust level of a user along with lower their risk
level while using mobile transactions (Parasuraman
et al,, 1991). Furthermore, assurance is an intangible
factor and shows the service provider’s commitment
to be more effective, thus contributing positively to
providing higher service. The main problem in
an online payment system is that the user is not
sure about the receiver until the payment is
completely done, thus it creates ambiguity (Mohan &
Kar, 2017). There is a direct relationship between
assurance and satisfaction.

Literature shows mixed results regarding
the attitude of customers, i.e., it can be positive or
negative based on their experience of using digital
services (Arvidsson, 2014). The literature further
elaborates that the technology that is based on
the internet has a high level of influence on the user
attitude and it also determines their willingness
to adopt technology (Dwivedi et al,, 2007). There
may be several reasons that drive the attitude of
a user for example a customer would have a positive
attitude if the privacy level is high if the risk
associated with a transaction is low if the use of
technology is easy, and if the cost to conduct
the transaction is low (Arvidsson, 2014).

3. METHODOLOGY

3.1. Data collection and analysis

The AHP method begins with the identification of
issues, which is followed by the dispersion of
problems into layers. The AHP approach was used
based on prioritizing the selection criteria for
choosing digital services. Initial groups of experts
were discovered and selected for pairwise
comparison in the first phase of the program. After
implementing a paired comparison questionnaire,
the relative weights of mobile app characteristics
were examined using the AHP approach (Saaty, 1990;
Saaty & Sodenkamp, 2008). The ranking of
the characteristics was examined in the last step,
based on the priority weights.

3.2. Analytic hierarchical process in business research

The AHP is a decision-making tool used to evaluate
and prioritize complex problems by breaking them
down into smaller, more manageable components
(Al Jafa, 2020). In business research, the AHP
is important. The AHP provides a systematic and
structured approach to evaluating and prioritizing
various business options based on a variety of
criteria. It enables decision-makers to consider
multiple factors, including both tangible and
intangible elements, in their decision-making
process. By breaking down complex problems and
considering multiple factors, AHP helps to ensure
that decisions are based on a thorough and
informed analysis. Moreover, AHP enables decision-
makers to openly discuss and compare their
perspectives, leading to a more informed and
collaborative decision-making process (Canco et al.,
2021). Overall, the use of AHP in business research
provides a transparent and systematic approach to
decision-making that takes into account multiple
factors and enables more informed, collaborative,
and accurate decision-making.
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A small sample size can be justifiable in AHP
if the decisions being made are relatively
straightforward and the preferences of the decision-
maker(s) are well understood. AHP is a multi-criteria
decision-making (MCDM) method that uses
a structured approach to weigh and rank options
based on factors that are important to the decision-
maker (Munier & Hontoria, 2021). If the decision
problem is well defined, and the criteria are well
understood, a smaller sample size can still yield
meaningful results in AHP.

3.3. Analytic hierarchical process and alternative
methods

The AHP methodology involves breaking down
a complex decision problem into a hierarchy of
criteria, sub-criteria, and alternatives. Decision-
makers then assign weights to the criteria and
sub-criteria based on their relative importance and
compare the alternatives against each other on each
criterion. A mathematical formula is then used to
calculate the overall score for each alternative, based
on the assigned weights and comparison scores.

Alternative methods to AHP for decision-
making include:

1. Weighted sum model: This method involves
assigning weights to each criterion, and then
summing up the weighted scores of each alternative
on each criterion. The alternative with the highest
overall score is selected.

2. Elimination by aspects (EBA): This method
involves establishing a minimum acceptable score
for each criterion, and then eliminating alternatives
that fail to meet the minimum score on any
criterion. The remaining alternatives are then
compared again on the remaining criteria until only
one alternative remains.

3. Decision tree analysis: This method involves
creating a decision tree that maps out the various
decision paths and outcomes, and assigning
probabilities to each decision path and outcome.
The alternative with the highest expected utility is
then selected.

4. SWOT analysis: This method involves analyzing
the Strengths, Weaknesses, Opportunities, and
Threats of each alternative, and selecting
the alternative that best leverages its strengths,
addresses its weaknesses, and capitalizes on its
opportunities while minimizing its threats.

AHP has several advantages over the alternative
methods mentioned in terms of its ability to handle
complex decision problems and provide more
accurate and consistent results. Here are a few
reasons why AHP may be considered better than its
alternatives.

The hierarchical structure of AHP provides
a clear and organized way to break down complex
decision problems into smaller, more manageable
parts. This allows decision-makers to better
understand the decision problem and the trade-offs
involved in selecting alternatives. It allows decision-
makers to prioritize and weigh multiple criteria and
sub-criteria based on their relative importance, and
evaluate alternatives on each of these criteria.
This allows for a more comprehensive analysis of
alternatives and can lead to more informed decisions.

Unlike some other decision-making methods, it
can handle both qualitative and quantitative factors
and can integrate them in a meaningful way to
provide a more holistic analysis. The mathematical

formula for calculating scores ensures that
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the results are consistent and transparent, and
can be easily replicated by others. This is particularly
useful in situations where multiple decision-makers
are involved, and there is a need for consensus on
the best alternative. Moreover, it allows decision-
makers to conduct sensitivity analysis, which
involves changing the weights assigned to criteria
and sub-criteria to see how the results are affected.
This allows decision-makers to test the robustness
of their decisions and identify any potential biases.

4. RESULTS
The AHP approach has been utilized in a variety of

fields to solve multicriteria decision-making problems,
and it has proven to be the most appropriate and

with multilayer characteristics. The approach is
particularly beneficial for selecting and evaluating
multiple choices, or for quantifying subjective data
(Badea et al., 2014). Expert Choice software was used
in this investigation. The steps of the AHP approach
are as follows.

The first stage entails the creation of
a questionnaire and the collection of data.
The experts were given thorough information on
the variables. They were asked to do a pairwise
comparison using the proposed AHP scale (1-9) by
Saaty (1990), as shown in Table 1. Twelve (12)
experts in the eFAWATEERcom app participated in
the study. A sampling frame of 10 experts is
sufficient for the AHP technique (Pun & Hui, 2001).

successful instrument for analyzing problems
Table 1. Fundamental scale for pairwise comparison
Intensity Definition Description
1 Equally important Two criteria have equal contributions toward the objective
2 Weak or slight
3 Moderately important One criterion slightly favorable over another
4 Moderate plus
5 Strongly important Strong favor towards a criterion over another
6 Strongly plus
7 Very strongly important Very strong favor of a criterion over another
8 Very, very important
9 Extremely important The importance of one criterion over another is affirmed in the highest possible order

Source: Saaty (1990).

The second stage involved creating a pairwise
comparison matrix based on expert judgment on
a scale of 1 to 9. The significance or preference of
one element over another is reflected on an absolute
scale. The pairwise comparison of criteria i and j is
denoted by the symbol ay The other intersecting
values are reciprocal to the criterion values and are
written as a;=1/a; in the equation. A number
greater than 1 indicates that the basic criterion takes
precedence over the other criteria. Because there
were 12 experts in this study, the comparative
judgments of all of them were merged using

the geometric mean to create a combined comparison
pairwise judgment matrix. The geometric mean of
the observation of the nth number of participants is
represented by the following equation:

Geometric mean = Vxlx2x3x%* .. x" 1)

Table 2 shows the average judgmental pairwise
comparison of each criterion with respect to other
criteria based on the geometric mean.

Table 2. Average pairwise comparison matrix

1 2 3 4 5 6 7 8 9 10 | 11 12 | 13 [ 14 | 15 | 16 | 17
1 1 3.21 | 4.54 | 3.46 3.6 4.1 3.65 | 3.62 | 3.45 | 4.02 | 3.28 | 3.73 | 3.73 33 [ 288 | 347 | 2.8
2 0.31 1 344 | 312 | 287 | 271 | 265 | 338 | 2.76 | 2.78 | 298 | 3.17 | 3.67 | 2.98 | 3.05 3.8 | 2.95
3 0.22 | 0.29 1 3.03 | 292 | 3.66 | 3.19 | 3.28 | 3.22 | 3.24 | 3.41 | 3.93 3.5 3.16 | 3.14 | 3.08 | 3.36
4 0.29 | 0.32 | 0.33 1 3.15 | 3.29 | 3.07 | 3.07 | 3.11 | 2.88 | 296 | 3.41 | 3.04 | 2.81 | 293 | 2.85 | 3.67
5 0.28 | 0.35 | 0.34 | 0.32 1 2.57 | 293 | 268 | 2.88 | 2.79 | 2.38 | 2.14 | 231 | 248 | 251 | 259 | 2.77
6 0.24 | 0.37 | 0.27 | 0.3 0.39 1 234 | 235 | 242 | 3.04 | 249 | 231 | 222 | 268 | 232 | 2.64 | 2.39
7 0.27 | 0.38 | 0.31 | 0.33 | 0.34 | 043 1 2.36 | 2.99 24 2.99 | 2.76 | 2.89 | 241 | 3.24 | 3.21 | 3.09
8 0.28 0.3 0.3 033 | 0.37 | 042 | 042 1 2.7 1333|197 | 266 | 259 | 2.81 | 2.54 2 2.52
9 0.29 | 0.36 | 0.31 | 0.32 | 0.35 | 0.41 | 0.33 | 0.37 1 2.51 | 253 | 246 | 2.03 | 228 | 2.09 | 228 | 2.3
10 0.25 | 0.36 | 0.31 | 0.35 | 0.36 | 0.33 | 0.42 0.3 0.4 1 2.24 | 214 | 253 | 228 | 2.08 | 247 | 241
11 0.3 0.34 | 0.29 | 0.34 | 042 04 | 0.33 | 0.51 04 | 045 1 1.97 | 251 | 1.97 | 233 | 247 | 241
12 0.27 | 0.32 | 0.25 | 0.29 | 047 | 043 | 0.36 | 0.38 | 0.41 | 047 | 0.51 1 3.04 | 346 | 3.21 | 2.71 | 2.75
13 0.27 | 0.27 { 0.29 | 0.33 | 043 | 045 [ 035039 | 049 | 04 04 | 0.33 1 3.1 2.83 | 242 | 2.24
14 0.3 034 | 032 [ 036 | 04 037 | 042 | 036 | 044 | 0.44 | 0.51 | 0.29 | 0.32 1 2.68 | 2.65 | 2.74
15 035 [ 033 1032034 | 04 043 | 0.31 [ 039 | 048 | 048 | 043 | 031 | 0.35 | 0.37 1 3.14 | 3.07
16 0.29 | 0.26 | 0.32 | 0.35 | 0.39 | 0.38 | 0.31 0.5 044 | 041 | 041 | 037 | 041 | 0.38 | 0.32 1 3.15
17 0.36 | 0.34 | 0.3 0.27 | 0.36 | 042 | 0.32 04 | 044 | 042 | 042 | 0.36 | 045 ] 036 | 0.33 | 0.32 1

The third stage entails assessing factors by row-wise averaging of eigenvector values. Table 3

through eigenvectors and weights. A normalized
pairwise comparison matrix was used to compute
the eigenvector. By dividing the individual values
of the components by the total of the values in
the column, the eigenvector value was calculated.
The relative weights of each criterion are calculated

VIRTUS

»

shows the priority weights and ranking of each
criterion in support of the aim. The consistency ratio
was determined in the following phase to assess
the pairwise comparison matrix’s efficacy and
consistency. During the pairwise comparison, it was
predicted that the experts would give inflated
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perspectives or make irresponsible or unthinking
assessments, resulting in the inconsistency of
viewpoints. A consistency ratio with a maximum
value of 0.1 is considered acceptable. Beyond this
point, the pairwise comparison procedure must be
reevaluated, and this process must be repeated until

calculated. The consistency index is derived using
the formula CI 5 (max- n)/(n-1), where max is
the pairwise comparison matrix’s major (largest)
eigenvalue and n is the number of comparisons.
The consistency ratio (CR) was then calculated by
dividing CI by RI, where RI stands for random

an acceptable result of less than or equal to 0.1 consistency index. The consistency ratio for
is obtained (Saaty, 1990). The consistency index the current analysis is 0.097 <0.01, hence
is required before the consistency ratio can be  acceptable.
Table 3. Priority weights and ranks
No. Criteria Priority Rank
1 Mobile app quality 16.50% 1
2 Cost (price) 12.10% 2
3 Usefulness 11.00% 3
4 Trust 9.20% 4
5 Information risk 7.10% 5
6 Security 6.00% 6
7 Social influence 5.90% 7
8 Ease of use 5.00% 8
9 Performance 4.20% 9
10 Credibility 3.70% 10
11 Reliability 3.50% 12
12 Privacy 3.60% 11
13 Responsiveness 2.90% 13
14 Customer attitude 2.70% 14
15 Confidentiality 2.50% 15
16 Assurance 2.10% 16
17 Feedback mechanism 1.90% 17
Figure 1. Priority weights of individual criteria
Consolidated result
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5. DISCUSSION important factors affecting user satisfaction
with the eFAWATEERcom app. This is consistent
The study found that the most important With previous research that has highlighted
factor affecting consumers’ satisfaction with the importance of security and privacy in
the eFAWATEERcom app was mobile app quality. determining user acceptance and adoption of mobile
This is consistent with previous research that has payment services (Alalwan et al, 2017; Wang
highlighted the importance of app quality in etal, 2021). . o
determining user satisfaction with mobile payment ‘The second factor, cost, has been identified in
services (Kim et al., 2020; Xie et al, 2021). App brevious studies as a key factor affecting

quality refers to the extent to which the app is fit for
its intended use, which includes factors such as
performance, stability, testing, and usability
(Khalifa & Liu, 2016).

Improving mobile app quality should be
a priority for eFAWATEERcom providers, as it has
been shown to have a direct impact on user
satisfaction (Turel et al, 2019). In addition,
the study found that security and privacy were also

VIRTUS

consumers’ adoption and usage of mobile payment
services, particularly in developing countries where
the income is low (Khalifa & Shen, 2008; Corkindale
et al,, 2019). This finding emphasizes the importance
of offering affordable and competitive pricing to
increase customer satisfaction.

The third factor, usefulness, is consistent
with previous studies that have highlighted
the importance of perceived usefulness in
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influencing consumers’ intention to wuse and
satisfaction with mobile payment services (Islam
etal, 2018; Turel et al, 2019). This finding
suggests that providers should strive to enhance
the functionality of the mobile app and explore
opportunities to expand its usage across different
sectors to increase customer satisfaction.

Trust, the fourth factor identified in this study,
has also been recognized in prior research as
a significant factor influencing consumers’ adoption
and usage of mobile payment services (Mukherjee &
Nath, 2017). This finding highlights the importance
of building trust through transparent communication,
providing evidence about the app’s security and
reliability, and addressing any perceived risks
associated with financial transactions.

The fifth and sixth factors, information risk
and security, are also consistent with previous
research that has highlighted the importance of
maintaining the integrity and authorization of
transactions and protecting consumers’ sensitive
information (Kim & Kim, 2019). Providers should
focus on implementing robust security measures
such as encryption and biometric authentication to
reduce the risk of fraud and ensure the security of
consumers’ personal and financial data.

The seventh factor, social influence, has been
identified in previous research as a significant factor
affecting consumers’ adoption and usage of mobile
payment services (Zheng et al., 2013; Kim et al,
2019). This finding suggests that providers should
focus on delivering high-quality services to increase
customer satisfaction and encourage positive word-
of-mouth recommendations among social networks.

6. CONCLUSION
This study aimed to investigate the factors
that influence consumers’ satisfaction with

the eFAWATEERcom app as a digital service and
mobile payment service. The results of the study
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