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Abstract 

 

Near field communication (NFC) mobile payment system allows users to make payment on goods 

instantly. There is a significant lack of previous study in Singapore to review the reasons why NFC mobile 

payment system is underutilized. This research is therefore conducted to investigate key factors contributing 

to the current low user acceptance of NFC mobile payment system and recommend ways to motivate 

perpetual consumer usage of the NFC mobile payment system. This study is targeted to all residents in 

Singapore, regardless to their citizenship. The data was collected within Singapore. Questionnaires were 

sent to 500 randomly selected respondents. Key user acceptance factors such as performance expectancy, 

effort expectancy, and social influence, facilitating condition, hedonic motivation, price value and habit are 

examined. The results of this study show that NFC mobile payment system is still in the early stage of 

implementation in Singapore. Many consumers are yet to adopt NFC mobile payment system. Some of the 

Singaporean consumers even do not know much about NFC mobile payment system and they wonder how 

this payment system may help them in making payment efficiently on mobile devices. As the results of this 

study also show that Singaporean consumers are more conservative and higher requirements towards the 

security and efficiency of NFC payment system, practical managerial recommendations have been provided 

to assist mobile business industry to promote NFC payment system among consumers.  This study aims to 

understand user acceptance into NFC mobile payment in their daily life.  
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1. Introduction 

Infocomm Development Authority of Singapore (IDA) deployed a nationwide interoperable Near 

Field Communication (NFC) system for mobile payment. A Call-For-Collaboration (CFC) has been granted 

to a consortium comprising seven companies – Gemalto Pte Ltd, Citibank Singapore Ltd, DBS Bank Ltd, 

EZ-Link Pte Ltd, M1 Limited, SingTel Mobile Singapore Pte Ltd and StarHub Mobile Pte Ltd. NFC system 

had been formally made available in the middle of year 2012 with more than 30,000 retail points and taxis 

around Singapore has stated to adopt NFC system for mobile payment (IDA, 2011). This system, up to 

date, is only making available for consumers who own Near Field Communication (NFC) enabled mobile 

phones in Singapore (IDA, 2011). Gemalto had been appointed as a Trusted-Third Party in mobile payment 

infrastructure development and operation (IDA, 2011). 

In collaboration with multiple payment service providers and mobile providers, consumers can now 

use their NFC mobile wallet application to pay for goods and services across 30,000 retail points in 

Singapore (IDA, 2011). Other than retail points, IDA will also work with LTA (Land Transport Authority) 

to allow commuters to use this system on transit in conjunction with the move to replace EZ-link cards. 

Based on survey done by Experian Marketing Services, NFC system will become one of the most important 

systems in Singaporean daily life. Also, a recent report by IDC Financial Insights forecast that the purchases 

made via mobile devices via NFC system will grow up to $1 trillion over the world by year 2017.   

 

2. Problem Statement 

With the presence of NFC system, making payment via mobile will never be the same as previously 

(Baptista, & Oliveira, 2015). The customers would no longer need to use cash in payment, where they could 

easily tap on their mobile devices, using it in shops and transportations. Nevertheless, there are some 

barriers associated with the current user adoption of NFC system in making payment. Despite the growing 

popularity of NFC system in Singapore, key factors affecting the adoption of this system is understudied 

both locally and internationally. One of the main barriers of NFC adoption is that the consumers may 

wonder how does NFC system may help in providing better payment solution or bring up what kind of 

benefits to them (Mahzan & Lymer, 2014). The consumers hope to put in minimal efforts to use this system 

as they are not willing to spend so much time in exploring and learning the system (Mahzan & Lymer, 

2014). Another possible barrier of NFC adoption is the resistance of friends and family. Most of the 

consumers may not willing to adopt NFC mobile payment system because their friends and family are 

currently non-adopters, however, this hypothesis is yet to be proven by any of the previous study. On the 

other hand, consumers might expect certain level of assistance from the technical side when they faced any 

difficulties. Fun factor, price and habit are another factors which deserve serious consideration prior to the 

adoption of this new payment system, however, all these factors are yet to be studied by any past literature 

on NFC mobile payment adoption.  
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There is always a situation where a new computer or mobile system is underutilized (Davis et al. 

1989). This research aims to find out the reason behind why people are not using the NFC system and how 

can motivate them further. Moreover, a study conducted by Leong et al. (2013) only managed to investigate 

the determinants of NFC mobile credit card payment in Malaysia by using the Technology Acceptance 

Model (TAM). Leong et al. (2013)  suggested that future researchers can adopt the Unified Theory of 

Acceptance and Use of Technology (UTAUT) model in studying the factors affecting NFC mobile payment 

adoption in Asia Pacific region. Thus, this study is the among one of the pioneer study in this region that 

use UTAUT model  to understand more about the user acceptance of NFC system in Singapore and how 

willing are they in using smart phones to pay instead of cash.  

This study is highly relevant as the user acceptance in NFC mobile payment is still relatively low 

compared to other payment mode in Singapore. There is an urgent need to figure out the reasons that hold 

up this new payment system.  

This study is important to provide more insights to the practitioners to increase the user acceptance 

and decision to adopt NFC mobile payment in Singapore. As the user acceptance is still remain low in 

Singapore, it is critical to find out the reasons behind the low adoption. As mobile payment is still at the 

infant stage in Singapore and the consumers are more conservative compared to western countries, they are 

very conservative and reluctant to accept new technology. 

NFC mobile payment ought to bring convenience and many other supporting benefits to consumers 

such as seamless payment experience, e-wallet (reduce the physical items in wallet), and more. All these 

benefits aimed to individual consumers. However, there are currently very limited literature on the user 

acceptance of this payment system. This study attempts to fill the research gap of the previous researches 

by focusing on Singapore smart phone users’ towards using NFC system in mobile payment. 

  

3. Research Questions 

1. How is the user acceptance into NFC mobile payment in their daily life? 

2. What is the user point of view and user decision to adopt this mobile payment system as one of 

the payment mode during shopping? 

   

4. Purpose of the Study 

This study aims to understand user acceptance into NFC mobile payment in their daily life. The user 

point of view and user decision to adopt this mobile payment system as one of the payment mode during 

shopping will be discussed and analyzed. This study is targeted at the smart phone users in Singapore, 

regardless to their citizenship. UTAUT model is used to investigate the relationship between user 

acceptance and the independent variables namely performance expectancy, effort expectancy, social 

influence, facilitating condition, hedonic motivation, price value and habit. The main objective of this study 

is to examine the key factors affecting user acceptance of NFC system in mobile payment. By conducting 

this study, the reasons behind user acceptance of NFC system can be analyzed and understood further.  
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4.1. Literature Review 

 

4.1.1. User Acceptance 

Users get many exposures to new technology or system every day. Technology or system is changing 

constantly to meet and satisfy human demand and expectation. Many factors may contribute to their 

acceptance and determine how willing for them to use the new system or technology.  According to López-

Nicolás, Molina-Castillo, and Bouwman (2008), social factors had very strong influence on user acceptance 

for advanced mobile system, as user will be easily affected by friends and relatives’ opinion. The basic 

concept underlying user acceptance model is derived by a person reaction to use the technology or system, 

then it is link to user acceptance to use the technology or system and then move to the actual use of 

technology or system (Venkatesh et al. 2003). User experience can determine whether the user can accept 

technology or otherwise. After the first experience, if it is favourable, then it will link to the user acceptance 

to use the new system. This will depends on the purpose of using and follow by moving the behaviour to 

stable stage where they make it permanent usage. In general, user acceptance.   

 

4.1.2. Performance Expectancy 

In new system adaptation, performance expectancy plays a strong influence towards acceptance and 

it is often related to expected outcomes in information system according to UTAUT model (Moghavvemi 

and Akma Mohd Salleh, 2014). Nevertheless, performance expectancy is still the important measuring 

factor in both mandatory and voluntary setting. An individual will be motivated to use a system if the 

system would help them to improve job performance. In a study regarding CAATTs (computer-assisted 

audit techniques and tools) adoptions, performance expectancy had been identified as one of the most 

relevant factor in affecting user acceptance (Mahzan & Lymer 2014). In addition, performance expectancy 

is also proven to have a strong relationship with the acceptance in using e-government service 

(Weerakkody, El-Haddadeh, Al-Sobhi, Shareef, and Dwivedi, 2013). As long as the user feel that the 

system is very helpful and benefit them in many aspects, they will not feel hesitate to use it.  

In another study aimed at the user acceptance of rural tourism services, the result discovered a 

positive relationship between performance expectancy and online purchase acceptance (San Martín and 

Herrero, 2012). While for mobile banking sector, performance expectancy has proven to have important 

effect on user adoption. Given that mobile banking provides many conveniences to consumers, the 

acceptance rate seems to be increasing (Zhou, Lu, and Wang, 2010). Mobile applications in universities 

libraries is also tested by Chang (2013), and performance expectancy showed positive influences towards 

user acceptance. Thus, the following hypothesis is developed and tested in this study: 

H1: There is a significant relationship between performance expectancy and user acceptance 

towards NFC mobile payment. 

 

4.1.3. Effort Expectancy 

Effort expectancy is also correlated to the user acceptance. Effort expectancy is defined as the total 

number of efforts needed to use an information system (Davis et al. 1989). The level of effort expectancy 

will affect the user likelihood of using information system. The minimum amount of efforts used to adopt 
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information system will significantly accept the likelihood they will use the system, and vice versa. Thus, 

high level of effort expectancy will reduce the user acceptance according to Moghavvemi and Akma Mohd 

Salleh (2014). On the other hand, the lower level of effort expectancy will bring the user acceptance to 

higher level. In a survey conducted by Im et al.(2011), effort expectancy influence on the user acceptance 

of a new system is much higher in USA than in Korea. The research was done by using MP3 and internet 

banking as the testing ground. However the limitation is that the target respondents were mostly youngsters 

and part-timers.  

Even in rural area, people started to accept new technology slowly and the acceptance pattern is 

positively correlate with the efforts that they had spent to adopt the system. According to a study by San 

Martín & Herrero(2012), the rural people are able to accept new information technology as long they do 

not need to spend too much efforts like previous. While in a separate study on user acceptance of library 

mobile applications in university libraries, effort expectancy has also shown a positive relationship (Chang, 

2013). Thus, the following hypothesis is developed and tested in this study: 

H2: There is a significant relationship between effort expectancy and user acceptance towards 

NFC mobile payment. 

4.1.4. Social Influence 

Social influence can be defined as the degree of how an individual perceived others playing 

important role in affecting their decision in regards to the user acceptance of a new information system 

(Moghavvemi and Akma Mohd Salleh, 2014). Social influence is proven to be able to affect acceptance in 

using mobile shopping services. Other consumers’ comments, feedback and opinions is relatively important 

to affect user adoption in technology (Yang 2010). Social influence is also proven to be an important 

variable that bringing some effects to user adoption in mobile banking,  according to Zhou et al. (2010). 

Zhou et al. (2010)’s study was carried out in China on the assumption that mobile banking services and 

user acceptance in China remain constant over the past few years. In another study conducted to understand 

user acceptance of using library mobile application, social influence is identified as one of the important 

variables that has a positive relationship towards user acceptance (Chang 2013). Thus, the following 

hypothesis is developed and tested in this study: 

H3: There is a significant relationship between social influence and user acceptance towards NFC 

mobile payment. 

4.1.5. Facilitating Condition 

Facilitating condition such as supportive environmental condition will increase the user acceptance 

of a new system (Moghavvemi & Akma Mohd Salleh, 2014). Thus, technical support and availability 

infrastructure is very important in this manner (Moghavvemi and Akma Mohd Salleh, 2014). In a research 

about mobile shopping services, Yang (2010) mentioned that facilitating condition play an important role 

in technology adoption. The internet-enables mobile phones or smart phone and user knowledge will be 

one of facilitate conditions that trigger them to use such technology.  According to a  conducted by  Oliveira, 

Faria, Thomas, and Popovič(2014) in Portugal, facilitating condition has direct impact onto the user 

acceptance to use mobile banking. This study has proven that the gadgets and facilities play a very critical 

stake in influencing the user to adopt a new system. However, the actual knowledge of mobile banking is 
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still not sufficient as the users do not really know the differences between online banking versus mobile 

banking.  

On the other hand, facilitating condition also has important impact on the user adoption of mobile 

banking in China market (Zhou et al. 2010). China consumers are ready to start accepting mobile banking 

services when sufficient facilitating condition is in place. 

Meanwhile, another study conducted by Chang (2013) indicated that facilitating condition is 

positively related to user acceptance towards the acceptance of library mobile applications in university 

libraries. Thus, the following hypothesis is developed and tested in this study: 

H4: There is a significant relationship between facilitating conditions and user acceptance 

towards NFC mobile payment 

 

4.1.6. Hedonic Motivation 

Hedonic motivation is referred to as perceived enjoyment in many research (Qiu and Li, 2008; Yang, 

2010) and is found to be one of the important constructs. It is also related to intrinsic motivation, which 

means the inner motivation that drives one’s action. In the user acceptance of an information system, the 

intrinsic motivation could be referred as the level of enjoyment of using a particular technology based on 

experience. For example, if a person have a favourable or joyful experience using internet, then he or she 

will be continue using it as enjoyment can contribute to work productivity and efficiency (Qiu and Li, 

2008). In another study by Yang (2010), the hedonic performance and effort expectancy are found to be 

positively related. In that study, hedonic factor is a vital component that can affect the user acceptance of a 

mobile technology more than other factor such as utilitarian. Yang also mentioned that hedonic motivation 

or entertainment element play major important role in the user acceptance of mobile shopping services.  

In another research that investigates user acceptance in using mobile applications, hedonic 

motivation was identified as the most important indicators. Hedonic motivation appears to be the main 

reason why they keep using mobile applications, while user satisfaction is directly related to the benefits 

that they obtained using the mobile applications (Xu, Peak, and Prybutok, 2015). Baptista and Oliveira 

(2015)’s research on the user acceptance of mobile banking discovered that hedonic motivation is an 

important variable corresponding to user acceptance. The same result was found in another study which 

investigated the user acceptance of mobile applications by Hew, Lee, Ooi and Wei (2015). The mobile 

applications which is accompanied with the element of fun and entertainment such as games, social network 

related are most welcomed by users. Users are highly affected by their feelings and emotions (Hew, Lee, 

Ooi and Wei, 2015). Thus, the following hypothesis is developed and tested in this study: 

H5: There is a significant relationship between hedonic motivation and user acceptance towards 

NFC mobile payment 

 

4.1.7. Price Value 

Price value is the main concern for the people in a previous study that examines user acceptance of 

mobile internet as they tend to think that the cost of using mobile internet is much greater than the benefit 

that technology may bring to them (Fuksa 2013). This is supported by another study on broadband user 

acceptance. Price value has become a very sensitive factor for broadband subscription as the user 
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acceptance of internet is moving towards mobile platform where 3G/4G/5G data services is more important 

compared to traditional home broadband (Tsai & LaRose, 2015).  

Price value will be the most significant variable that affecting user acceptance decision of a 

breakthrough and costly system. Ramirez-Correa, Rondan-Cataluña, and Arenas-Gaitán (2015) found that 

the price value and the acceptance to use mobile internet is having direct relationship in a study conducted 

to predict the user acceptance of mobile internet. Thus, the following hypothesis is developed and tested in 

this study: 

H6: There is a significant relationship between price value and user acceptance towards NFC 

mobile payment 

 

4.1.8. Habit 

Habit can be cultivated by repeated user acceptance or action. It can be user acceptance or non-

acceptance of a new technology which is controlled by our brain. In a study conducted in Portugal which 

targeted at college students, user habit in using LINE for daily communication purpose is proven to have a 

positive relationship with user acceptance (Economics et al. 2014). Online buying behaviour can become 

habitual in affecting buying acceptance according to Escobar-Rodríguez and Carvajal-Trujillo (2014), if 

consumer keep repeating the same buying behaviour for many times and the overall experience is good. In 

a study on online purchasing acceptance through low cost carrier website, it is found that consumer habit 

is a very important factor as the tendency to buy flight ticket online is greater if the consumer has bought 

the same ticket before. Consumer behaviour will eventually become a habit which leads to actual buying 

decision after they had done it for a few times.  Same result was obtained by Baptista and Oliveira (2015) 

where habit was found to have significant relationship on the user acceptance of mobile banking adoption. 

If there is positive feelings or emotions derived from the first few attempts in using mobile banking, users 

will be more likely to continue using the new system due to habitual behavior.  Thus, the following 

hypothesis is developed and tested in this study: 

H7: There is a significant relationship between habit and user acceptance towards NFC mobile 

payment 

 

4.1.9. Research Framework 

As depicted by Figure 1, there are seven independent variables namely performance expectancy, 

effort expectancy, social influence, facilitating conditions, hedonic motivation, price value and habit; while 

the dependent variable is user acceptance towards NFC mobile payment. This framework is basically 

derived from UTAUT (Unified Theory of Acceptance and Use of Technology) theory introduced by 

(Venkatesh et al. 2003). In order for us to understand better on the relationship between all the independent 

variables and dependent variable, we need to conduct a test.  
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Figure 01. Research Framework  

 

5. Research Methods 

5.1. Sampling Method 

The data was collected within Singapore in the fourth quarter of year 2016. Questionnaires were 

sent to 500 randomly selected respondents. Simple random sampling method is used in this study. Simple 

random sampling is the basic sampling technique where a group of smart phone users in Singapore with 

more than 1 year experiences of using smart phones were selected from the overall population. The selection 

of sample is totally by chance and everyone stand the equal chance to be select.  

 

5.2. Data Collection Method 

Questionnaire were developing by using Google Form. Google Form is a tool that introduced by 

Google to help in event planning, conducting survey, study quiz, or other data collection purpose. Google 

Form is a very user-friendly tool where researchers could setup their questionnaires by selecting the type 

of questions, such as open remarks, checkboxes, dropdown option, scale, grid and more. Another reason 

why Google form was used was due to its ubiquity, where the researchers would be able to analyze and 

view the data at anywhere and anytime, and the data can be easily downloaded into excel imported into the 

statistical analysis software without any mistake. Besides Google form, hardcopies of the questionnaires 

were also distributed to respondents face-to-face in order to garner higher response rates.   

 

5.3. Questionnaire Design 

The questionnaire was broken down into few sections. The first section was about demographic 

profile, following by questions measuring the dependent variable, user acceptance, and questions measuring 

the seven independent variables of this study, namely performance expectancy, effort expectancy, social 

influence, facilitating condition, hedonic motivation, price value, and habit. Open ended question is used 

for the respondents to write down their name and their age. While for gender, nationality, status of 

employment, education level, numbers of smartphone owned, and other questions, multiple choice 

questions were used. In the second section of the questionnaire, Likert scale ranged from 1 to 5 (strongly 

disagree to strongly agree) was used to measure user agreement on statements measuring the independent 
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and dependent variable of this study. Both face to face and google form questionnaire were conducted 

concurrently so that the respondents with language literacy problem can get the correct guidance and help 

to answer the questionnaires while other respondents can enjoy filling in the questionnaires at their own 

convenience. Although the time taken for data collection may be longer than usual, this will ensure the high 

quality and high accuracy of the collected data.    

 

6. Findings 

First, mean and standard deviation of all the independent and dependent variables of this study are 

analyzed.  

Table 1 shows the mean and standard deviation for user acceptance. User acceptance is the 

dependent variable. There are total five questions under this variable. The mean for all five questions fall 

within the range of 2.2 to 2.4. This study discover that even though majority of the respondents (94%) 

owned at least one smartphone with NFC feature, the user acceptance of NFC mobile payment in Singapore 

still seems to be relatively low with 72.8% respondents claim that they never use it before. This result shows 

the current user acceptance of NFC system in mobile payment is still far less from expectation and it is 

crucial to find out the reason behind this phenomenon.  

 

Table 01. Mean and Standard Deviation for Acceptance 

 N Minimum Maximum Mean 
Std. 

Deviation 

I intend to use NFC mobile payment in the 

future 
300 1.00 5.00 2.2867 1.38717 

I intend to keep using NFC mobile payment 300 1.00 5.00 2.3533 1.42897 

I expect that NFC mobile payment will 

make everything easier in the future 
300 1.00 5.00 2.3967 1.45593 

I think others should use NFC mobile 

payment as well 
300 1.00 5.00 2.3433 1.40429 

Given that I had access to NFC mobile 

payment, I predict that I would use it 
300 1.00 5.00 2.3767 1.42884 

 

Table 2 illustrates the mean and standard deviation for performance expectancy. Performance 

expectancy is one of the independent variable. The mean for all five questions under this variable fall within 

the range of 2.3 while the standard deviation fall under the range of 1.4. This result indicates that the 

respondents currently have low performance expectancy towards NFC mobile payment system. They are 

less likely to perceive NFC mobile payment system as a useful tool that can help them to complete the 

mobile purchase transaction faster.  
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Table 02. Mean and Standard Deviation for Performance Expectancy 

 N Minimum Maximum Mean 
Std. 

Deviation 

I find NFC mobile payment useful in my 

daily life 
300 1.00 5.00 2.3067 1.40447 

Using NFC mobile payment helps me make 

purchases easier 
300 1.00 5.00 2.3333 1.42911 

Using NFC mobile payment will enable me 

to make purchases more quickly 
300 1.00 5.00 2.3400 1.43688 

If I use NFC mobile payment I will spend 

lesser time making payment 
300 1.00 5.00 2.3200 1.41809 

Using NFC mobile payment increases my 

productivity 
300 1.00 5.00 2.3233 1.43258 

 

Table 3 represents the mean and standard deviation for effort expectancy. The mean for all five 

questions fall within the range of 2.2 to 2.3. The standard deviation for effort expectancy falls within 1.3 

to 1.4. This result indicates that the respondents currently have low effort expectancy towards NFC mobile 

payment system. Most of the respondents are less likely to perceive NFC mobile payment system as an 

easy to use tool that can enhance their mobile payment transaction and interaction with mobile vendors.  

 

Table 03. Mean and Standard Deviation for Effort Expectancy 

 

 
N Minimum Maximum Mean 

Std. 

Deviation 

My interaction with NFC mobile payment is 

clear and understandable 
300 1.00 5.00 2.2733 1.39467 

Learning to use NFC mobile payment would 

be easy for me 
300 1.00 5.00 2.3300 1.43805 

I find it easy to use NFC mobile payment 300 1.00 5.00 2.3100 1.42384 

It would be helpful to use NFC mobile 

payment to pay 
300 1.00 5.00 2.3233 1.43258 

It is easy for me to become skillful at using 

NFC mobile payment 
300 1.00 5.00 2.3133 1.42193 

 

Table 4 displays the mean and standard deviation for social influence. The mean for all five 

questions are ranging from 2.3 to 3.72. The standard deviation is ranging from 1.2 to 1.5, the figure showed 

slight increment among these five questions. Meaning some respondents has different opinions for some 

questions. This result indicates that the respondents are likely to perceive social influence as important in 

affecting their NFC mobile payment system acceptance. Most of the respondents use NFC mobile payment 

system upon the recommendation of friends or when their friends are using the same system for mobile 

payment. 

Table 04. Mean and Standard Deviation for Social Influence 

 N Minimum Maximum Mean 
Std. 

Deviation 

People around me think I should use NFC 

mobile payment 
300 1.00 5.00 2.3333 1.49991 
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People around me think it is a good idea for 

me to use NFC mobile payment 
300 1.00 5.00 2.3267 1.50360 

People around me have encouraged me to use 

NFC mobile payment 
300 1.00 5.00 2.3200 1.51832 

I would use NFC mobile payment if my 

family or friends use it 
300 1.00 5.00 3.6967 1.25028 

Friend’s suggestion and recommendation will 

affect my decision to use NFC mobile 

payment 

300 1.00 5.00 3.7200 1.24637 

  

Table 5 shows the mean and standard deviation for facilitating condition. The mean for all the five 

questions fall within 2.2 to 2.3 while the standard deviation is ranging from 1.3 to 1.4. This result indicates 

that the respondents are likely to perceive current facilitating condition as sufficient in support of the NFC 

mobile payment system acceptance. The respondents are unsure of the help desk and help facilities of 

NFC mobile payment system and they do not have sufficient knowledge and guidance to use NFC mobile 

payment system.  

 

Table 05. Mean and Standard Deviation for Facilitating Condition 

 N Minimum Maximum Mean 
Std. 

Deviation 

I have the necessary device/resources to use 

NFC mobile payment 
300 1.00 5.00 2.2967 1.40066 

I have the necessary knowledge to use NFC 

mobile payment 
300 1.00 5.00 2.2700 1.37480 

I will use NFC mobile payment if proper 

guidance is given 
300 1.00 5.00 2.3600 1.42025 

Using mobile apps is entirely within my 

control 
300 1.00 5.00 2.3400 1.41341 

I know where to seek help if I have 

difficulties in using NFC mobile payment 
300 1.00 5.00 2.2167 1.39866 

 

Table 6 illustrates the mean and standard deviation for hedonic motivation. The mean is ranging 

between 2.4 to 2.5 while the standard deviation is fall within 1.4. The scoring for all questions is very close 

to each other. This result indicates the respondents, in overall, are less likely to think that NFC mobile 

payment is fun and enjoyable. Moreover, they are also less likely to think that NFC mobile payment gives 

them pleasure.  

Table 06. Mean and Standard Deviation for Hedonic Motivation 

 N Minimum Maximum Mean 
Std. 

Deviation 

NFC mobile payment is fun 300 1.00 5.00 2.5067 1.45039 

NFC mobile payment is enjoyable  300 1.00 5.00 2.5067 1.44577 

NFC mobile payment is very entertaining 300 1.00 5.00 2.4933 1.44346 

Using NFC mobile payment gives me 

pleasure 
300 1.00 5.00 2.5033 1.44578 

Using NFC mobile payment is exciting 300 1.00 5.00 2.4967 1.44347 
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Table 7 shows the mean and standard deviation for price value. The mean for all five questions is 

ranging from 1.9 to 2.4. The standard deviation for price value has lower value compared to others, ranging 

from 1.1 to 1.3. The respondents seem to think that NFC mobile payment is costly and using NFC mobile 

payment system will cost them more money than before. Using NFC mobile payment system also does not 

help the respondents in spending wisely and lower down the living costs.   

Table 07. Mean and Standard Deviation for price value 

 N Minimum Maximum Mean 
Std. 

Deviation 

NFC mobile payment help me save bank 

interest fee 
300 1.00 5.00 1.9400 1.18649 

Using NFC mobile payment help me spend 

wisely 
300 1.00 5.00 1.9100 1.16895 

Adapting NFC mobile payment is cheap 300 1.00 5.00 2.4300 1.34081 

NFC mobile payment help me save bank 

administrative fee 
300 1.00 5.00 1.9467 1.18399 

NFC mobile payment help me fight against 

money currency  
300 1.00 5.00 1.9300 1.17603 

  

Table 8 shows the mean and standard deviation for habit. The mean for habit fall within the range 

of 2.0, it is quite balance for all five questions. The standard deviation for habit is ranging from 1.3 to 1.4. 

The result shows that using NFC mobile payment system has yet to become a habit for respondents in 

Singapore. It is not a habitual behaviour to use NFC mobile payment for online purchase. Most of the 

respondents will think twice before they use NFC mobile payment system.   

Table 08. Mean and Standard Deviation for habit 

 N Minimum Maximum Mean 
Std. 

Deviation 

The use of NFC mobile payment has become 

a habit to me 
300 1.00 5.00 2.0533 1.41084 

I am addicted in using NFC mobile payment 300 1.00 5.00 2.0433 1.40762 

I must use NFC mobile payment when 

making purchases 
300 1.00 5.00 2.0500 1.39786 

Using NFC mobile payment has become 

natural to me 
300 1.00 5.00 2.0567 1.40952 

Using NFC mobile payment is something I 

do without thinking 
300 1.00 5.00 2.0500 1.41214 

 

6.1. Multiple Linear Regression 

Multiple linear regression is used to predict the relationship between one independent variable and 

many dependent variables. The variable that the researchers wish to predict here is user acceptance of NFC 

mobile payment system (dependent variable) while the variables that used to predict the relationship is all 

the independent variables namely performance expectancy, effort expectancy, social influence, facilitating 

condition, hedonic motivation, price value and habit.  

Table 9 shows the R and R square value of the model. The R square value is 0.963 which indicate 

that the predictors account for 96.3% of the total variance on acceptance. This result indicates that the 
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factors studied in this research are highly relevant to the user acceptance of NFC mobile payment system 

in Singapore.  

  

Table 09. R Square Value  

Model R R Square Adjusted R Square Std. Error of the Estimate 

 1 .981 .963 .962 .27196 

a. Predictors: (Constant), Habit, Social Influence, Price Value, Hedonic Motivation, Performance 

Expectancy, Facilitating Condition, Effort Expectancy 

 

Table 10 represents the ANOVA result for this model. From the ANOVA table, the value of 

significant is the main thing to analyze. This result implies that the overall model is statistically significant 

as p-value<0.05. This result also indicates that there is a significant relationship between the dependent and 

independent variables. 

 

Table 10. ANOVA 

Model Sum of Squares df Mean Square F p-value 

1 Regression 566.933 7 80.990 1095.059 .000a 

Residual 21.596 292 .074   

Total 588.529 299    

a. Predictors: (Constant), Habit, Social Influence, Price Value, Hedonic Motivation, Performance 

Expectancy, Facilitating Condition, Effort Expectancy 

b. Dependent Variable: Acceptance 

  

Table 11 showed more details about the multiple linear regression analysis result. Based on the table, 

performance expectancy, effort expectancy, social influence, hedonic motivation and habit are positively 

significant towards user acceptance of NFC mobile payment system (p<0.05). Detailed analysis on each of 

the significant independent variables show that performance expectancy is the most important variable 

affecting user acceptance (β=0.506), following by effort expectancy (β=0.351), habit (β=0.089), social 

influence (β=0.063) and hedonic motivation (β=0.054). These results indicate that user acceptance of NFC 

mobile payment system will increase significantly if there are increase in performance expectancy, effort 

expectancy, habit, social influence and hedonic motivation. Therefore, mobile practitioners should strive to 

improve the usability and ease of use of the NFC mobile payment system in future. Free training and 

workshop should be provided to enhance the user experience. Sharing session could also be conducted to 

encourage existing user to share their pleasant experience with the potential user. Campaign should be 

organized in big organization and school, group discounts should be given to workers and students who 

subscribe to NFC mobile payment system in a group. Community awareness program should be organized 

frequently in Singapore so that the citizens will more feel proud, confident and convenient in using NFC 

mobile payment system in this daily life. 

On the other hand, facilitating condition and price value are not significant towards user acceptance 

of NFC mobile payment system (p>0.05). This result implies that consumers are willing to pay more and 

less concerned about the price if they think that the NFC mobile payment system is in good quality. 

Moreover, with the emergence of broadband internet service, consumers can easily seek for the advice and 

assistance from professionals around the world in a click of mouse, therefore, facilitating condition is no 
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longer a key determinant of user acceptance of NFC mobile payment system in the era of information age 

and globalization.    

 

Table 11. Multiple Linear Regression 

Model Unstandardized 

Coefficients 

Standardized 

Coefficients 

T 

p-

value 

Collinearity 

Statistics 

B Std. Error Beta Tolerance VIF 

1 (Constant) .000 .046  -.010 .992   

Performance Expectancy .502 .053 .506 9.420 .000 .043 22.993 

Effort Expectancy .348 .059 .351 5.883 .000 .035 28.277 

Social Influence .074 .028 .063 2.603 .010 .213 4.702 

Facilitating Condition -.047 .048 -.046 -.985 .325 .056 17.715 

Hedonic Motivation .052 .025 .054 2.127 .034 .198 5.056 

Price Value -.017 .028 -.014 -.602 .548 .236 4.234 

Habit .089 .034 .089 2.642 .009 .111 9.003 

a. Dependent Variable: Acceptance 

   

7. Conclusion 

There are few recommendations for future researches. Future research on user acceptance of NFC 

mobile payment system can be expanded to other Asian countries such as Malaysia, Thailand, Indonesia 

and China. Cross border comparison study can also be conducted to compare the user acceptance of NFC 

mobile payment system in a few countries. NFC mobile payment study is still a very new research area in 

Asian. Thus, this area is definitely worth exploring.  

Other than that, future study may also examine the effect of the moderating variables such as age, 

gender and experience on the user acceptance of NFC mobile payment system.    
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