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The research was developed with main objective of verifying the effect of perceived transaction
speed, performance expectancy and social influence on behavioral intention towards mobile payment
services of Cambodian users. A research model was developed in which behavioral intention of
mobile payment users was influenced directly by perceived transaction speed, performance
expectancy and social influence. The effects of perceived transaction speed on performance
expectancy and social influence were analyzed in the research. A successful 210 questionnaires were
collected from real mobile payment users in Cambodia. It was identified that behavioral intention
was significantly and positively influenced by perceived transaction speed, performance expectancy
and social influence. However, the effects of perceived transaction speed on performance expectancy
and social influence were not statistically significant. Based on these findings, some
recommendations to government, commercial banks and private mobile payment providers in

Behavioral intention Cambodia were proposed.

© 2021 by the authors; licensee Growing Science, Canada

1. Introduction

Mobile payment is a payment supporting services which help an individual receive and transfer the money virtually through
his/her mobile communication devices (Vilmos & Karnouskos, 2004). The development of mobile payment is traced back to
1990s period with the development of electronic commerce with online shopping activities to be carried out and it brought a
dramatical change in the process of purchasing and paying for goods and services (Bezhovski, 2016). The customers today
prefer to use their mobile devices to shop for goods and services in quicker and more convenience ways of payment modes
(Nielsen, 2016). Mobile payment is determined as a key driver of electronic and mobile commerce and it is being facilitated by
strong use of smartphone, the shift from traditional shopping to online shopping behavior, and higher mobile network speed
(McKinsey & Company, 2018). Global mobile payment market size in 2016 was captured at US$601 billion and it would be
growing up to US$4,574 billion by 2023 (Applied Market Research, 2018). The establishment of mobile payment brings the
convenience to people today since they can use their mobile communication devices such as smartphone to pay for transportation
services, to buy goods and services, etc. (Market Watch, 2018). The global development of mobile payment is driven by strong
growing mobile payment demands in Asia Pacific (Detrixhe, 2019). Currently, there are some big mobile payment service
providers in Asia Pacific such as WeChat Pay, AliPay, PayPal, Samsung Pay, and Apple Pay (Mordor Intelligence, 2019).
Among the countries in Asia Pacific, Cambodia is a dynamic market in term of mobile payment service development (National
Bank of Cambodia, 2013). This country has 16.2 million people as total population with gross domestic product generated in
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2018 stood at US$24.54 billion and annual gross domestic product (GDP) growth rate has been always higher than 7% since
2011 (World Bank, 2020). Among other countries, annual GDP growth rate of Cambodia is highest and it surpassed other
emerging economies such as Vietnam and Thailand (Asian Development Bank, 2020). The mobile payment market in Cambodia
was started in 2008 since National Bank of Cambodia initiated some actions to renovate the country’s payment system such as
implementation of cheque standards, payment clearing process, and the encouragement of joining into ASEAN’s financial
system (National Bank of Cambodia, 2020). Currently, there are eight common mobile payment services providers in Cambodia,
including Wing, Smart: SmartLuy, Pay&Go, Pi Pay, TrueMoney, ABA Bank: E-Cash, and Metfone: E-Money (CryptoAsia,
2020). The development of mobile payment in Cambodia is explained by several reasons. According to Fintech Singapore
(2018), mobile payment in Cambodia is growing strongly since the country has the highest mobile connectivity compared to
other countries in ASEAN but only 5% of the population is now having banking accounts. The development of mobile payment
in Cambodia is supported by strong actions from Cambodian Government in enhancing payment infrastructure and encouraging
the development of alternative payment systems (Global Data, 2018). Mekong Business Initiative (2017) published a report to
provide detailed findings about factors affecting adoption of electronic commerce and mobile payment in Cambodia and key
factors were technical and operational processes, socio-economic and culture, and legal and government involvement. However,
there were not so many empirical evidence to explore behavior intention of Cambodia users towards mobile payment services.
In this context, the study will be developed to explore key factors influencing behavior intention to use mobile payment in
Cambodia.

2. Literature Survey

Mobile payment is defined as a payment process in which its steps to be processed through wireless devices such as smartphones
and its objective is to bring the convenience to users, to reduce transaction fees, and to increase the security of transaction
(Hoofnagle et al., 2012). It is considered as useful information channel to the services providers in different industries to get
more knowledge about their customers throughout their payment actions (Bezhovski, 2016). The establishment of mobile
payment services unleashes potential huge development in electronic and mobile commerce since all payments of the customers
can be processed conveniently, speedily and in security (Karnouskos, 2004; Ramezani, 2008). Through mobile payment,
individual user can proceed a monetary value transmitted through mobile telecommunication networks on users’ mobile devices
in return for expected goods and services (Raina, 2014). Mobile payment is also simply defined as a payment method with both
payment request and payment confirmation to be processed in a mobile device and this payment method is not limited to
geographical location (Huber, 2004). Key technology used in mobile payment is Near Field Communication (NFC) or mobile
network and it involves major parties, including individuals, mobile network operators, merchants, etc. (Karthikeyan, 2012). By
using mobile payment, individuals can reduce the risk to carry cash and it enables higher transparency in transactions (PwC,
2019). Behavior intention is immediate antecedent of any consumer behavior (Kiriakidis, 2015). It refers to the willingness of
an individual to use a product or service or to perform a certain action (Mamman et al., 2016). Behavioural intention also refers
to the measurement of a personal intention strength to conduct behaviors (Phua et al., 2012). To measure behavioral intention
of user, some theories were developed by different researchers over the time. Theory of Reason Action (TRA) was developed
by Fishbein & Ajzen (1975) and it emphasized that intention directed the behavior of a person. Theory of Planned Behaviour
(TPB) was invented by Ajzen (1985) and it explains why a person conducts particular action. In expansion of TRA, Davis
(1989) proposed Technology Acceptance Model (TAM) and it explains that the behaviors towards certain technology is
influenced by both subjective norms and attitudes. Behavior intention towards mobile payment has been explored by different
researchers. Aslam et al. (2017) obtained empirical evidence in which Pakistan users’ behavior intention towards mobile
payment services was influenced by subjective norms, perceived compatibility, and perceived usefulness. Liu & Tai (2016)
studied about behavioral intention towards mobile payment services in Vietnam and they confirmed the role of perceived
convenience of mobility, knowledge related mobile payment services, and perceived compatibility. Cheng et al. (2018) explored
the role of brand knowledge that is constructed by brand image and brand awareness on the behavioral intention to use digital
payment methods in Cambodia.

3. Research model and hypotheses

The research model is depicted in Fig. 1. The figure proposes a research model which is initiated from perceived transaction
speed of mobile payment services. This factor is expected having direct impact on behavioral intention of mobile payment
users. The study also proposes two mediators in the research model, namely performance expectancy and social influence.
These two mediators are put in between perceived transaction speed and behavioral intention to investigate whether there is
significant moderate effect from performance expectancy and social influence into the relationship between perceived
transaction speed and behavioral intention in mobile payment services. Proposed research model, therefore, contains five
hypotheses and each hypothesis is discussed below:

a. Perceived transaction speed and its influence on behavioral intention, performance expectancy and social influence in
mobile payment services
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Perceived transaction speed in mobile payment services is defined as the perception of users towards how mobile payment can
help them to improve the speed of a transaction (Chen, 2006). It is also determined as a subjective assessment when users
compare the time of conducting and fulfilling a payment in mobile payment with other traditional payment methods (Haanperd,
2012). Mobile payment service is speedier than traditional payment method (i.e. cash) with the adoption of new technologies
such as NFC (Balan et al., 2009; Massoth & Bingel, 2009).
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Fig. 1. Research model

Empirical evidence affirmed the effects of perceived transaction speed on performance expectancy, social influence, and
behavioral intention. Mao et al. (2005) confirmed the role of perceived transaction speed on behavioral intention in mobile
phone services in U.S. Chen (2006) developed a research framework in which perceived transaction speed was important
construct of perceived usefulness and it indirectly affected behavioral intention to use mobile payment. Abadzhmarinova (2014)
obtained empirical evidence in which perceived transaction speed has large quantitative impact on behavioral intention to use
mobile payment. Therefore, the first hypothesis is proposed:

H,,: Perceived transaction speed affects positively and significantly behavioral intention.

Behind of the empirical confirmation for the effect of perceived transaction speed on behavioral intention to use mobile payment
services, other researchers also delivered their empirical findings related to the effects of this factor on performance expectancy
and social influence. A definition of performance expectancy was given by Venkatesh et al. (2003) as the use of new technologies
will significantly improve job-related performance of the users. It means that when the users have an expectation of the
development new technologies and their actual usage unleash higher performance of jobs that they are doing (Min et al., 2008;
Jambulingam, 2013). The concept of performance expectancy is different to the concept of effort expectancy which refers to the
easiness level when the users use a technology (Venkatesh et al., 2003). A technology reaches positive effort expectancy when
it does not create difficulties to the users or the users are able to use this technology without adopting new operating skills
(Gholami et al., 2010). Social influence is defined as the effect from one user to encourage other users to try using a technology
(Venkatesh et al., 2003; Gholami et al., 2010; Do et al., 2019). Empirical evidence from Teo et al. (2015) affirmed the role of
perceived transaction speed on performance expectancy and social influence in mobile payment era. Therefore, the second and
the third hypothesis is proposed:

Hp: Perceived transaction speed affects positively and significantly performance expectancy.
H,.: Perceived transaction speed affects positively and significantly social influence.
b. Performance expectancy and its effects on behavioral intention in mobile payment services

The effect of performance expectancy on behavioral intention in mobile payment services has been explored by different
researchers. Sair and Danish (2018) measured the effect of performance expectancy on behavioral intention among Pakistan’s
users and they identified that both factors had significant effect and the effect of effort expectancy was smaller than the effect of
performance expectancy. Dawi (2019) examined intensively literatures about behavioral intention to use mobile payment
services and constructed a research model in which both performance expectancy had direct effect on behavioral intention of
users. Sfenrianto (2015) explored mobile payment market in Indonesia and proposed a research framework in which behavioral
intention to use mobile payment was influenced by performance expectancy. Tan (2013) denoted that performance expectancy
of users towards electronic website services was important driver or users’ behavioral intention. Chao (2019) obtained empirical
evidence in which the effect of performance expectancy on behavioral intention to be confirmed in significant way. Therefore,
the fourth hypothesis is proposed:

H,: Performance expectancy affects positively and significantly on behavioral intention.

C. Social influence and its effects on behavioral intention in mobile payment services
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Like performance expectancy, the effect of social influence on behavioral intention in mobile payment services has been explored
by different researchers. In Indonesia, social influence is expected having direct effect on behavioral intention to use mobile
payment services (Sfenrianto, 2015). Odeh (2019) conducted a survey with 322 small and medium enterprises in Jordan and
obtained the empirical evidence of which social influence had positive and significant effect on behavioral intention towards
financial information systems. Therefore, the last hypothesis is proposed:

H;: Social influence affects positively and significantly on behavioral intention.

4. Research methodology

To verify five proposed hypotheses in previous section, quantitative research method must be utilized. It refers to a process of
analyzing information retrieved from a numerical dataset so that causal linkage between is measured along with reliability and
validity of obtained data (Halcomb & Hickman, 2015; Daniel, 2016; Saunders et al., 2019; Do et al., 2020). Numerical data was
collected from the survey with respective respondents who have been using mobile payment in Cambodia. The survey was
designed with questionnaires development in which each factor was operationalized by various items (Table 1).

Table 1
Operationalization of factors

Perceived Transaction Speed

Performance Expectancy

Social Influence

Behavioural Intention

[PTS1]. The process through
mobile payment service is fast

[PTS2]. I do not have to spend
time to queue for paying
something

[PTS3]. I receive the
transaction result immediately
in mobile payment services

[PTS4]. Mobile payment
service providers do not take
time to me for registration

[PTS5]. Download speed of
mobile payment service is
blazing

[PE1]. Mobile payment
services allow me to do my
business better

[PE2]. Personal budget is
well tracking through
mobile payment services

[PE3]. For me, mobile
payment services increase
my job performance
efficiency

[PE4]. Mobile payment
service has helped me a lot
when I need to transfer
money to someone in time
constraint

[PES]. Mobile payment
service allows me to
inquiry suspect transaction

[SI1]. My family member
supports me to use mobile
payment service

[SI2]. My friends always use
mobile payment service
when they transfer money to
me

[SI3]. My co-workers ask me
to use mobile payment
service for daily transaction

[SI4]. Cambodian
government pushed positive
effort to encourage
Cambodian people to use
mobile payment service

[BI1]. The choice of mobile
payment service over cash
payment is obviously to me
[BI2]. If I have opportunity, I
will recommend other people
to use mobile payment
service

[BI3]. My payment problems
have been solved since [
utilized mobile payment
service

[BI4]. T do not mind to use
mobile payment when I need
to pay something

Each item in Table 1 was evaluated by Cambodian mobile users through Likert scale of 5 points. This scale was used to measure
the level of agreement or disagreement with given contextures. In addition, demographic information and mobile payment usage
of the respondents were collected through the questionnaire. Frequency analysis and descriptive statistics were adopted to
explore demographic characteristics and mobile payment usage of the respondents. Reliability test and exploratory factor
analysis (EFA) were conducted to check internal consistency and the adequateness of proposed research model. Structural
equation modeling (SEM) was finally applied to verify five proposed hypotheses.

5. Empirical Analysis
5.1. The characteristics of the respondents

The characteristics of the respondents is firstly explored through their mobile payment usage that is illustrated in Fig. 2. As we
can observe from the figure, it shows that 70% of the respondents in the survey are currently using mobile payment services
provided by Metfone: E-money. It is equivalent to 147 respondents out of 210 involving people. It is also identified that more
than half of the respondents are currently using mobile payment services to pay their monthly bills (114 respondents or 54.3%).
A significant number of respondents (74 people or 35.2%) is using mobile payment services for transferring money. Descriptive
statistics for mobile payment usage behavior of the respondents also explores the highest number of respondents using this
service for more than three times per month (90 respondents or 42.9%). Demographic characteristics of the respondents is then
explored and obtained result is illustrated in Fig. 3.
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Fig. 2. Payment usage description
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Fig. 3. Personal characteristics of the participants

According to Fig. 3, mobile payment services is attractive to male users rather than females since the number of male respondents
is dominating the number of female respondents. The age of mobile payment users is quite young, showing through the fact that
91.9% of the respondents having ages less than 35 years old. The survey was participated by the respondents who have different
education level but nearly three-fourth of the respondents obtained education background at bachelor’s degree. The respondents
who participated into the survey are mostly single with 156 respondents or 74.3% and majority of the respondents are
professional as main occupation (153 respondents or 72.9%). Finally, mobile payment services are being used by those who
have different monthly income level. However, a significant number of respondents having monthly income between 3-5 million
KHR (97 people or 46.2%). Finally, mean and standard deviation which are calculated for each item are presented in Table 2.
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Table 2
The results of some basic statistics

Items Mean Star}da'rd
Deviation
[PTS1]. The process through mobile payment service is fast 343 1.114
[PTS2]. I do not have to spend time to queue for paying something 3.47 1.120
[PTS3]. I receive the transaction result immediately in mobile payment services 3.27 1.139
[PTS4]. Mobile payment service providers do not take time to me for registration 3.51 1.163
[PTS5]. Download speed of mobile payment service is blazing 3.37 1.069
[PE1]. Mobile payment services allow me to do my business better 3.13 1.141
[PE2]. Personal budget is well tracking through mobile payment services 3.28 1.067
[PE3]. For me, mobile payment services increase my job performance efficiency 3.11 1.180
[PE4]. Mobile payment service has helped me a lot when I need to transfer money to someone in time constraint 3.02 1.178
[PES]. Mobile payment service allows me to inquiry suspect transaction 3.44 1.062
[SI1]. My family member supports me to use mobile payment service 3.75 0.932
[SI2]. My friends always use mobile payment service when they transfer money to me 3.63 0.990
[SI3]. My co-workers ask me to use mobile payment service for daily transaction 3.62 0.942
[SI4]. Cambodian government pushed positive effort to encourage Cambodian people to use mobile payment service 3.61 1.035
[BI1]. The choice of mobile payment service over cash payment is obviously to me 2.58 0.791
[BI2]. If T have opportunity, I will recommend other people to use mobile payment service 1.69 0.791
[BI3]. My payment problems have been solved since I utilized mobile payment service 2.64 0.658
[BI4]. I do not mind to use mobile payment when I need to pay something 2.63 0.653

Table 2 shows that only one item [BI2] has mean value of 1.69 and it is less than 2.50 or the respondents do not want to
recommend other people to use mobile payment service. Among the remaining 17 items, there are 5 items, including [PTS4],
[SI1], [SI2[, [SI3] and [SI4], having mean values at 3.51, 3.75, 3.63, 3.62 and 3.61 and they are higher than 3.50. All other items
have mean values between 2.50 and 3.50. It is concluded that the respondents highly agree with the timeless required in mobile
payment services and they receive good support from family’s member, friends, co-worker, and Cambodian government to
further use mobile payment services.

5.2 Reliability analysis

Reliability test is conducted to check internal consistency of each factor. Obtained result is presented as below:

Table 3
The results of reliability test
Items Scale Mean if Item Scale Variance if Item Cronbach’s alpha Corrected Item-Total Cronbach's Alpha if
Deleted Deleted Correlation Item Deleted
SI1 53.43 76.247 0.317 0.819
S12 53.55 75.321 0.348 0.817
SI3 53.56 76.793 0.279 0.821
S14 53.57 75.299 0.329 0.819
PE1 54.05 73.347 0.390 0.816
PE2 53.90 73.704 0.406 0.814
PE3 54.07 73.096 0.386 0.816
PE4 54.16 73.725 0.355 0.818
PES 53.74 75.888 0823 0.285 0.821
PTSI 53.75 73.948 ’ 0.370 0.817
PTS2 53.71 72.578 0.443 0.812
PTS3 53.91 72.529 0.436 0.813
PTS4 53.67 72.501 0.426 0.813
PTSS 53.81 71.753 0.518 0.808
BI1 54.60 75.006 0.613 0.808
BI2 55.49 73.801 0.578 0.807
BI3 54.54 74.680 0.630 0.808
BI4 54.55 74.660 0.638 0.807

Table 3 shows that each factor qualifies the requirements for internal consistency. The first requirement refers to Cronbach’s
alpha higher than 0.70. The second requirement refers to corrected item-total correlation must be higher than 0.3 and the last
requirement emphasizes the condition of Cronbach’s alpha value after deleting an item must be lower than Cronbach’s alpha
value. It is identified that overall Cronbach’s alpha is 0.823 > 0.70 of internal consistency of all factors are good.

5.4. EFA analysis

EFA analysis is used to verify internal construct of items in the data. To use EFA analysis, rotation technique will be used as
Varimax. Moreover, the number of new component and its belonged items will be generated. Obtained result is presented as
below:
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Table 4
EFA analysis result after Varimax rotation
KMO = 0.835; Approximate Chi-square = 3214.947; P-value = 0.000
Items Component

BI2 0.955
BI3 0.948
BI4 0.943
BI1 0.829
PES 0.908
PE2 0.839
PE4 0.813
PE1 0.792
PE3 0.634
PTSS 0.829
PTSI 0.795
PTS2 0.759
PTS4 0.759
PTS3 0.750
SI12 0.903
S14 0.869
SI1 0.854
SI3 0.851

EFA analysis is only usable when Kaiser-Mayer-Olkin (KMO) value higher than 0.50 and the chi-square test returns p-value
less than 0.05. Obtained result shows that both two indexes qualify the requirement in which KMO value is 0.835 > 0.50 while
p-value is 0.000 < 0.05. Four components are extracted after EFA analysis. The detail construct in each component confirms
proposed research model. Component 1, Component 2, Component 3 and Component 4 are named as behavioral intention,
performance expectancy, perceived transaction speed, and social influence. Each item inside these components have specific
factor loading value and all items have factor loading value higher than 0.50.

5.4. Measurement model (MM) analysis

MM analysis for the relationship between perceived transaction speed, performance expectancy, social influence and behavioral
intention is depicted as below:

A ef? asé? AL

prmed Chi-Sq =1.678 e,
CFl=.973 3

RMSEA = .057

Fig. 4. MM analysis framework

Then, model fit in SEM analysis is evaluated through three goodness of fit statistics, namely Normed Chi-Square, Comparative
Fit Index (CFI), and Root Mean Square Error of Approximation (RMSEA).

Table 5
The results of statistical tests for MM analysis
Goodness of fit statistics Initial Model Modified Model Threshold value for the fit indices Comments
Normed Chi-Square 1.678 No Modifications <5.0 Qualify the benchmark

CFI 0.973 No Modifications >0.9 Qualify the benchmark
RMSEA 0.057 No Modifications <0.08 Qualify the benchmark
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Obtained result from model fit in SEM analysis shows that normed chi-square has value of 1.678 and it is less than a threshold
value which is set at 5.0. In addition, CFI value and RMSEA value are calculated at 0.973 and 0.057 and they are both satisfying
the benchmarks. In more detail, the benchmark for CFI value is higher than 0.9 while the benchmark for RMSEA is less than
0.08. Since all goodness of fit statistics pass related benchmarks, the model is no need to modify through modification indices
technique.

5.5. Structural equation modelling (SEM) analysis

SEM analysis for the relationship between perceived transaction speed, performance expectancy, social influence and behavioral

intention is depicted as below:
@ 54@ 61% 33% 61@ 79

Normed Chi-Sq =1.668 B, 5 Py,

GFI=.973
—RMSEA="057

[ sI1 |S|213|3 | SI4|

Fig. 5. SEM analysis framework

Then, model fit in SEM analysis is evaluated through three goodness of fit statistics, namely Normed Chi-Square, Comparative
Fit Index (CFI), and Root Mean Square Error of Approximation (RMSEA).

Table 6
Model fit in SEM analysis
Goodness of fit statistics Initial Model Modified Model Threshold value for the fit indices Comments
Normed Chi-Square 1.668 No Modifications <5.0 Qualify the benchmark
CFI 0.973 No Modifications >0.9 Qualify the benchmark
RMSEA 0.057 No Modifications <0.08 Qualify the benchmark

Obtained result from model fit in SEM analysis shows that normed chi-square has value of 1.668 and it is less than a threshold
value which is set at 5.0. In addition, CFI value and RMSEA value are calculated at 0.973 and 0.057 and they are both satisfying
the benchmarks. In more detail, the benchmark for CFI value is higher than 0.9 while the benchmark for RMSEA is less than
0.08. Since all goodness of fit statistics pass related benchmarks, the model is no need to modify through modification indices
technique.

5.6 .Hypothesis testing

Finally, five hypotheses will be verified as below

Table 7
Hypothesis testing
Hypothesis Estimate S.E. C.R. P Comment

PE — PTS 0.012 0.074 0.159 0.873 Rejected
SI — PTS 0.110 0.078 1.415 0.157 Rejected
BI — SI 0.107 0.039 2.785 0.005 Accepted
BI — PE 0.111 0.041 2.676 0.007 Accepted
BI — PTS 0.249 0.043 5.768 ok Accepted
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H,.: Perceived transaction speed affects positively and significantly behavioral intention.

In the relationship between perceived transaction speed and behavioral intention, the coefficient is estimated at 0.249. P-value
of statistical test to verify null hypothesis of the coefficient is equal to zero is less than 0.05. Since the coefficient is positive
value and p-value is less than 0.05. Hl1a is accepted. Quantitatively speaking, if perceived transaction speed of mobile payment
services is improved by 1 unit, behavioral intention towards this service will be increased by 0.249 unit.

Hp: Perceived transaction speed affects positively and significantly performance expectancy.

In the relationship between perceived transaction speed and performance expectancy, the coefficient is estimated at 0.012. P-
value of statistical test to verify null hypothesis of the coefficient is equal to 0.873 and it is higher than 0.05. Since the
coefficient is positive value and p-value is higher than 0.05. H1b is rejected. Quantitatively speaking, if perceived transaction
speed of mobile payment services is improved by 1 unit, performance expectancy of users towards this service will be increased
by 0.012 unit but this effect is not statistically significant at accepted confidence level.

H,.: Perceived transaction speed affects positively and significantly social influence.

In the relationship between perceived transaction speed and social influence, the coefficient is estimated at 0.110. P-value of
statistical test to verify null hypothesis of the coefficient is equal to 0.157 and it is higher than 0.05. Since the coefficient is
positive value and p-value is higher than 0.05. Hlc is rejected. Quantitatively speaking, if perceived transaction speed of mobile
payment services is improved by 1 unit, performance expectancy of users towards this service will be increased by 0.110 unit
but this effect is not statistically significant at accepted confidence level.

H,: Performance expectancy affects positively and significantly on behavioral intention.

In the relationship between performance expectancy and behavioral intention, the coefficient is estimated at 0.111. P-value of
statistical test to verify null hypothesis of the coefficient is equal to 0.007 and it is less than 0.05. Since the coefficient is
positive value and p-value is less than 0.05. H2 is accepted. Quantitatively speaking, if performance expectancy of mobile
payment services is improved by 1 unit, behavioral intention of users towards this service will be increased by 0.111 unit.

H;: Social influence affects positively and significantly on behavioral intention.

In the relationship between social influence and behavioral intention, the coefficient is estimated at 0.107. P-value of statistical
test to verify null hypothesis of the coefficient is equal to 0.005 and it is less than 0.05. Since the coefficient is positive value
and p-value is less than 0.05. H3 is accepted. Quantitatively speaking, if social influence of mobile payment services is improved
by 1 unit, behavioral intention of users towards this service will be increased by 0.107 unit.

6. Discussion of empirical results

Hypothesis testing has shown that the effect of performance transaction speed on performance expectancy and social influence
was rejected. This result was contradicted to empirical evidence provided by Teo et al. (2015) in which both performance
expectancy and effort expectancy were influenced by perceived transaction speed and the influence level was statistically
significant at 95% confidence. In different manner, perceived transaction speed, performance expectancy and social influence
had positive and significant effect on behavioral intention to use mobile payment services in Cambodia. This empirical evidence
was also found in empirical evidence provided by Mao et al. (2005), Chen (2006), Tan (2013), Abadzhmarinova (2014) and
Odeh (2019). In addition, empirical evidence in the research supported research framework proposed by Tan (2013) and
Sfenrianto (2015) in which behavioral intention was predicted well by perceived transaction speed, performance expectancy and
social influence

7. Conclusion and future studies

The research was developed with main objective of verifying the effect of perceived transaction speed, performance expectancy
and social influence on behavioral intention towards mobile payment services of Cambodian users. A survey was conducted,
and it helped collecting 210 successful answer sheets from mobile payment users in Cambodia. Empirical evidence confirmed
the role of perceived transaction speed, performance expectancy and social influence on behavioral intention and the effects were
supported by statistically significant indictor. However, the effect of perceived transaction speed on performance expectancy and
social influence were not statistically significant. It is explained by the fact that the recommendation to use mobile payment
services from social influence persons is general and it does not address the positive side of using mobile payment services can
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help to increase the money transferring process.

It is recommended that Cambodian government should increase the investment into telecommunication infrastructure to further
support the speed of mobile payment services. A proper investment into 5G network and the strength of 4G network must be
conducted with join-effort from different government departments in telecommunication industry. Cambodian government
should issue the interest-free credit to mobile network operators to invest their information technologies systems to further
support the speed of mobile payment services. Commercial banks in Cambodia and private mobile payment providers must
recognize the importance of perceived transaction speed during daily usage of their customers. Therefore, they must design the
system to support the speed of services as well as providing optimization in software development to reduce loading times of
the services. Mobile payment providers may want to invest into cloud services from Amazon to over the operational and system
issues when the number of mobile payment transactions increasing abnormally.
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