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Is perceived value enough to create loyalty for 
m-wallets? Exploring the role of trust and 
satisfaction
Amol S. Dhaigude1, Archit Vinod Tapar2, Mohammad Shameem Jawed3 and 
Giridhar B Kamath4*

Abstract:  This study explores the role of perceived customer value and loyalty 
relationships in mobile wallet (M-wallet). The study further investigates trust and 
satisfaction as drivers of loyalty and examines the role of trust in the traditional 
value-satisfaction-loyalty relationship. A total of 214 responses from M-wallet users 
were captured using a structured questionnaire in a cross-sectional survey design. 
The data collected was analyzed with the help of structural equation modeling. 
Trust and satisfaction in M-wallet are both found to be mediating the perceived 
customer value and loyalty relationship. Furthermore, results also confirm the 
sequential mediation impact of trust and satisfaction between the perceived cus-
tomer value and loyalty relationship. The findings help practitioners in tailoring their 
customer relationship strategies to promote M-wallet loyalty. Finally, this study 
recommends that managers should emphasize leveraging trust and satisfaction 
to shape loyalty in addition to customer value. They should focus on initiatives to 
win trust, satisfy the customers, and enhance long-term customer relationships.
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1. Introduction
The popularity and growth of real-time, account-to-account payments using mobile wallets 
(M-wallet) is increasing across the world. M-wallet transactions were 102.7 billion dollars in 
2020, and by 2025, they are expected to reach 2,582.8 billion dollars, with the Asia-Pacific region 
topping the list with more than $58 billion in contributions (ACI, 2021). Increasing penetration of 
internet and smartphones has caused a rapid growth of e-commerce that has, in turn, driven the 
M-wallet markets. The COVID-19 pandemic of 2020 has further pushed the need for providing 
quick and inexpensive access to digital cash.

M-wallets are the digital equivalent of a physical wallet. Money can be preloaded into an M-wallet 
application through credit cards, debit cards, or net banking. Whenever a transaction is made, money 
gets transferred from the buyer’s M-wallet to the seller’s bank account or M-wallet. M-wallets can be 
used for consumer-to-consumer payments, consumer-to-business payments, and business-to- 
business payments (Shin, 2009). However, M-wallet service providers are increasingly facing the 
problem of retaining customers. The two-pronged challenge they face is not only becoming the 
M-wallet of choice for users but also promoting loyalty in the long run. Further, these M-wallet service 
providers are aware that the cost of attracting new customers exceeds the cost of retaining the 
existing customers (Garrouch, 2021; GS & Arivazhagan, 2021; To et al., 2021; Too et al., 2001), and 
customer loyalty leads to profitability in the long run. While the extant literature has examined 
consumers’ perception, attitudes, and adoption intention of M-wallets (Al-Hattami et al., 2023; 
Amoroso & Magnier-Watanabe, 2012; Gupta, 2022; Shaw & Kesharwani, 2019; Shin, 2009), studies 
exploring the factors that propel consumer loyalty towards a particular M-wallet service provider is 
scant (Amoroso & Ackaradejruangsri, 2018, 2018; Gong et al., 2020; Joshi & Chawla, 2023).

Past studies on M-wallet loyalty have primarily examined consumers’ usage perspective; specifi-
cally, factors such as consumer self-efficacy, inertia, habit, perceived usefulness, innovativeness, 
privacy and security, and relative convenience and advantages (Amoroso & Ackaradejruangsri,  
2018; Daragmeh et al., 2021; Gong et al., 2021; Grover, 2020; Ly et al., 2022; Mombeuil & Uhde,  
2021; Putri et al., 2022). However, perceived value (PV), an important variable, has been left out and 
needs to be studied in this context (Kaur et al., 2020). Customers feel attached to a firm because they 
perceive the value obtained from that firm is higher than that available from other firms (Anderson & 
Srinivasan, 2003; Senić & Marinković, 2014). Therefore, PV has emerged as the prime concern in all 
marketing activities (Holbrook, 1999). Further, it is positively related to loyalty and profitability 
(Salem Khalifa, 2004). Moreover, Kaur et al. (2020) have recognized the need to discover the impact 
of PV in the post-adoption stages, especially customer loyalty towards M-wallets.

Based on the theory of investment model of commitment (TIMC) and Relational Mediator Meta- 
Analytic Framework (RMMA), PV can be stretched with trust, satisfaction, and loyalty (Palmatier 
et al., 2006; Rusbult et al., 2012). McKnight et al. (1998) argued that trust is a very crucial factor 
impacting consumer behavior in a financial transaction. Trust acts as a crucial intervening variable 
in the association between the customer’s relational benefits and their loyalty (Palmatier et al.,  
2006). Further, trust and satisfaction are crucial in the PV-loyalty relationship (Chen, 2012; 
Hamouda, 2019). Trust is one of the critical factors for online/digital money transactions 
(Amoroso & Magnier-Watanabe, 2012; Chiu et al., 2017) and lays the foundation for service 
providers to build a long-term relationship with the users as trust reduces uncertainty and vulner-
ability (Berry, 1995; Ndubisi, 2007).

On the other hand, relational satisfaction is the customer’s affective or emotional state toward 
a relationship, typically evaluated cumulatively over the history of exchanges (Rusbult et al., 2012). 
The relational satisfaction helps the service providers to extend the relationship, win the trust of 
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the customer, and attain customer satisfaction (Bügel et al., 2010; Givertz & Segrin, 2005). Satisfied 
customers may retain or strengthen their connection with the service provider as well as recom-
mend the service provider to other potential consumers (Kumar et al., 2013). Satisfaction is an 
important consequence and a key indicator of customer patronage and desire for future purchases 
(Chen, 2012; Mittal & Kamakura, 2001). Likewise, service management literature claims that PV is 
one of the major predictors of customer satisfaction (e.g., Blanchard & Galloway, 1994) and the 
latter impacts loyalty behaviors (Anderson & Fornell, 1994).

However, the association between satisfaction and loyalty is found to be context-dependent 
(Anderson & Srinivasan, 2003) and this association is not explored in the context of M-wallet. Thus, it 
is important to investigate the role of trust and satisfaction in the PV-loyalty relationship in the context of 
M-wallet. To address this gap, this study seeks first to establish the relationship between perceived value 
and loyalty towards M-wallets. It then asks an important question: How do trust and satisfaction 
influence the perceived value and loyalty relationship of M-wallets in the emerging market context?

The combination of emerging economies and M-wallets will expand the body of knowledge even 
further. For example, an emerging economy like India is expected to become the biggest market 
for M-wallet, and its digital payment volume is expected to surpass 52 billion payments by 2024 
(ACI, 2021). The various government initiatives like Digital India along with the demonetization in 
2016 have given a boost to M-wallet adoption and usage (Sharma & Kulshreshtha, 2019). In 2019, 
India witnessed a 163% growth in mobile-based payments crossing $287 billion (S&P Global 
Market Intelligence, 2020). With an increasing number of consumers adopting M-wallets, a large 
number of service providers are joining the market, creating many options for the consumer to 
choose from. Thus, retaining customers and building loyalty is essential to outweigh the growing 
competition in the M-wallet service providers’ market.

The present study extends the line of research by identifying the role of trust and satisfaction as 
mediators in the PV-loyalty relation in the context of M-wallet. The study contributes to the 
M-wallet literature by exploring the role of trust and satisfaction as serial mediators in the PV- 
loyalty relationship, thus, helping the M-wallet service providers to retain customers and increase 
their profitability. The present study is expected to augment academicians’ and service providers’ 
understanding of M-wallet loyalty in an emerging economy by clearly identifying the underlying 
mechanism that promotes loyalty. This will help practitioners in tailoring better customer relation-
ship management strategies to promote M-wallet loyalty. This study is dissimilar from previous 
research on modeling customer loyalty in M-wallet. It posits PV as a predecessor of the trust- 
satisfaction-loyalty association along with exploring the serial-mediation effect. Moreover, the 
study applies the (TIMC) and (RMMA) frameworks as theoretical foundations to model of PV- 
loyalty relationship of M-wallet users.

The rest of the paper is structured as follows. The next section is a literature review from which 
hypotheses are derived and a model, which focuses on the factors associated with customer 
loyalty towards M-wallets, is developed. Section three elaborates on the sample, data analysis, 
results, and findings. Section four presents an account of the theoretical and practical implications 
of the study, and the limitations and gives directions for future research.

2. Review of literature
The construct PV is much explored in the marketing literature (e.g., Abu ELSamen, 2015; Lapierre,  
2000; Sánchez-Fernández & Iniesta-Bonillo, 2007). Sánchez-Fernández and Iniesta-Bonillo (2007) 
summarized PV as a subject-object relationship: that value is comparative due to its relative, 
situational, and personal character and it is perceptual, preferential, and cognitive-affective. It 
has been proven that PV is strongly linked to customer loyalty and profitability (Khalifa, 2004). 
Therefore, the relationship between PV and loyalty has attracted the attention of scholars across 
the world (El-Adly, 2019; Gounaris et al., 2007; Pura, 2005).
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In the case of digital money and online commerce transactions such as M-banking, 
M-commerce, internet banking, to name a few, PV is found to be a crucial variable impacting 
loyalty (Chuah et al., 2014; Johan et al., 2022; Karjaluoto et al., 2019; Rahi et al., 2017), customer 
satisfaction and repurchase intention (Chopdar & Balakrishnan, 2020; Lee et al., 2007). Moreover, 
in the context of M-wallet, published studies that explore loyalty have predominantly explored 
users’ points of view. More specifically, factors such as consumer self-efficacy, inertia, attitudes, 
trust, habit, perceived usefulness, continued intention to use, privacy, and security have been 
explored (Amoroso & Ackaradejruangsri, 2018; Cao et al., 2018; Daragmeh et al., 2022; 
Mombeuil & Uhde, 2021; Thakur & Srivastava, 2014).

Amoroso and Ackaradejruangsri (2018) argued that the predictive power of loyalty of an 
M-wallet is greatly increased when consumer attitudes and satisfaction are combined with habit. 
Amoroso and Ackaradejruangsri (2018) explored the role of customer innovativeness, attitudes, 
and satisfaction on loyalty among M-wallet users. The authors reported that customer innovative-
ness acted as a mediator in forecasting loyalty. Daragmeh et al. (2021) argued that the COVID-19 
pandemic highly influenced the adoption and usage of digital payment services. In an emerging 
market scenario, Kaur et al. (2020) investigated the relationship between several characteristics 
and intentions to use/recommend M-wallet. They concluded that relative advantage, complexity, 
observability, and compatibility were all strongly linked to M-wallet user’s intentions to recom-
mend one. Mombeuil and Uhde (2021) studied the continuous use intention of foreign users living 
in China. They concluded that relative advantages and convenience along with perceived security 
and privacy positively influence continuous use intention.

Table 1 summarizes the studies of M-wallet highlighting the antecedents, consequences, med-
iators/moderators, location of study and research methodology. Most of the studies have used 
survey method for collecting data. Furthermore, from Table 1 it is evident that the studies 
conducted are broadly in the domain of adoption, continued usage, and related factors of 
M-wallet and structural equation modeling (SEM) is the most preferred methodology. However, 
the intervening role of trust and satisfaction in the PV-loyalty relationship has not been explored. 
This paper is an attempt to fill this research gap. 

3. Theoretical background
The conceptual model used in this study is based on the theory of TIMC (Rusbult et al., 2012) and 
RMMA (Verma et al., 2016) frameworks. TIMC presents a rationale for the commitment that people 
show in a myriad of dyadic and organizational relationships, whereas RMMA provides support in 
explaining the mediating role of trust and satisfaction on loyalty.

The theory of TIMC argues that the level of satisfaction, perceived absence of alternatives, and 
investment size are antecedents of commitment (Rusbult, 1983; Rusbult et al., 2012). Theoretically, 
satisfaction grows in intensity as a person’s needs for friendship, belonging, and security needs are 
addressed. As a result, the theory recommends that satisfaction be included in a commitment model. 
Second, the theory of TIMC argues that commitment also depends on the perceived absence of 
alternatives. The availability and attractiveness of alternatives have an impact on the level of satisfac-
tion, and ultimately on the commitment. If relationships continue despite the availability and attrac-
tiveness of the alternatives, there must be more to it than satisfaction that explains the level of 
commitment that individuals demonstrate. We argue while engaging with M-wallet services, trust 
helps to generate a sense of safety and dependability, which influences loyalty behavior. Therefore, we 
claim that trust helps in creating higher levels of customers’ satisfaction in their relationship with their 
M-wallet service provider. As a result, the theory offers a critical justification for the integration of trust 
as a precursor of customer satisfaction in a model of customer loyalty.

Lastly, the investment size can be increased by the parties in a relationship in various ways such 
as investing time and energy, building assets and social networks, and investing in the form of 
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sharing valuable confidential information. We argue that the investment size will increase only if 
the individual parties perceive that the value extracted from the relationship is more than the 
investment made. In simple terms, the higher the perceived value, the more will be the investment 
size, thereby increasing the satisfaction and loyalty behavior. As a result, the theory of TIMC 
provides a critical theoretical justification for the integration of PV as a precursor of customer 
satisfaction in a model of customer loyalty.

The RMMA framework proposes trust and relationship satisfaction as mediators of perceived 
value and loyalty relationships (Palmatier et al., 2006). Therefore, RMMA also supports the model 
proposed in this study.

4. Hypothesis development

4.1. Perceived value and loyalty
PV is buyers’ overall assessment of the utility (Zeithaml, 1988) and is calculated as the proportion 
of a consumer’s perceived benefits and costs. Consumers’ perceived costs comprise monetary and 
nonmonetary (time, energy, stress, and so on) expenditures. Customers are more likely to feel 
fairly treated if they believe the rewards, they get from the service outweigh the costs associated 
with it. The assessment of comparative incentives associated with the offering generates the 
customer’s PV. PV is a primary reason for patronage (Holbrook, 1999) as it leads to the likelihood 
of the customer repurchasing the goods or services (Pura, 2005).

The extant literature indicates that PV is a significant predictor of customer loyalty (e.g., Fandos 
Roig et al., 2009; Hamouda, 2019). According to Anderson and Srinivasan (2003), when PV is low, 
customers are more likely to migrate to rival firms. Huré et al. (2017) have also illustrated that 
consumers’ enhanced utility in mobile banking is positively related to loyalty. Sirdeshmukh et al. 
(2002) opined that PV is a primary goal and loyalty follows PV. As long as the value exchanged in 
such a relationship is superior, the PV of a consumer influences their level of loyalty to the service 
provider. Therefore, we postulate that a customer would feel attached to the M-wallet service 
provider when its PV is higher than other players in the market.

The RMMA framework supports this argument. RMMA conceptualizes PV under the customer- 
focused antecedents that predict loyalty behavior. Moreover, TIMC also supports this relationship, 
as it postulates that the size of the investment entities built while maintaining relationships 
impacts the commitment. Furthermore, the investment of energy, time, information, assets, and 
social network are the several ways of constructing and enlarging the investment size. 
Furthermore, both users of M-wallet and the service provider devote their valuable resources in 
building and sustaining relationships. Users will increase their investment size only when the PV is 
higher than the costs/efforts of building and maintaining the relationship. Findings from previous 
research support the overall notion that PV has a role in consumer loyalty (Fandos Roig et al., 2009; 
Hamouda, 2019; Karjaluoto et al., 2019). Thus, we hypothesize:

H1: Perceived value of a M-wallet positively affects loyalty towards the M-wallet.

5. Mediation of trust
M-wallet service providers attempt to enhance user’s perceived value by offering promotions, 
cash-back schemes, and other rewards that further increase customer loyalty (Joshi and Chawla,  
2022; Ajina et al., 2023, 2023; Al-Hattami et al., 2023; Lee et al., 2022; Yang et al., 2023). M-wallets 
entail a considerable amount of uncertainty compared to conventional money transfers; trust is 
thus essential in mitigating the risk and improving customer loyalty (Bagla & Sancheti, 2018). The 
role of trust, is one of the crucial factors in the case of M-wallets, as the transactions are monetary, 
personal, sensitive, and confidential and the service providers should do their best to win it (Chiu 
et al., 2017; Loh et al., 2021; Suh & Han, 2002). Thus, to attain customer loyalty, there must be 
trust between the users and service providers (Shergill & Li, 2005). In the context of M-wallet, the 
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term “trust” refers to a user’s conviction that the M-wallet will do its job as expected by the 
customer. Chatterjee and Bolar (2019) concluded that without gaining trust, the investment made 
in features like user-friendly interface, adoption, and usage intentions of the M-wallet will suffer. 
Trust in M-wallet transactions leads to attracting and retaining customers (Pal et al., 2020). 
Therefore, PV can be converted into favorable outcomes such as loyalty only after trust is 
established. No matter how valuable the services are, loyalty or patronage behavior will come 
only after the trust is established.

The RMMA framework argues that trust is one of the crucial mediators that impact loyalty behaviors 
(Palmatier et al., 2006). Trust is conceptualized as confidence in an exchange partner’s reliability and 
integrity, and it is one of the most powerful relationship marketing tools that lays the “cornerstone” of 
long-term relationships. RMMA framework also argues that trust is more critical in service settings due 
to the intangible nature of service offerings. Therefore, trust will have a catalytical role in M-wallet due 
to the intangibility aspect coupled with monetary and confidential information exchanges. TIMC also 
supports the mediating role of trust in a PV-loyalty relationship. The tenet of TIMC that people with 
commitment would have recognized the lack of alternatives supports the relationship between trust 
and consumer loyalty. More specifically, TIMC research demonstrates that reliance and trust increase 
when a person believes that the best alternative to a relationship is, on average, less alluring than the 
existing one (Rusbult et al., 2012). Therefore, PV is likely to be influenced by trust, causing increased 
loyalty. Thus, we hypothesize:

H2: Trust in a M-wallet mediates the relationship between perceived value and loyalty.

6. Mediation of satisfaction
Customer satisfaction is defined as the overall positive or negative feeling about a provider’s net 
value of services (Woodruff, 1997). The extant literature on relationship marketing identifies 
satisfaction as a key indicator of customer patronage (Kaya et al., 2019; Ndubisi, 2007; Sharifi & 
Esfidani, 2014). Yadav and Arora (2019) argued that higher satisfaction levels contribute to higher 
levels of consumer loyalty in the context of M-wallet. Furthermore, many published studies argued 
that customer satisfaction promotes loyalty (Chen, 2013). More precisely, in the sense of emerging 
information and communication technology, customer satisfaction with M-wallet, M-banking, and 
M-shopping has emerged as a good indicator of loyalty (Lin & Wang, 2006; Methlie & Nysveen,  
1999; Prasad Yadav & Arora, 2019). Kabadayi (2016) argued that dissatisfied customers are more 
likely to explore alternatives, thereby affecting loyalty.

PV is a crucial determinant of consumer satisfaction and loyalty in e-services (see, e.g., Chen,  
2012). PV may help M-wallet users in the assessment of utilities, but loyalty will come after 
customer satisfaction, that is, the customer’s belief in the probability of service leading to 
a positive outcome. As per TIMC, the satisfaction level in any relationship is a determinant of the 
level of commitment displayed. Furthermore, it is argued that satisfaction grows in strength as 
a person’s needs for security, camaraderie, and affiliation are addressed.

According to the RMMA framework, relational satisfaction is a mediator that impacts loyalty. 
Customer satisfaction is an outcome of relational satisfaction and gives service providers an 
opportunity to build and strengthen the relationship with the customer. Customer satisfaction is 
an important consequence and a key indicator of customer patronage and desire for future 
purchases (Mittal and Kamakura, 2001; Chen, 2012). Therefore, customer satisfaction mediates 
the relationship between PV and loyalty. In line with the above argument and consistent with the 
published literature on satisfaction and loyalty (e.g., Akroush & Mahadin, 2019; Anderson & 
Srinivasan, 2003; Bitner, 1992) we hypothesize:

H3: Satisfaction in a M-wallet mediates the relationship between the perceived value of and loyalty 
towards the M-wallet.
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6.1. Serial mediation of trust and satisfaction
Intriguingly, a multitude of digital payment literature has demonstrated that there is no one factor 
impacting consumers’ loyalty, attitude, or intent, regardless of the controversy surrounding the influence 
of the three constructs mentioned above on their level of loyalty. Instead, a variety of variables and how 
they are interwoven with one another affect their intention. For instance, consumers stick to the same 
M-wallet service providers as they have developed trust and are also satisfied with the services. There is 
seldom any dichotomy between the two factors. Trust is the foundation upon which satisfaction is built, 
and a satisfying mobile wallet experience can lead to repeat use and loyalty. This argument can be 
witnessed in practice as well. For example, BHIM, one the leading M-wallet service providers in India is 
investing in building trust through security, reliability, ease of use, and customer support to enhance user 
satisfaction and ensure long-term loyalty in the competitive marketplace.

PV can increase the trust levels of consumers where satisfaction thrives. Reichheld and Schefter 
(2000) and Lin and Wang (2006) argued that trust is a primary reason for the adoption and 
trialability of m-commerce and leads to customer satisfaction. However, as discussed above, 
trust and satisfaction have been avowed as the bases for loyalty (Thakur, 2014; Yang & 
Peterson, 2004).

Following the TIMC and RMMA frameworks, this study unifies PV, trust, satisfaction, and loyalty. TIMC 
argues that there are other variables that impact the satisfaction, size of the investment, and quality of 
alternatives that impact the commitment. The RMMA framework proposes that relationship marketing 
has a large, direct effect on seller objective performance, which implies that additional meditated 
pathways like trust and customer satisfaction in our case may explain the impact on loyalty. More 
specifically, we ground our argument using TIMC, that trust is the factor that acts as a precursor to 
satisfaction and impacts the commitment levels. While the RMMA framework clearly outlines the 
sequence of trust and satisfaction as mediators of PV and loyalty relationship (Palmatier et al., 2006).

Using this view, we hypothesize that PV (utility assessment) may lead to attitudes (trust and 
customer satisfaction), which affect the propensity to make repeat purchases (customer loyalty). 
Therefore, it is hypothesized that trust and satisfaction together can mediate the relationship 
among PV and loyalty:

H4: Trust and satisfaction serially mediate the relationship between perceived value and loyalty 
towards a M-wallet.

7. Research methodology
The data in the study was gathered using a survey based on a self-administered questionnaire as 
has been often employed in e-commerce research (e.g., Eid, 2011; Kassim & Abdullah, 2010).

8. Pilot testing
A pilot study evaluates the applicability of research tools, as well as the feasibility and efficacy of 
a complete survey and its associated protocol, to assure the success of a full-scale study (Van 
Teijlingen et al., 2001). Forty-five participants who took part in the pilot test provided acceptable 
construct reliability as well as validity scores. A suitable model was found using exploratory factor 
analysis (EFA) and Varimax rotation, and these components explained a sizable portion of the 
variation (72%) in the data. Factor loadings of the items vacillated from 0.70 to 0.90. The 
informants demonstrated consistency in their responses for each construct, as evidenced by 
Cronbach’s alpha values higher than the minimum acceptable value of 0.70.

The final questionnaire was structured in three parts. The first part elicited general information 
about online purchases and usage of M-wallets. This part formed the qualifying questions for the 
respondents to proceed further. Only the respondents successfully completing this part were 
assigned the second part, which included questions regarding the key constructs (PV, trust, 
satisfaction, and loyalty) used in the research, and well-established scales from the literature 
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were adopted (refer to Annexure A). PV was measured with a four-item scale adopted from Chang 
et al. (2009); trust was measured with a five-item scale adopted from Shaw (2014); satisfaction 
was measured with a five-item scale; and loyalty was measured with a three-item scale, both 
adopted from Deng et al. (2010) (APPENDIX A). A seven-point Likert scale was used to evaluate 
each item, with 1 denoting strong disagreement and 7 denoting strong agreement. The last part of 
the questionnaire captured the demographic information of the respondent.

9. Sampling design
The conceptual model was tested in this research utilizing a cross-sectional survey method and 
a structured questionnaire. India was chosen for data collection since it is a rapidly expanding 
online commerce and M-wallet transactions market. By administering the questionnaire to indivi-
duals who had previously used an M-wallet, the conceptual model was put to the test. Youth make 
up a significant portion of the respondent base because they use M-wallets more frequently than 
other age groups (Choudhury & Dey, 2014). Graduate and postgraduate students were given a link 
to an online survey we developed, and in exchange for a little incentive, they were asked to share it 
with their acquaintances who were both students and non-students. According to Fernando et al. 
(2018), the sampling method was similar to snowball sampling. The individual must be 21 or older 
and have used an M-wallet at least once in the last three months to be eligible to participate. An 
M-wallet brand that the respondents are familiar with should be named, and their usage experi-
ence should be evaluated. If a responder used more than one M-wallet brand, they were asked to 
rank that brand based on their level of familiarity.

We were successful in gathering 214 responses throughout the course of six months. 214 
samples from the 250 disseminated questionnaires were chosen for analysis since the remaining 
questionnaires were either missing pieces or errors. According to Chen et al. (2022), the sample 
size is more than enough to generate a medium effect size (f2 = 0.14) using the G*Power software.

M-wallet users from varied backgrounds make up the sample for this study. The respondents’ 
gender distribution was approximately equal, with 64.02% being men. 10.28% and 15.42% of the 
sample consisted of respondents in the 21–25 and 26–30 age groups, respectively, while 56.07% 
were in the 31–35 age group. 50 % of the respondents have a diploma and undergraduate 
degrees, and the rest, 50 %, have postgraduates and PhD. All the respondents were employed, 
and 70% had annual family income in the 8–12 and 12–18 lacs range. Table 2 summarizes this 
information and details the samples’ demographic profile.

10. Analysis of the results
The data collected for this study was analysed using structural equation modelling with partial least 
square (PLS-SEM version 3.3.3). PLS-SEM is a widely used tool due to its ability to work with smaller 
samples, no prior assumption on data distribution, and higher statistical power than covariance- 
based (CB) SEM (Hair et al., 2019; Rigdon et al., 2017). The fundamental approach of PLS-SEM involves 
determining coefficients and various parameters by minimizing unexplained variance while max-
imizing explained variance, as outlined by Hair et al. (2012). This technique involves computing 
partial regression relationships within both the measurement and structural models through ordin-
ary least square regressions, making it particularly advantageous when dealing with a limited 
sample size, as suggested by Hair et al. (2012). Additionally, for a more precise treatment of 
a multiple-mediator model, PLS-SEM is a suitable approach, as highlighted by Carrión, Nitzl, and 
Roldán (2017). Therefore, PLS-SEM is a suitable method for the data analysis in this study.

The analysis is divided into two stages, with the first stage focusing on evaluating the measure-
ment model and the second stage assessing the structural model, as outlined by Hair et al. (2012). 
A detailed description of the measurement model can be found in Table 3. The Average Variance 
Extracted (AVE) surpasses the threshold of 0.5, and the convergent validity for individual item 
loadings exceeds 0.70, aligning with the criteria set by Hair et al. (2012) and Henseler et al. (2014). 
Additionally, the Composite Reliability (CR) surpasses the acceptable threshold of 0.70, in line with 
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the standard proposed by Henseler, Ringle, and Sinkovics (2009). Consequently, the findings 
regarding item reliability, CR, and AVE provide strong support for convergent validity.

Discriminant validity serves as a measure to assess the extent to which constructs differ from one 
another. It is determined by comparing each latent variable’s square root of the Average Variance 
Extracted (AVE) with its correlations with other constructs (please see Tables 4 and 5) for details). 
Following the Fornell-Larcker criterion, it is imperative that the diagonal values in these tables are 
higher than the values in the corresponding columns, demonstrating that each construct is distinct 
from the others. Further, we also validated the discriminant validity with hetero trait-mono trait 
(HTMT) ratio. Table 5 shows that all values are below 0.9 as suggested by Henseler et al. (2015).

11. Common method bias
Although a survey might assist researchers in obtaining a variety of samples, this approach itself 
may erode the validity of results, a phenomenon known as common method bias (Podsakoff et al.,  
2003). We used two key strategies namely, procedure design and statistical control, to reduce 

Table 2. Summary of the respondents
Gender Number of Respondents Percentage
Male 137 64.02

Female 77 35.98

Total 214 100

Age in years

21–25 22 10.28

26–30 33 15.42

31–35 120 56.07

36–40 29 13.55

Above 40 10 4.67

Total 214 100

Income (annual, in INR)

Less than 8 Lacs 44 20.56

8 to 12 lacs 108 50.47

12 to 18 lacs 39 18.22

More than 18 lacs 23 10.75

Total 214

Education
Diploma 27 12.62

Undergraduate 74 34.58

Postgraduate 104 48.60

PhD 9 0.04

Total 214

Table 3. Summary results of the measurement model and convergent validity
Construct Cronbach’s Alpha Composite Reliability Average Variance 

Extracted (AVE)
Loyalty 0.84 0.91 0.76

Perceived Value 0.83 0.88 0.66

Satisfaction 0.87 0.91 0.66

Trust 0.82 0.87 0.58
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common method bias. For the former, an anonymous pilot test of the survey questionnaire was 
undertaken with the participants. For the latter, Harman’s one-factor test was conducted. In 
accordance with the findings, the first component only accounted for 34.62% of the overall 
variation, meeting the cutoff criterion of 50% (Fornell & Bookstein, 1982).

11.1. Hypotheses testing
The study uses structural model in order to test the proposed hypothesis and is shown in Figure 1. 
Multicollinearity concerns have been addressed by assessing the Variance Inflation Factor (VIF) 
values. It is worth noting that all VIF values are below 3, indicating that the data can be considered 
free from collinearity issues (Hair et al., 2011). Furthermore, all the VIFs value of less than 3.3 in 
the model indicated the model can be considered free from common method bias (Kock, 2015).

Following the multicollinearity analysis, the main effects of the hypotheses were analyzed. The 
results are given in Table 6. Following the Baron and Kenny (1986) approach to mediation analysis, 
we checked the relationship of PV to loyalty (H1), which was found to be significant (p < 0.05). We 
further checked for the mediating relationship of trust (H2), satisfaction (H3), and trust and 
satisfaction in series (H4). As the relationship of PV to loyalty (H1) turned out to be insignificant 

Table 4. Discriminant validity: fornell-larcker criterion
Loyalty PV Satisfaction Trust

Loyalty 0.87
PV 0.49 0.81
Satisfaction 0.58 0.65 0.81
Trust 0.66 0.67 0.75 0.76
Note: Diagonal (in bold) entries represent the square root of AVE while other entries represent the squared 
correlations. 

Table 5. Discriminant validity: HTMT Ratio
Loyalty PV Satisfaction Trust

Loyalty

PV 0.57

Satisfaction 0.67 0.75

Trust 0.78 0.79 0.86

Figure 1. Structural model.
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in the presence of mediating variables, trust and satisfaction, thus confirming full mediation of 
trust and satisfaction between the PV and loyalty relationship.

11.2. Model fit
The model fit can be checked with the Standardized Root Mean-Square Residual (SRMR) value of 
the analysis. The results show that SRMR value is 0.093, which is less than 0.1, indicating the model 
fit (Henseler et al., 2014).

11.3. R2 and Q2 values assessment
The evaluation of the structural model relies on the R2 value, which measures the squared correlation 
between actual and predicted values of a specific endogenous construct and assesses the model’s 
predictive accuracy. R2 represents the cumulative impact of exogenous variables on endogenous 
latent variables and quantifies the total variation in endogenous constructs explained by all associated 
exogenous constructs (Hair et al., 2013). In the current study, the endogenous variables, namely 
Loyalty, Satisfaction, and Trust, exhibit R2 values of 0.45, 0.61, and 0.45, respectively. These values 
demonstrate that the structural model constructed in this study possesses predictive relevance.

Furthermore, blindfolding (Hair et al., 2013) was used to cross-validate the model’s predictive 
relevance for each of the individual endogenous variables. It generated cross-validated redun-
dancy Q2 values for all endogenous variables with an omission distance of eight. Since all of the Q2 

values (0.33, 0.39, and 0.25) are greater than zero the structural model has a predictive relevance.

12. Discussion
This study was guided by two main objectives. The first one was to examine the PV—customer 
loyalty relationship in the context of M-wallet. The second one was to investigate the sequential 
mediating influence of trust and customer satisfaction in the relationship between and customer 
loyalty. Several conclusions have been drawn from this research. First, consumers may be loyal to 
M-wallet service providers if they find value in the products and services offered by the firm. Thus, 
only when the PV of the M-wallet is high, the loyalty would be high, which is found to be true from the 
results of the study. The study’s findings confirm that PV has a positive and significant influence on 
increasing customer loyalty, which is consistent with previous research by Pura (2005), Fandos Roig 
et al. (2009), and Rahi et al. (2017). However, the relationship becomes insignificant the moment we 
explore the role of the mediating variables in the model. The results direct us to the point that there 
are some other variables that lead to a higher loyalty indirectly, as argued in hypotheses 2–4.

Second, the study builds upon the PV-loyalty literature to identify the variables that may better 
explain the relationship. To do so, the present study explored the mediating role of trust and 

Table 6. Results of hypotheses testing
Hypothesis Relationships Original 

Mean (M)
Standard 
Deviation 
(STDEV)

T Statistics (| 
M/STDEV|)

P Value

H1 PVAL-> LTY 0.45 0.06 7.33 0.000***

H1’ PVAL-> LTY 0.04 0.08 0.49 0.622

H2 PVAL-> SAT-> 
LTY

0.05 0.03 1.85 0.065*

H3 PVAL-> TRT-> 
LTY

0.32 0.07 4.78 0.000***

H4 PVAL-> TRT-> 
SAT-> LTY

0.08 0.04 2 0.046**

Note: *p < 0.1 **p < .05; ***p < .01. 
PVAL-Perceived Value; LTY—Loyalty; SAT—Satisfaction; TRT-Trust 
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satisfaction. The mediating relationship of PV-trust-loyalty and PV-satisfaction-loyalty have both 
been found to be significant. Our results resonate with those from earlier studies that claim that 
trust plays a catalytic role in the PV-customer loyalty relationship (Hoang, 2019; Yuen et al., 2018). 
Previous studies also indicate a lack of trust as a hindrance in fostering loyalty (Kim & Ferrin, 2008) 
in the customer. Higher PV leads to trust in the M-wallet being used, eventually leading to positive 
loyalty towards that M-wallet. Thus, the results of the study confirm the mediating relationship of 
trust between PV and loyalty.

Third, this study also highlights the importance of satisfaction in the PV-loyalty relationship as 
a mediating variable. The results are in conformity with the traditional value-satisfaction-loyalty 
literature (e.g., Gallarza & Saura, 2006; Xu et al., 2015).

Finally, this study also establishes the sequential mediation effect between PV and loyalty. The 
results indicate that to build loyalty it is important to have the trust of the consumer and they 
must be satisfied with the services offered by the M-wallet. This becomes even more important in 
today’s digital age when consumers are losing trust in the service provider due to privacy concerns.

Based on the results, we critically discuss the implications of the serial mediation hypothesized 
in the present study. In the M-wallet context, trust plays a crucial role in the PV-customer loyalty 
dynamic (Shaw, 2014; Talwar et al., 2020). In this industry, users place their trust in the service 
provider to safeguard their financial information and transactions, effectively bridging the gap 
between PV and customer loyalty (Al-Dwairi & Al-Ali, 2022). For users to confidently utilize 
M-wallets, they must believe in the security of their financial data and transactions. PV contributes 
to this trust-building process by offering features and advantages that enhance the perception of 
security. Previous studies have shown that trust acts as a mediator (Prasetya & Shuhidan, 2023) in 
the connection between PV and customer loyalty. As users perceive greater value in M-wallets, 
such as safety, convenience, rewards, and user-friendliness, their trust in the service provider tends 
to grow, ultimately resulting in heightened satisfaction and ultimately to loyalty.

Furthermore, the M-wallet literature emphasizes the importance of user satisfaction (Ajina et al.,  
2023, 2023). Users must experience overall satisfaction with mobile wallets, encompassing factors 
like ease of use, reliability, and the availability of desired features. When users perceive significant 
value in M-wallet offerings, such as cost-effectiveness, rewards, and smooth transactions, they are 
more inclined to be satisfied with the service. This, in turn, exerts a positive influence on their 
repeat use and loyalty behavior (Al-Hattami et al., 2023; Daragmeh et al., 2022).

When users transact using a M-wallet to manage their money, they need to believe that the 
service provider is keeping their financial information safe and secure. This trust forms a link 
between how much user think the M-wallet is worth and how loyal they are to that M-wallet. So, 
trust is like a bridge between how useful the mobile wallet is and how much users like it. Users also 
need to be happy with how the M-wallet works overall. This means it should be easy to use, 
reliable, and have all the features they want. When they’re satisfied, they are more likely to stick 
with that M-wallet and keep using it, which leads to loyalty. Therefore, the sequence of events is 
like first M-wallet have the value, therefore trial happens. After few transactions if the experience is 
positive it will lead to trust. Once they trust it, over a period of time, they become satisfied. This 
satisfaction will lead to repeat usage, positive word-of-mouth and loyalty behavior. Our results are 
in sync with other serial mediation models leading to PV to loyalty (e.g., Aye, 2021; Moriuchi & 
Takahashi, 2022) and extends this discussion in the M-wallet context.

13. Implications

13.1. Theoretical implications
This research adds to the academia and practice by offering insight into customers’ M-wallet 
loyalty behavior. First, the study recognizes the driving forces of customer loyalty and their 
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relations with PV. PV holds significant importance due to its role as an antecedent that influences 
trust and satisfaction in a cause-and-effect relationship. The study uses the RMMA framework to 
explain the PV—customer loyalty relationship. Specifically, the study adds value to the consumer- 
focused antecedents and outcomes by exploring the relation between PV and customer loyalty 
through customer-focused relational mediators of trust and satisfaction.

The next implication of this research highlights the mediation role of trust in the PV—customer 
loyalty relationship. This research shows that trust influences loyalty behavior by enhancing the 
perception of value derived via M-wallet usage. By offering greater PV, businesses can achieve two 
important outcomes among their customers: Value Equity and Relationship Equity, as outlined by 
Rust, Zeithaml, and Lemon (2000). Value Equity refers to the unique benefits customers receive in 
exchange for their money, encompassing factors like price, convenience, and quality, as described 
by Vogel et al. (2008). On the other hand, Relationship Equity pertains to the elements that create 
a bond between customers and a brand, beyond the value they obtain from their transactions. In 
this context, we argue that PV contributes to both Value Equity and Relationship Equity, fostering 
the development of trust. Existing research suggests that trust plays a pivotal role in driving 
customer loyalty, especially in online financial transactions (Purwanto et al., 2020; Thakur, 2014). 
Consequently, the presence of trust is a key factor in promoting loyalty in the usage of mobile 
wallets (Singh & Sinha, 2020). Given the nature of the financial services industry, building trust is 
essential to ensure customer loyalty. Additionally, trust in a mobile wallet service provider not only 
attracts new customers but also retains existing ones (Pal et al., 2020).

Further, another key research implication of this study is the significance of customer satisfac-
tion in the relationship between Perceived Value (PV) and loyalty. This suggests that PV can impact 
user satisfaction, bolster their connection with an M-wallet service provider, and consequently, 
reinforce their loyalty. This observation is supported by the findings of Fatima et al. (2018). It’s 
noteworthy that PV has a direct impact on customer satisfaction. In practical terms, when an 
M-wallet service delivers greater value, it increases the likelihood of higher customer satisfaction, 
as confirmed by Karjaluoto et al. (2019). Consequently, a higher PV cultivates a sense of depen-
dence among M-wallet users, which, in turn, amplifies the service provider’s commitment to 
ensuring customer satisfaction. The presence of contented users results in a mutual reliance on 
the M-wallet, establishing a strong connection between PV and customer satisfaction. There are 
various intervening factors via which the service provider’s and users’ interests converge, resulting 
in a customer satisfaction—loyalty connection. First, customer satisfaction leads to profitability 
(Gronholdt et al., 2000). Second, satisfaction reduces the search for alternative behavior (Kabadayi,  
2016). Third, customer satisfaction encourages customer interaction and, as a result, customer 
loyalty (Hoang, 2019). Fourth, the literature presents empirical evidence for customer—customer 
loyalty relationships Amin, 2016; Prasad Yadav & Arora, 2019; Thakur, 2014.

The fourth important implication of this study is the presence of a serial mediation effect. The 
association between PV and loyalty is mediated by trust and satisfaction. This conclusion implies 
that the impact of PV on loyalty will be influenced first by trust, which will lead to higher levels of 
satisfaction and eventually to long-term loyalty.

Scholars have argued whether PV, trust, or customer satisfaction are the antecedent constructs 
of loyalty (Hoang, 2019; Lin & Wang, 2006). In this aspect, the findings back up the earlier 
assertion that PV has a greater impact on satisfaction. Furthermore, a previous study (Sivadas & 
Baker-Prewitt, 2000) has revealed that satisfied clients are not always loyal. As a result, experts 
contend that trust promotes an increase in the emotive response as a result of service adoption 
and usage, and hence contributes to the firm’s worth Gupta et al., 2020; Suh & Han, 2002. As 
a result, the debate on trust and customer satisfaction is skewed in favor of the assumption that 
trust is an antecedent of customer satisfaction.
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This study’s findings add to the growing body of research. While PV contributes to both trust and 
satisfaction, serial mediation means that the constructs of trust and satisfaction do not contribute 
significantly to consumer loyalty on their own. Second, this study has demonstrated that TIMC 
processes’ premise that satisfaction is the primary factor that drives the commitment—loyalty 
relationship is appropriate, even if it is trust that causes customer satisfaction. Furthermore, this 
study also supports the RMMA framework confirming the mediating role of trust and satisfaction 
and building the argument of serial mediation.

Thus, this study provides a comprehensive understanding of the role of PV, trust, and satisfaction 
in building customer loyalty.

13.2. Practical implications
This research holds significant implications for M-wallet service providers. Firstly, it underscores the 
crucial role of Perceived Value (PV) in shaping customer loyalty to M-wallet services. To enhance 
PV, M-wallet providers should strive to reduce costs while maintaining service quality, as suggested 
by McKinsey (2016). It’s vital to ensure that customers perceive the incentives for usage, referrals, 
cashback, rewards, etc., as corresponding with the service received, providing good value for their 
time and effort. To achieve this, it is essential to understand the strategies employed by other 
M-wallet providers, allowing for the creation of offers that not only meet customer expectations 
but are also perceived as distinctive in terms of PV. By doing so, M-wallet providers can cultivate 
a base of loyal customers.

To boost their Perceived Value (PV), M-wallet service providers should invest in delivering 
precise services of an optimal quality level, which must be consistently upheld. Achieving this 
requires M-wallet service providers to gain a deep understanding of their customers’ touchpoints, 
end-to-end journeys, perspectives, and experiences. They should conduct thorough analyses of 
customer data to formulate effective strategies aimed at maximizing PV, as recommended by 
McKinsey (2016). Managers should maintain ongoing vigilance over M-wallet users’ behaviors, 
enabling them to fine-tune and offer exceptional customer experiences that align with customer 
expectations. When these experiences are seen as appealing and delightful, they will enhance 
customers’ Perceived Value of the M-wallet service provider. Therefore, M-wallet service providers 
should prioritize enhancing the value-for-money proposition, which in turn has a positive impact 
on customer loyalty.

Second, the mediating variables that influence the PV-loyalty relationship are trust and satisfac-
tion. Managers of M-wallet can actively encourage loyalty by winning both consumers’ trust and 
satisfaction. PV impacts trust, which eventually makes the customers happy and satisfied and 
motivates them to exhibit patronage behavior, leading to their loyalty. In order to win the con-
sumers’ trust and satisfaction it is of utmost importance for the managers to ensure that the team 
maintains the safety and privacy of the transactions, as these are monetary, personal, sensitive, and 
confidential. Additionally, it is essential for customer care personnel to possess a high level of 
financial expertise and in-depth knowledge about the firm’s services. Moreover, these contact 
personnel should possess strong social skills to ensure that customers always feel well attended to.

14. Limitations and future research
The study provides an overview of the factors affecting loyalty in M-wallet services. Despite the above- 
mentioned contribution to the literature on M-wallet, the present study has a few limitations. First, the 
study has considered a unidimensional PV scale for the sake of simplicity. Future studies may consider 
a multi-dimensional PV scale as it may be helpful in examining the complex nature of consumers’ 
value perceptions (Sánchez-Fernández & Iniesta-Bonillo, 2007). Second, this study adopted a cross- 
sectional approach for data collection. For more insights and to increase the power of the model, 
longitudinal studies need to be conducted. Third, this study has used the survey method with SEM as 
the analysis technique. Future studies may consider other research methodologies such as experi-
mental design, and simulations to explore this research agenda. Fourth, this study has considered only 
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two mediators namely, trust and satisfaction. Future studies may look at other mediators to increase 
the predictive power of the model. For example, the role of commitment as one of the mediating 
variables may be explored. Commitment and trust have been identified as critical in building loyalty in 
the e-services context (Chen, 2012). Fifth, no moderating effect was explored in this study. Some of the 
moderators that may be explored include but are not limited to, the age of the relationship and the 
level of usage. Finally, future studies may also look into various contexts to generalize the model by 
investigating these relationships in a multi-country setting.
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Appendix A: Scale items

Construct Items Source

Perceived Value (1) This M-wallet is very good 
value for money

(2) I get what I pay for at this 
M-wallet

(3) This M-wallet is worth the 
money paid

(4) Compared to alternative 
M-wallets, the M-wallet 
charges me fairly for similar 
products/services

Chang, Wang, and Yang (2009)

Trust (1) This M-wallet has adequate 
features to protect my 
security

(2) This M-wallet keeps my finan-
cial information secure

(3) This M-wallet has adequate 
features to protect my privacy

(4) This M-wallet keeps my per-
sonal data safe

(5) This M-wallet is trustworthy

Shaw (2014)

Satisfaction (1) This M-wallet service is as 
good as or even better than 
other M-wallet service.

(2) My claims or problems this 
M-wallet are always dealt 
with quite well.

(3) This M-wallet service gives me 
the service that I expect.

(4) This M-wallet service gives an 
excellent service.

(5) In general, my experience 
with the M-wallet service is 
positive.

Deng et al. (2010)

Loyalty (1) I will continue to use this 
M-wallet.

(2) I will recommend others to 
use this M-wallet.

(3) Even if close friends recom-
mended another M-wallet 
service, my preference for this 
M-wallet would not change.

Deng et al. (2010)

Dhaigude et al., Cogent Business & Management (2023), 10: 2281050                                                                                                                              
https://doi.org/10.1080/23311975.2023.2281050                                                                                                                                                       

Page 23 of 23


	1.  Introduction
	2.  Review of literature
	3.  Theoretical background
	4.  Hypothesis development
	4.1.  Perceived value and loyalty

	5.  Mediation of trust
	6.  Mediation of satisfaction
	6.1.  Serial mediation of trust and satisfaction

	7.  Research methodology
	8.  Pilot testing
	9.  Sampling design
	10.  Analysis of the results
	11.  Common method bias
	11.1.  Hypotheses testing
	11.2.  Model fit
	11.3.  R2 and Q2 values assessment

	12.  Discussion
	13.  Implications
	13.1.  Theoretical implications
	13.2.  Practical implications

	14.  Limitations and future research
	Funding
	Author details
	Disclosure statement
	Supplemental material
	References
	Appendix A: Scale items

