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Table 4

Model Sample Size NC ( 2/df) RMR GFI AGFI NFI IFI CFI RMSEA

Modified 
Theoretical 

Model
355

2272.034/1278 = 
1.778

.034 .812 .799 .851 .929 .928 .047

R2: Complexity (0.078), Relative Advantage (0.632), Perceived 
Risk (0.314), Perceived Usefulness (0.748), Intention to Use MFS 
(0..675)

2
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Table 5

Model Sample 
Size NC ( 2/df) RMR GFI AGFI NFI IFI CFI RMSEA

Final Model 355

2276.015/1284 = 
1.773

.028 .911 .901 .910 .930 .929 .050

R2: Complexity (0.178), Relative Advantage (0.633), Perceived Risk 
(0.319), Perceived Usefulness (0.753), Intention to Use MFS (0.676)

2
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Total Effects in the Final Model

Table 6

Variable
Intervening Dependent 

Complexity Perceived 
Usefulness

Relative 
Advantage

Perceived 
Risk

Intention to 
Use MFS

E
xo

ge
no

us
 

Reachability Nil 
Large,

positive,
only direct

Nil Nil
Medium, 
positive,

only indirect 

Compatibility Nil 
Medium,
positive,

only direct
Nil Nil

Small,
positive,

only indirect 

Convenience
Medium,
negative,

only direct

Medium,
positive,

only direct
Nil

Medium, 
negative,

only indirect 

Small,
positive,

only indirect 

Perceived 
Trust Nil Nil Nil

Medium, 
negative,

only direct

Medium, 
positive,

only direct

Social 
Desirability Nil Nil

Large,
positive,

only direct
Nil

Medium, 
positive,

only indirect 

Economic Nil Nil
Medium, 
positive,

only direct
Nil

Small,
positive,

only indirect 

In
te

rv
en

in
g

Complexity Nil
Small,

negative,
only direct

Nil
Medium,
positive,

only direct

Medium, 
negative,

mainly direct

Perceived 
Usefulness Nil Nil Nil Nil

Medium, 
positive,

only direct

Relative 
Advantage Nil Nil Nil Nil

Medium,
 positive,

only direct
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New Findings

Table 7
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Table 10

Objective Action Model Variable

Primary Objective: 1.

Secondary Objective 3

2. 

3.

Table 11

Objective Action Model Variable

Primary Objective:
To Increase Intention to Use 
MFS

1. Increase the perception of trust in MFS systems. Perceived Trust

2. Increase the relative advantage of MFS systems 
(see Secondary Objective 1).

Relative 
Advantage

3. Increase the social desirability of MFS systems. Social Desirability

4. Increase the perceived usefulness of MFS systems 
(see Secondary Objective 2).

 Perceived 
Usefulness

5. Decrease the complexity of MFS systems

(see Secondary Objective 3).

Complexity

6. Increase the reachability of MFS systems. Reachability

Secondary Objective 1:
To Increase Relative 
Advantage

1. Increase the social desirability of MFS systems. Social Desirability

2. Increase the economic benefits of using MFS. Economic Benefits

Secondary Objective 2:
To Increase Perceived 

Usefulness

1. Increase the reachability of MFS systems. Reachability

2. Increase the compatibility of MFS systems. Compatibility

3. Increase the convenience of MFS systems Convenience
Secondary Objective 3:

 
1.
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