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ABSTRACT

	This study investigated the factors influencing the intention to use mobile payment services among residents of Barangay Poblacion, Cateel, Davao Oriental, a rural area that remains underexplored in mobile payment research. Guided by technology adoption theories, the study examined the influence of convenience of mobility, compatibility, mobile payment knowledge, ease of use, trust in safety, and perceived usefulness on intention to use mobile payment services. A descriptive-correlational research design was employed, and data were collected from 246 respondents using a structured questionnaire adapted from a validated instrument. Mean analysis and Pearson’s correlation were used to analyze the data. The results showed that perceived usefulness, convenience, compatibility, and mobile payment knowledge had significant relationships with intention to use, while trust showed no significant relationship. The findings offer practical insights for mobile payment service providers and policymakers in improving usability, accessibility, and trust mechanisms to support mobile payment adoption in rural communities.
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1. INTRODUCTION

Users' adoption intentions are shaped by perceived value, social norms, and self-image, yet concerns about security risks and transaction fees remain significant barriers (Lin et al., 2020). Although perceived ease of use and usefulness drive positive intentions, issues related to compatibility and trust continue to moderate their impact, especially among young professionals (Sun & Havidz, 2019; Ariffin & Lim, 2020). Additionally, while confidence and mobile self-efficacy enhance perceived usefulness, perceived risks can diminish users' willingness to adopt these technologies (Lee et al., 2020).
The adoption of mobile payment services (MPS) is driven by both functional and social factors, underscoring their growing significance in the digital economy. Research indicates that social influence, perceived value, and self-image are crucial determinants of MPS usage intentions, reflecting the social value associated with adopting such technologies (Lin et al., 2020). Service-related attributes, such as compatibility and trust, not only enhance performance expectations but also contribute to long-term user engagement (Jung et al., 2020; Choi & Kwon, 2022). Furthermore, users' attitudes towards ease of use and convenience mediate their willingness to adopt MPS, emphasizing the need for service providers to prioritize user-friendly features and build trust to encourage continued usage (Sari et al., 2022).
The intention to adopt and continue using mobile payment services (MPS) is shaped by various interrelated factors. According to the Technology Acceptance Model (TAM), perceived usefulness and convenience influence user attitudes, although trust plays a more decisive role in driving usage intentions (Cao et al., 2016). Performance expectancy, alongside social influence and compatibility, further enhances the adoption of MPS, underscoring the importance for providers to prioritize trust and user confidence (Jung et al., 2020). For continued usage, the Expectation-Confirmation Model (ECM) emphasizes perceived usefulness and satisfaction, with inertia also playing a key role in fostering long-term engagement (Park et al., 2017).
Despite the increasing global adoption of mobile payment services (MPS), a significant research gap remains in understanding the factors influencing their usage intention in rural areas, particularly in regions like Cateel, Davao Oriental. While existing studies have extensively explored variables such as convenience, ease of use, trust, and perceived usefulness in urban settings, there is limited empirical evidence on how these factors, along with mobility, compatibility, and M-payment knowledge, impact the intention to use MPS in rural communities. Additionally, perceptions of risk and safety, which are crucial determinants of trust, may vary significantly in less technologically developed areas, potentially affecting adoption rates. This gap highlights the need for localized research to examine how these variables interact in a rural context, thereby providing insights for service providers to tailor strategies that can enhance MPS adoption in rural areas, specifically Poblacion, Cateel, Davao Oriental.

2. methodologY

2.1 Research Design

This study employed a quantitative research design that was appropriate for examining the relationships between various factors influencing the intention to use mobile payment services (MPS). Quantitative research designs could be broadly categorized into experimental and non-experimental methods, with the latter further divided into descriptive and analytical studies. The study employed a descriptive-correlational approach, which enabled the identification and measurement of the strength and direction of relationships between key variables, such as Convenience of Mobility, Compatibility, M-payment knowledge, Ease of Use, trust in safety, and Usefulness, in relation to MPS adoption. The descriptive-correlational research design focused on describing phenomena and exploring associations between variables without establishing causality. 

2.2 Research Instrument

The primary research instrument for this study was a structured questionnaire adapted from Liu & Tai's (2016) empirical study, designed to measure factors influencing the adoption of mobile payment services (MPS) and their impact on user intention. The questionnaire consisted of multiple sections, beginning with demographic information, followed by items measuring six key constructs relevant to the study. The convenience of Mobility was measured using 7 items, while Compatibility, M-payment knowledge, Ease of Use, and Usefulness each contained 3 items. Meanwhile, the Trust of Safe to Use was assessed with 6 items. The questionnaire was adopted from a previously validated instrument. Considering the descriptive-correlational design of the study and the established validity of the instrument, additional factor analysis was not performed.
Each item was measured using a five-point Likert scale ranging from 1 (Strongly Disagree) to 5 (Strongly Agree). This format enabled the quantifiable analysis of users' perceptions and experiences, ensuring a comprehensive assessment of the variables influencing the intention to adopt MPS. By gathering both demographic and attitudinal data, the questionnaire facilitated a detailed understanding of the most influential factors contributing to MPS usage among residents of Cateel, Davao Oriental.

2.3 Respondents of the Study

The respondents for this study consisted of 246 consumers in Barangay Poblacion, Cateel, Davao Oriental, who were selected based on their potential or current use of mobile payment services. Including a diverse group of consumers provided insights into various perspectives regarding the adoption of mobile payment services (MPS).  
To ensure representativeness and reliability, the study employed a stratified random sampling technique, dividing the population into strata based on key characteristics, including age, income, and technology usage. A random sample was then selected from each stratum to proportionally represent different demographic groups, enabling a comprehensive analysis of factors influencing the intention to adopt mobile payment services. Stratified random sampling (SRS) has proven to be an efficient method for sampling and estimation, as it enhances accuracy by ensuring that all subgroups are represented.

3. results and discussion

3.1 Profile of Respondents

‎The demographic results reveal that a greater proportion of respondents were female (49.59%) compared to males (41.06%), with a smaller group preferring not to disclose their gender. Humbani and Wiese (2017) note that women increasingly adopt mobile technologies when these tools are practical and beneficial to their routines, which helps explain their higher representation in the study. This deviates from earlier findings by Kalinić et al. (2019), who suggested men typically adopt digital payments earlier due to social influence. The implication of this shift is that mobile payment service (MPS) providers should tailor their communication and interface designs to appeal to women’s priorities—such as convenience and efficiency—while still considering men’s tendency to adopt technologies influenced by their social environment. This gender pattern also suggests that digital payment adoption in rural communities is becoming more inclusive, reducing gender gaps in technology use.
Income distribution shows that a vast majority of respondents (87.40%) earn ₱20,000 and below. Despite limited financial resources, this group demonstrates strong mobile payment usage, supporting the claim of Prakash et al. (2022) that mobile payments help reduce financial stress by offering simple, low-cost transaction methods. Likewise, Banerjee and Pradhan (2024) emphasized that subjective norms—such as family and peer influence—significantly shape financial-tech adoption in low-income communities. The implication is that MPS providers should strengthen awareness programs targeting low-income groups, highlighting how mobile payments support daily financial needs. Additionally, promoting peer-based referrals or community-centered digital literacy programs can further boost adoption, as these groups tend to rely heavily on social circles when adopting new technologies.
Educational level data show that the majority are undergraduates (67.07%), followed by graduates (32.11%) and a very small portion of postgraduates (0.81%). This aligns with Carter and Yeo (2016), who found that undergraduates exhibit higher engagement with mobile technologies, likely due to greater technological exposure and reliance on mobile apps for daily tasks. Salubi (2021) also supports this finding, noting that undergraduates frequently use mobile phones for both academic and personal purposes, reflecting high digital familiarity. The implication for MPS providers is that educational institutions and youth-centered digital ecosystems serve as ideal gateways for mobile payment promotion. By introducing student-friendly services, academic-related payment features, or campus-based financial workshops, mobile payment companies can further strengthen adoption among younger, tech-savvy populations.
Lastly, the overwhelming preference for GCash (99.59%) indicates its dominance in the digital payment landscape. Although its popularity stems from accessibility and user-friendly features but only a small percentage of the adult population nationwide actively uses mobile payments, largely due to security concerns and limited financial education. The implication of this strong preference is that GCash has a unique opportunity to push financial inclusion further by addressing common barriers like security awareness and user education. Meanwhile, policymakers and local leaders can collaborate with GCash to develop programs that empower rural communities by integrating mobile payments into local businesses, public services, and small-scale entrepreneurship.
The findings suggest that gender and income level play an important role in mobile payment adoption in rural communities. The higher participation of females indicates increasing inclusivity in digital financial usage, while the strong adoption among low-income respondents highlights the practical value of mobile payment services in addressing everyday financial needs. These results suggest that affordability and usefulness may outweigh concerns related to complexity or security in rural contexts.
Table 1.	Frequency and percentage distribution of respondents by demographic characteristics
	Demographic Items
	Frequency
	Percent

	Gender

	Male
	101
	41.06

	Female
	122
	49.59

	Preferred Not to Say
	23
	9.35

	Total
	246
	100.00

	Monthly Income

	Php 20,000 and below
	215
	87.40

	Php 20,001 to Php 50,000
	21
	8.54

	Php 50,001 to Php 70,000
	1
	0.41

	Php 70,001 to Php 90,000
	0
	0.00

	Php 90,001 to Php 110,000
	0
	0.00

	Php 110,001 and above
	9
	3.66

	Total
	246
	100.00

	Educational Level

	Undergraduate
	165
	67.07

	Graduate
	79
	32.11

	Post Graduate
	2
	0.81

	Total
	246
	100.00

	Type of Mobile Payment
	
	

	Gcash
	245
	99.59

	Paymaya
	1
	0.41

	PayPal
	0
	0.00

	Total
	246
	100.00



3.2 Level of Influence of Each Factor on the Intention to Use Mobile Payment Services in Poblacion, Cateel, Davao Oriental, in terms of Convenience of Mobility

Table 2 shows a high level of agreement among respondents regarding the convenience of mobile payment services, with an overall mean of 4.11 and a standard deviation of 0.51. The highest-rated item “Mobile payment is convenient because you always carry a mobile phone” received a mean of 4.24, indicating strong agreement. Most statements scored above 4.00, reflecting respondents’ perception that mobile payments are practical, simple, and highly flexible in terms of time and location. These results support the idea that convenience is a central element of mobile payment usage, aligning with studies showing that users adopt mobile payment systems when they offer time-saving, mobility-based advantages (Jun et al., (2018). The high scores in Table 2 highlight that respondents view mobile payment services as seamlessly fitting into their daily routines.
The findings also reinforce the established relationship between perceived value, perceived usefulness, and convenience in mobile payment adoption. Prior studies emphasize that mobile payment systems are more likely to be adopted and continuously used when they align with users’ expectations of efficiency and ease. The high mean ratings support this claim, suggesting that perceived convenience enhances perceived value and strengthens continuance intentions. Furthermore, perceived usefulness identified by Yan and Yang (2014) and Cao et al. (2016) as a key predictor of adoption appears strongly reflected in respondents’ positive evaluations of mobile payment practicality. External factors, such as government support, network benefits, and infrastructural readiness, also contribute to adoption trends, particularly in developing contexts (Chen et al., 2019; Pal et al., 2020; Nguyen et al., 2023). Overall, the high convenience scores in the table illustrate that users perceive mobile payments as efficient, trustworthy, and compatible with their everyday financial behaviors.

Table 2.	Level of influence of each factor on the intention to use mobile payment services in terms of the convenience of mobility

	[bookmark: _Hlk215827282]Statements
	Mean
	Std. Deviation
	Interpretation

	Convenience of Mobility

	1. Mobile payment is independent of time.
	4.05
	0.61
	High

	2. Mobile payment is independent of place.
	4.00
	0.64
	High

	3. Can use mobile payment whenever needed.
	4.11
	0.77
	High

	4. Mobile payment is convenient because everyone always carries a mobile phone.
	4.24
	0.75
	Very High

	5. Mobile payments are convenient because they can be used at any time and from anywhere.
	4.23
	0.77
	Very High

	6. Mobile payment is convenient because it can be used in any condition.
	4.07
	0.82
	High

	7. Mobile payment is convenient because the mobile payment service is not complicated.
	4.04
	0.79
	High

	Average
	4.11
	0.51
	High




Table 3 shows that respondents perceive mobile payment services as highly compatible with their daily activities and existing technologies, with an overall mean of 4.11 and a standard deviation of 0.52. Respondents agree that mobile payment systems are compatible with current technology (mean = 4.13), other mobile services (mean = 4.17), and their daily routines (mean = 4.01). Compatibility is widely recognized as a key determinant of mobile payment adoption, as systems are more readily accepted when they fit users’ values, habits, and technological environments (Li et al., 2014; Moroni et al., 2015). The consistency of high ratings supports findings that compatibility positively influences users’ adoption intentions for NFC-enabled and digital payment technologies.
Beyond technological fit, compatibility also extends to alignment with lifestyle preferences and cultural norms. Studies show that mobile payment systems gain greater acceptance when they integrate seamlessly into consumers’ everyday routines and complement related technologies such as loyalty programs or digital receipts (Augsburg & Hedman, 2014; Moroni et al., 2015). Dastan and Gürler (2016) further emphasize that users adopt mobile payments more readily when these systems match their lifestyle patterns, a concept illustrated by Japan’s Mobile Suica system, which succeeded due to its strong compatibility with transportation practices (Magnier-Watanabe, 2014). In emerging markets, compatibility is particularly significant, as adoption depends on both technological accessibility and alignment with local behaviors (Kshetri & Acharya, 2014; Singh et al., 2018). Choi et al. (2020) add that compatibility must also extend to service features such as assurance policies and loyalty programs to enhance trust and perceived usefulness. Overall, the high compatibility ratings in Table 3 suggest strong potential for continued adoption, especially in contexts with widespread mobile device use. 

Table 3.	Level of Influence of Each Factor on the Intention to Use Mobile Payment Services in Poblacion, Cateel, Davao Oriental, in terms of Compatibility

	[bookmark: _Hlk215827489]Statements
	Mean
	Std. Deviation
	Interpretation

	Compatibility

	1. Mobile payment is compatible with current technology
	4.13
	0.68
	High

	2. Mobile payment is compatible with other mobile services provided
	4.17
	0.67
	High

	3. Mobile payment is compatible with daily routine activities
	4.01
	0.70
	High

	Average
	4.11
	0.52
	High




Table 4 demonstrates that respondents possess strong knowledge and confidence in using mobile payment services (MPS), as shown by the overall mean of 4.10 and standard deviation of 0.56. The highest-rated item, “Will use mobile payments easily and effectively” (mean = 4.20), indicates respondents’ readiness to use mobile payments with minimal difficulty. Similar agreement is shown in statements related to using mobile payments for purchasing goods and services (mean = 4.06) and confidence in mobile banking transactions (mean = 4.05). These results align with Liu and Tai (2016), who highlight perceived ease of use and perceived usefulness as major predictors of mobile payment adoption. The findings also support the notion that when users find m-payment systems easy and effective, their intention to adopt and continuously use them strengthens, consistent with literature emphasizing the role of system usability in adoption behavior.
Beyond ease of use, user attributes such as personal innovativeness and mobile payment knowledge significantly influence adoption. The respondents’ confidence in performing financial transactions reflects this, reinforcing arguments by Jung et al. (2020) and Liu & Tai (2016) that knowledge enhances perceived usefulness and ease of use, thereby increasing adoption intentions. Increased familiarity with MPS also helps mitigate trust issues and perceived risks, leading to higher satisfaction and stronger continuance intentions (Park et al., 2017). Additionally, system characteristics like mobility, convenience, and compatibility further shape positive perceptions of usefulness and usability (Liu & Tai, 2016). Phonthanukitithaworn et al. (2016) further distinguish that current users prioritize trust and cost, while potential users focus more on ease of use and perceived risk consistent with the high confidence levels reflected in respondents’ ratings. Overall, the findings suggest that strong knowledge and comfort with MPS contribute significantly to positive adoption intentions. 

Table 4.	Level of Influence of Each Factor on the Intention to Use Mobile Payment Services in Poblacion, Cateel, Davao Oriental, in terms of M-Payment Knowledge

	[bookmark: _Hlk215827621]Statements
	Mean
	Std. Deviation
	Interpretation

	M-Payment Knowledge

	1. Will use mobile payments easily and effectively
	4.20
	0.67
	High

	2. Mainly use mobile payments to purchase goods or services through a mobile phone
	4.06
	0.76
	High

	3. Will be confident to use mobile banking services for financial transactions
	4.05
	0.72
	High

	Average
	4.10
	0.56
	High




Table 5 shows that respondents generally perceive mobile payment services as easy to use, with an overall mean of 3.71 and a standard deviation of 0.56. The highest-rated statement, “Interaction with mobile payment is clear and understandable” (mean = 4.02), indicates that users find the interface intuitive and easy to navigate. Scores for “It is easy to use mobile payment to do what you want to do” (mean = 3.99) further support this perception of usability. However, the lower mean of 3.11 for “Interaction with mobile payments does not require mental effort” suggests that users still perceive some cognitive effort involved. These findings align with Liu and Tai (2016) and Shankar and Datta (2018), who emphasize perceived ease of use as a key determinant of mobile payment adoption. Although ease of use strongly supports adoption, the moderate mental-effort rating echoes Cao et al. (2016), who argue that ease of use remains secondary to trust in driving user acceptance.
[bookmark: _Hlk215827685]Ease of use continues to be a central factor influencing mobile payment adoption, as it affects both acceptance and continued usage (Susanti et al., 2022; Gan, 2016). When users find platforms simple and convenient, perceived usefulness increases, which further supports sustained engagement (Shankar & Datta, 2018; Yan & Yang, 2014). A user-friendly interface also fosters trust, reduces perceived barriers, and enhances system stability factors essential for adoption, especially in developing contexts (Chen & Lai, 2022; Pal et al., 2020). Studies show that intuitive design and clear navigation improve users’perceived control and satisfaction, encouraging continuous use (Chen & Li, 2017; Jun et al., 2018; Zhang et al., 2019). Overall, the results in Table 5 support the literature, indicating that simplifying mobile payment interactions and minimizing cognitive effort are crucial strategies for enhancing both adoption and long-term usage. 

Table 5.	Level of Influence of Each Factor on the Intention to Use Mobile Payment Services in Poblacion, Cateel, Davao Oriental, in terms of Ease to Use

	Statements
	Mean
	Std. Deviation
	Interpretation

	Ease to Use

	1. Interaction with mobile payment is clear and understandable
	4.02
	0.75
	High

	2. Interaction with mobile payments does not require mental effort
	3.11
	1.03
	Moderate

	3. It is easy to use mobile payment to do what is wanted to do
	3.99
	0.71
	High

	Average
	3.71
	0.56
	High




Table 6 indicates that respondents generally trust mobile payment services, with an overall mean of 3.49 and a standard deviation of 0.47. High ratings for accurate (mean = 3.87), reliable (mean = 3.79), and safe services (mean = 3.86) suggest strong confidence in service providers’ ability to deliver secure financial transactions. These findings support Cao et al. (2016), who identified accuracy and perceived usefulness as major predictors of trust and adoption. However, moderate scores regarding the risk of information abuse specifically for personal data (mean = 2.85) and billing data (mean = 2.79) reflect lingering concerns about data privacy. This aligns with Xin et al. (2013) and Yan and Yang (2015), who noted that perceived risk and structural assurance significantly shape user trust. Despite these concerns, respondents still highly favor secure mobile payment options (mean = 3.77), indicating that overall trust remains strong, especially in terms of service quality and safety.
[bookmark: _Hlk215827999]Trust in mobile payments is also reinforced by ease of use, social influence, and system usability. Liu and Tai (2016) and Yan and Yang (2015) emphasized that ease of use and security form the foundation of user trust, while Chen and Li (2017) showed that intuitive navigation promotes continued usage by enhancing perceived usefulness. The mixed responses in this study mirror findings by Dastan and Gürler (2016), who argued that environmental risks and brand reputation influence trust, explaining why users feel mobile payments are generally safe yet remain cautious about privacy. Social influence also plays a vital role: Aslam et al. (2017) found that collectivist cultures strengthen trust through community endorsement. Together, these studies suggest that trust in mobile payments is shaped not only by system reliability and security but also by social dynamics and user experience, which collectively encourage adoption and continued use. 

Table 6.	Level of Influence of Each Factor on the Intention to Use Mobile Payment Services in Poblacion, Cateel, Davao Oriental, in terms of Trust of Safe to Use

	Statements
	Mean
	Std. Deviation
	Interpretation

	Trust of Safe to Use

	1. Service providers always provide accurate financial services
	3.87
	0.71
	High

	2. Service providers always provide reliable financial services
	3.79
	0.80
	High

	3. The risk of abuse of users' information (e.g., names of business partners, payment amount) is low when using mobile payment services
	2.85
	0.94
	Moderate

	4. The risk of abuse of billing information (e.g., credit card number, bank account data) is low when using mobile payment services
	2.79
	0.88
	Moderate

	5. Would find a more secure mobile payment to conduct payment transactions
	3.77
	0.78
	High

	6. Service providers always provide safe financial services
	3.86
	0.76
	High

	Average
	3.49
	0.47
	High



Table 7 shows that respondents perceive mobile payment services as highly useful, with an overall mean of 4.23 and a standard deviation of 0.62, indicating strong agreement with the convenience and efficiency these systems provide. Respondents strongly agree that mobile payments allow faster payments (mean = 4.25), make transactions easier (mean = 4.24), and are useful for paying for services (mean = 4.21). These findings are consistent with research by Liu and Tai (2016) and Cao et al. (2016), who identified perceived usefulness as one of the strongest predictors of mobile payment adoption. Cao et al. (2016) also emphasized that usefulness interacts with trust, ease of use, and perceived enjoyment to shape adoption intentions, aligning with the consistently high usefulness scores in Table 7. Despite potential security concerns noted in prior studies, respondents in this study did not express strong apprehension, suggesting that perceived usefulness may outweigh perceived risks an outcome supported by Choi et al. (2020), who argue that service attributes such as assurance policies and loyalty programs enhance both usefulness and trust.
While perceived usefulness remains a dominant factor influencing adoption, the findings also highlight the importance of complementary factors such as ease of use, trust, and social influence. Liu and Tai (2016) and Chen and Li (2017) note that when mobile payment platforms are easy to navigate, perceived usefulness increases, strengthening intentions for continued use. Similarly, Yan and Yang (2014) emphasize that recognizing the practical benefits of efficiency and convenience boosts user willingness to adopt mobile payments. Perceived usefulness also plays a strong role in user retention, particularly among existing users who continue using systems that meet their needs (Phonthanukitithaworn et al., 2016). Additional research shows that user-friendly interfaces enhance satisfaction and long-term engagement (Jun et al., 2018). Collectively, these studies and the results in Table 7 demonstrate that perceived usefulness supported by ease of use, trust, and social reinforcement is essential for both adoption and continued use of mobile payment services. 
Table 7.	Level of Influence of Each Factor on the Intention to Use Mobile Payment Services in Poblacion, Cateel, Davao Oriental, in terms of Usefulness
	Statements
	Mean
	Std. Deviation
	Interpretation

	Usefulness

	1. Using mobile payments will allow to pay faster
	4.25
	0.70
	Very High

	2. Using mobile payments makes it easier to carry out transactions
	4.24
	0.71
	Very High

	3. Will find a useful mobile payment to pay for services
	4.21
	0.73
	Very High

	Average
	4.23
	0.62
	Very High



3.3 Relationship Between the Factors Influencing the Intention to Use Mobile Payment Services and the Overall Intention to Adopt MPS in Población, Cateel, Davao Oriental

The results indicate that several factors have a significant influence on the intention to use mobile payment services (MPS) in Poblacion, Cateel, Davao Oriental. Convenience and mobility, compatibility, mobile payment knowledge, and perceived usefulness all show moderate and significant relationships with adoption intention, with mobile payment knowledge emerging as the strongest predictor. These findings suggest that users are more inclined to adopt MPS when they understand how the technology works, perceive it as useful, and find it convenient and compatible with their existing habits. In contrast, ease of use shows only a weak but significant relationship, while trust in the safe use of MPS has a negligible and non-significant relationship, indicating that safety concerns may not strongly affect adoption decisions in this context. The non-significant relationship between trust and intention to use mobile payment services contrasts with findings from prior studies conducted in urban contexts. This result may be explained by the strong familiarity of respondents with GCash, which is widely used in the study area. As users become accustomed to a platform and experience consistent service delivery, trust may no longer be a decisive factor in adoption decisions. Instead, perceived usefulness and convenience appear to play a more dominant role in influencing intention to use in this rural setting.
These results are generally consistent with prior studies emphasizing the role of perceived ease of use and usefulness in technology adoption (Cao et al., 2016; Shankar & Datta, 2018). The moderate influence of convenience mobility and usefulness aligns with earlier findings that users value the speed, accessibility, and efficiency offered by mobile payment systems. However, the negligible effect of trust contrasts with previous research that identifies trust as a critical determinant of adoption (Cao et al., 2016; Shankar & Datta, 2018), suggesting that its importance may vary across locations and user demographics. Additionally, the significant role of compatibility supports the findings of Phonthanukitithaworn et al. (2016), who emphasized the need for mobile payment services to align with users’ lifestyles and existing technologies. Overall, the study underscores the importance of focusing on usability, perceived benefits, and system compatibility to enhance MPS adoption, particularly in developing regions (Chen & Li, 2017; Pal et al., 2020).

Table 8.	Correlation between the factors influencing the intention to use mobile payment services and the overall intention to adopt MPS

	[bookmark: _Hlk215829008]Factors
	Intention to Use
	Degree of Relationship

	Convenience Mobility
	Pearson Correlation
	0.607
	Significantly moderate relationship

	
	Sig. (2-tailed)
	0.000
	

	Compatibility
	Pearson Correlation
	0.559
	Significantly moderate relationship

	
	Sig. (2-tailed)
	0.000
	

	Mobile Payment Knowledge
	Pearson Correlation
	0.643
	Significantly moderate relationship

	
	Sig. (2-tailed)
	0.000
	

	Ease of Use
	Pearson Correlation
	0.222
	Significantly weak relationship

	
	Sig. (2-tailed)
	0.000
	

	Trust of Safe to Use
	Pearson Correlation
	-0.030
	Not significantly negligible relationship

	
	Sig. (2-tailed)
	0.641
	

	Measuring Usefulness
	Pearson Correlation
	0.630
	Significantly moderate relationship

	
	Sig. (2-tailed)
	0.000
	

	Overall
	Pearson Correlation
	0.650
	Significantly moderate relationship

	
	Sig. (2-tailed)
	0.000
	



3.4 Implications for Mobile Payment Services (MPS) Providers

The findings of this study highlight several key factors that influence the intention to use mobile payment services (MPS) in Poblacion, Cateel, Davao Oriental. Notably, perceived usefulness and convenience mobility emerge as significant drivers of adoption. This suggests that users are primarily motivated by the practical benefits and ease that mobile payments bring to their daily transactions. Providers should focus on enhancing these aspects to ensure that the services are fast, efficient, and tailored to the specific needs of users in this area.
While ease of use also plays a role in adoption, its impact is not as strong as perceived usefulness and convenience. This suggests that, while user-friendliness is important for mobile payment platforms, the primary concern for users is the extent to which the service enhances their convenience and overall experience. Ensuring the platform is intuitive and easy to navigate will remain crucial, especially for those unfamiliar with digital payment systems.
Interestingly, trust in safety does not significantly influence the adoption of mobile payments in this context. This could imply that users in Poblacion, Cateel, Davao Oriental are less concerned with security risks at the point of adoption. However, even though trust does not play a major role in initial usage, MPS providers must maintain high security standards to ensure long-term usage and to build customer loyalty over time.
In conclusion, mobile payment service providers should prioritize enhancing the convenience and usability of their services to align with users' expectations. Additionally, making the platform simple and easy to use will help attract a broader range of users. Although security concerns are not as pressing at the adoption stage, they should not be overlooked, and providers should continue to ensure the safety of transactions as the user base grows. By focusing on these factors, MPS providers can increase adoption rates and foster sustained usage in the community.
4. CONCLUSIONS AND RECOMMENDATIONS

4.1 Conclusions

The findings indicate that mobile payment services (MPS) have achieved widespread acceptance in rural areas like Cateel, Davao Oriental, particularly among female undergraduates from lower-income backgrounds earning Php 20,000 or less. A striking 99.59% of these respondents prefer GCash, highlighting its dominance as the primary financial tool for younger, economically active users. This high adoption rate is primarily driven by how well the technology integrates into their lives; factors such as convenience of mobility, perceived usefulness, compatibility with existing routines, and overall knowledge of the platform serve as significant catalysts for adoption. Essentially, when a service is viewed as practical and aligned with daily needs, rural users are highly likely to embrace it.
Interestingly, the study reveals that traditional barriers like security concerns and interface complexity play a secondary role in this specific demographic. While ease of use showed only a weak relationship with the intention to adopt, trust in safety was found to be non-significant. This suggests that for users in this context, the tangible benefits of utility and accessibility outweigh the perceived risks or the need for a simplified user interface. Consequently, the decision to adopt mobile payments in these communities is governed more by the service’s ability to solve immediate, practical problems than by its security features or aesthetic simplicity.
4.2 Recommendations

1. To enhance the practical value of mobile payment services (MPS), providers may develop features that increase convenience and usefulness, aligning with users' daily routines. This may include integrated payment solutions for local businesses, transportation, or public services, enabling faster and more efficient transactions that meet the specific needs of rural communities, such as Cateel.
2. To address the knowledge gap, MPS providers may implement targeted user education campaigns that simplify the learning curve for mobile payments. These may take the form of community-based workshops, digital literacy programs, or localized information drives, particularly targeting populations with limited exposure to financial technologies.
3. To improve accessibility, providers may continue to enhance user-friendly and intuitive interfaces, ensuring that individuals with low technological literacy can use the platform with ease. A simplified layout, clear navigation, and language localization may help drive sustained user engagement, especially among older or less tech-savvy users.
4. To sustain long-term adoption, providers may prioritize security and privacy measures that protect users' personal and financial information. Although trust was not identified as a major barrier in this study, proactive communication about data protection, fraud prevention, and account safety may be essential in maintaining user confidence and building customer loyalty over time. 
5. For future research, it may be beneficial to explore the influence of socio-demographic variables—such as income, age, and educational attainment—on mobile payment adoption in rural areas. Using mixed-method research (quantitative and qualitative) may yield richer insights into user behavior, attitudes, and motivations, further informing the development of inclusive and context-specific mobile payment solutions.
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