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Abstract: Financial innovation and advances in payment systems are important not only to boost
remittances but also to foster the successful development of electronic businesses around the world.
As such, many leading companies in electronic commerce are putting a great deal of effort into
the development of their payment system to attract more users and compete with other leading
companies in the market. WeChat is a social communication tool that introduced a payment function
widely adopted as a third-party payment in China nowadays. The purpose of this study was to adopt
WeChat as a case study to identify the influential factors that impact consumers’ intention to adopt it
as digital payment. We identified several core influential factors including service quality, perceived
risk, perceived security, perceived ease of use, social influence, compatibility, and age. Qualitative
and quantitative analyses were performed to investigate how influential factors affect the adoption
of this third-party digital payment platform. The results revealed that all identified factors have a
significant influence on consumer’s intention to use digital payment, except age. This study also
provided useful advice for digital payment improvement and recommendations to enhance digital
payment for the success of electronic business operations. The paper provides new insight into the
factors influencing consumers’ intention to use mobile digital payment.

Keywords: financial innovation; digital payment; mobile payment; WeChat; electronic business

1. Introduction

In the 21st digital century, financial innovation impacts financial services, digital
payment, banking, risk management, remittances, crowdfunding, etc., as well as social
welfare and electronic business [1,2]. The application of innovative financial technologies
enables a high level of competitiveness and risk management for the banking business in
the market, ensuring the possibility of further customer expansion [3,4], as well as fostering
the growth of other commercial activities and electronic business [5]. Among various
financial technologies, one of the most important and widely adopted applications by
the general public is digital payment [6]. Digital payment has several benefits to various
financial service users and providers, governments, electronic businesses, and the city
economy as a whole. It enhances the financial access of individuals, reducing transaction
costs and aggregate expenditure, which is essential to the growth of electronic businesses
nowadays [7]. In particular, due to the wider impact of the COVID-19 pandemic, electronic
business has expanded significantly, and the number of transactions made by digital
payment is experiencing unprecedented growth [8]. According to the digital payments
report in 2020 [9], the digital payments segment has a global transaction value projected
to reach nearly US$5,000,000 in 2020. It is anticipated that this total transaction value will
show an annual growth rate of 13.4% from 2020 to 2024.

Nowadays, many different digital payment technologies exist, including PayPal,
electronic payment cards, mobile payments, etc. [10] Among all these digital payment
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systems, mobile payment will be one of the major digital payment approaches in the coming
decades. The total transaction value using mobile payment is projected to increase from
around 40% in 2020 to almost half of overall digital commerce in 2024 [9]. The significant
growth of mobile payment transactions is due to the leading role of mobile devices in
future decades due to their convenience, connectivity, high penetration, functionality, and
immediate availability to most of users. This cornerstone explains how financial innovation
is important to the successful development of an electronic business.

Recently, many scholars have noticed that WeChat payment is widely used in China [11–13].
WeChat is China’s multi-purpose social media platform. Its mobile payment application,
developed by Tencent, has been available since March 2014 [14]. As of 2019, the number
of users is more than 1.2 million, and the average daily number of payment transactions
exceeds 1 billion [15]. A huge number of electronic businesses, retailers in electronic
commercial platforms, municipal services, peer-exchange, and instant messaging apps are
relying on it for payment [16]. Compared with other digital payment platforms, WeChat is
also is the most popular social network platform in China [17]. It is closer to the daily life
of users, so it has a better user penetration and transaction rate. Therefore, investigating
the underlying factors of mobile payment is important to give insight into the successful
development of electronic business and commercial platforms. Nevertheless, most of the
literature has made use of equation models to test the model structure based on the model
fit data and to determine the correlation between each variable in relation to certain beliefs
about the effects [18]. The major aim of this research is to determine the overall fit of the
model and the relative contribution of each underlying factor in terms of the total variance
explained [19], so as to predict and explain how much the intention to use digital payment
can be explained by the underlying factors proposed in this study.

In view of the existing research on third-party mobile payment, most focuses on
willingness to use. Slade et al. [20] found that the perceived usefulness, social impact, and
perceived risk will significantly affect willingness to use mobile payments. Lu et al. [21]
verified the influence of mobility, privacy protection, and social influence on the willingness
to continue using mobile payments. Musa et al. [22] adopt the technology acceptance model
to reveal that functional expectations, social impact, and perceived information security
have a significant impact on consumers’ willingness to adopt mobile payments.

Based on previous research, this study further identified the factors that affect con-
sumers’ intention to use WeChat’s mobile payment. In the following article, seven hypothe-
ses are proposed regarding seven factors (service quality, perceived risk, perceived security,
perceived ease of use, social influence, compatibility and age) that may influence intention
to use WeChat digital payment. The questionnaire survey and semi-structured interviews
found that all the identified factors except age had a significant influence on consumer’s
intention to use. In addition, this article also puts forward three competitive strategies
based on the research conclusions.

The key contribution of this article is to identify the factors that affect consumers’
intention to use this digital payment function, to provide important insight into the devel-
opment of financial innovation technology particularly in consideration of the development
of digital payment systems, and to encourage customers to use digital payment, partic-
ularly in electronic commerce which is important for the success of an e-business. This
article has both theoretical and practical significance. In theory, this study determines the
overall fit of the model and the relative contribution of each underlying factor in terms of
the total variance explained, and extends previous study by integrating the relationship
between the factors and intentions to use digital payment using a regression model, so as
to predict and explain how much the intention to use digital payment can be explained
by the underlying factors proposed and provide a theoretical basis for future research. In
practice, this research enables specific suggestions to be provided based on the regression
model. The model can practically determine the core factors contributing to the intention
to use digital payment in e-business in order to make improvements to the digital payment



J. Theor. Appl. Electron. Commer. Res. 2021, 16 1846

and electronic business platforms. Further, it can foster financial innovation by attracting
more users, and promoting the development of other electronic business companies.

2. Literature Review and Hypothesis Development
2.1. Development of Third-Party Digital Payment Platforms

In the last decade, the emergence of mobile payment systems has enabled mobile
users to pay through their mobile devices. Third-party payment platforms have been
integrated into mobile payments, and mobile payments have become part of daily life
nowadays, especially in China [23]. Several factors may influence the intention to use a
mobile payment platform. These are described in the next few sections.

2.1.1. Service Quality

Rust and Olive [24] pointed out that service quality is a subjective concept. It contains
three elements, customer satisfaction, service quality, and customer value, although some
scholars consider these to be interchangeable [25,26]. Zeithaml et al. [27] established a
measure of service quality (SERVQUAL) with five determinants: reliability, tangibles,
responsiveness, assurance, and empathy. Customers perceive quality in multiple ways and
may take several factors into account when assessing quality [28].

Different companies have different competitive service strategies, but all of them
should focus on service quality [29]. Companies should therefore consider variations in
customers’ needs, purchasing behavior, and consumption patterns. Service quality can be
viewed as a competitive force, because it affects the improvement of service performance,
enhancing market share and improving profits if it provides a sustainable competitive
advantage [30]. This study therefore hypothesized:

Hypothesis 1 (H1). There is a positive relationship between service quality and consumers’
intention to use WeChat Payment.

2.1.2. Perceived Ease of Use

Ease of use is a subjective issue [31], but contributes to the acceptance of new technol-
ogy [32]. The Technology Acceptance Model suggests that consumers’ adaption behaviour
prompts their intention to use a certain system, but actual use depends on the system’s
usefulness and ease of use [31]. This model, therefore, links ease of use and usefulness and
suggests that customers’ perceptions about the difficulty of using the system will affect
their perception of its usefulness [33]. Perceived usefulness and perceived ease of use also
influence users’ acceptance [34]. This study therefore hypothesized:

Hypothesis 2 (H2). There is a positive relationship between perceived ease of use and consumers’
intention to use WeChat Payment.

2.1.3. Perceived Risk

Payment platforms expose users to several risks [35]. These include financial risk,
network security risk, and seller credit risk. Previous studies have found that perceived risk
and fee are two important factors that lead to consumers’ reluctance to use mobile financial
services [36]. IResearch Group [37] found that 73.5% of consumers cared about transaction
security and risks, and 60.5% were worried about the costs of using mobile payment
devices. There are two components involved in perceived risk, uncertainty and negative
consequences of the purchase [38]. People resist adopting mobile payment functions partly
because of the risk of financial loss [39]. Risks have a critical influence on consumers’ trust
in payment platforms, and therefore their intention to use them [40]. An empirical study
among eBay users found that perceived risk can affect users’ decisions about payment
solutions [41]. Perceived risk is also a crucial determinant of consumers’ decisions about
which payment platform to use. This study therefore hypothesized:
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Hypothesis 3 (H3). There is a negative relationship between perceived risk and consumers’
intention to use WeChat mobile Payment.

2.1.4. Perceived Security

Several studies have found that security is important in the acceptance of on-line
banking [42]. Chen and Barnes [43] noted that poor privacy and security are important
barriers to the use of on-line banking. Previous studies found that perceived security and
trust were crucial determinants of mobile commerce success [44]. As e-services have devel-
oped, the concept of security has mainly focused on privacy and has attracted considerable
attention [45]. This study therefore hypothesized:

Hypothesis 4 (H4). There is a positive relationship between the perceived high level of security
and consumers’ intention to use WeChat Payment.

2.1.5. Social Influence

Venkatesh et al. [46] defined social influence as the extent to which individuals accept
new systems on others’ recommendations. It has also been defined as personal perceived
pressures from communication networks towards the adoption of new technology [40].
Zhou et al. [47] suggested that this would positively influence consumers’ behavioral
intentions. Hong and Tam [48] believed social influences would directly or indirectly
affect consumer adoption intention through perceived usefulness. Lu et al. [49] found a
positive relationship between social influences and consumers’ intention to use technology.
Rogers [50] stated that social image is a critical part of social influence. He noted that
it is very important in introducing new products, and is often the main driving force
after advertising. Bao et al. [51] defined social image as people’s willingness to improve,
maintain, and prevent the loss of their image associated with social activities. The study
therefore hypothesized:

Hypothesis 5 (H5). There is a positive relationship between social influence and consumers’
intention to use WeChat Payment.

2.1.6. Compatibility

Compatibility describes the consistency between innovations and potential users’
values and lifestyle. Tornatzky and Klein [52] claimed that perceived compatibility is a
critical innovation aspect that drives consumers’ acceptance. According to Lee et al. [53],
an important aspect of compatibility is consumers’ capacity to integrate mobile payment
systems into their daily routine. Wu and Wang [54] found that compatibility is a significant
determinant of mobile technology adoption. Chen [55] claimed that mobile technology
would positively influence service adoption. The study therefore hypothesized:

Hypothesis 6 (H6). There is a positive relationship between compatibility and consumers’ inten-
tion to use WeChat Payment.

2.1.7. Age

Arning and Ziefle [56] considered that the age of consumers was an important variable
affecting the use of new products. Phang et al. [57] claimed that age was crucial for
technology acceptance. Young people are significantly more likely to upload information
to a social network. Dean [58] noted that young people had a higher level of trust in
self-service systems. Age could, therefore be an important influence on consumer intention
to use third-party payment platforms. The study therefore hypothesized:

Hypothesis 7 (H7). There is a correlation between age and consumers’ intention to use WeChat Payment.
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3. Methodology
3.1. Conceptual Framework

The main objective of this study was to identify the factors that affect consumers’
intention to use WeChat’s payment function. The adoption of digital payment relies on
customers’ perception of several key factors, therefore we summarized seven core factors
to determine how these factors are related to the intention of usage based on a regression
model. Particularly, this study refers to the study of [59–61] and incorporates feedback
from interviews to summarize seven factors that directly contribute to the intention to use
digital payment, including not only performance expectations, ease of use expectations,
social influence, and convenience performance, but also the predisposing factors which
refer to the basic characteristic of age. The current study extends the previous study by
integrating the relationship between these factors and intentions to use digital payment
by making use of a regression model. It not only enables this significant relationship to be
quantified but also indicates the strength of the impacts of multiple factors. The primary
purpose of this study was to identify the factors affecting consumers’ intention to use
WeChat’s payment function. This study references the Unified Theory of Acceptance and
Use of Technology (UTAUT) model proposed by [46], and summarizes seven factors that
directly contribute to the intention to use digital payment, not only including performance
expectations, ease of use expectations, social influence, and convenience performance, but
also introducing adjustment variables such as gender and age. The proposed research
model is shown in Figure 1.

Figure 1. The proposed research model.

3.2. Research Methodology

Direct interviews were used to capture any additional factors that might influence
adoption decisions. A questionnaire was then designed to measure each factor. Both
paper-based questionnaires and web-based questionnaires were distributed randomly.
A self-administered on-line survey was carried out through a professional third-party
questionnaire platform and convenience sampling was used to distribute the questionnaire.
Both Chinese and English versions were used to ensure the completion of the questionnaire.
It was suggested that the data collected using the online approach could still reduce biases
compared with traditional approaches [62].

This study makes use of a semi-structured individual interview strategy for determin-
ing personal experience and acquiring necessary information [63] on digital payment. In
this study, five semi-structured individual interviews were carried out among three men
and two women of different ages. The interviews were conducted in Mandarin and lasted
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about 20 minutes each. The individual interviews included open-ended and closed-ended
questions as shown in Table 1.

Table 1. Questions for Individual Interview.

1. Have you ever used Wechat online payment platform before?
2. Which factors will influence you to use it?
3. How do you think about the Wechat online payment platform? Do you think it provides a
convenient lifestyle?
4. Are there any improvements that WeChat online payment platform needs to pay attention to?
5. Do you think age could be an important factor that influences people in adopting the Wechat
online payment platform?

A screening question was included at the beginning of the questionnaire. Any re-
spondents with experience of using WeChat were considered eligible to participate. The
questionnaire covered all possible factors, and relationships to consumer intention to use
the mobile payment platform were tested using correlation analysis.

3.3. Questionnaire Development

Quantitative research primarily uses methods such as questionnaires and surveys with
settled questions and options so that participants are able to tick from identified boxes. In
this paper, a questionnaire was selected to test the proposed hypotheses. The questionnaire
was categorized into three parts; the first part was designed to screen respondents in order
to prevent invalid questionnaires. The second part was used to measure customer selection
criteria regarding each factor mentioned above, whereas the third part was designed to
gain respondents’ basic information. The questionnaire items are shown in Table 2. The
form of research was carried out via both web-based and paper-based questionnaires. The
answers measured strength of feelings from ‘strongly agree’ to ‘strongly disagree’ in terms
of 1–5 Likert scales. Finally, the data were collected in a statistical form so as to be further
analyzed by statistical tools.

To measure WeChat service quality, we drew on work by [64]. Their original scale
included five items, with three using a positive scale and two a negative scale. A lengthy
questionnaire may decrease the response rate, so just two items were selected for this study.
The scale developed by [65] covered four types of perceived risk: financial risk, privacy
risk, service risk, and psychological risk. We revised the questions to focus on average
perceived risk. We included two items to measure perceived security, trust, and security
risks. To measure consumers’ intention to use WeChat Payment, we used the consumer
intention to use scale developed by [31,66].

Considering the feasibility of implementing a research project on consumers’ willing-
ness to use digital payment via WeChat, this study selected Shenzhen as the target city
from Guangdong Province, which has the highest number of WeChat city service users in
China, and we selected participants from Shenzhen to join this study. The reasons for this
are, on the one hand, because Shenzhen is the city with the highest resident population in
Guangdong Province and, on the other hand, because WeChat belongs to Tencent, which
is located in Shenzhen, one of the first cities to adopt WeChat as a digital payment. As a
result, WeChat payments are prevalent in Shenzhen, and people have lengthy experience
of using WeChat.
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Table 2. Questionnaire.

Screening Question

Have you ever used Wechat online Payment before?
Yes
No, and why: a. Do not know how to operate the third-party online payment platforms; b. Do not
trust it; c. Never shopping online; d. Others.

Service Quality
1. The Wechat online payment platform can always satisfy my daily transactions
2. The Wechat online payment platform can save my time whereas improving transaction efficiency
3. I would choose Wechat online payment platform with a better layout design

Perceived Ease of Use
4. I deem that the Wechat online payment platform is easy to operate
5. I would like to use the WeChat online payment platform if it is not complicated.

Perceived Risk

6. I am worried about the perceived risks of the Wechat online payment platform
7. The Wechat online payment platform has ample operation functions that could reduce my
perceived risks
8. The Wechat online payment platform’s ability to efficiently communicate with customers could
reduce my perceived risks

Perceived Security
9. I am worried about the possibility of information leakage when using Wechat online payment
platform
10. I deem that the Wechat online payment platform is secure

Social Influence

11. I am more willing to accept the Wechat online payment platform when people around me have
already adopted it
12. The Wechat online payment platform is the leading brand in the industry which can stimulate me
to adopt it

Age
13. I deem that Wechat online payment platform is a kind of technology innovation representing the
outcome of current lifestyles and changes in users’ value system
14. I deem that elder people are reluctant to accept the Wechat online payment platform

Compatibility 15. I enjoy making purchases through Wechat online payment platform
16. I believe it is a good idea to use Wechat online payment platform for making payments

Intention to Use
17. I intend to use Wechat online payment platform more frequently
18. I would like to recommend it to relatives or friends

Gender Male or Female
Age 18, 18–25, 26–30, 31–40, 41–50, 51–60
Education Level Doctorate; Master; Bachelor; High Diploma/Associate Diploma; Secondary School or below
Occupation Student in engineering department; Student in other areas; Engineering; Others

3.4. Demographic Factors

The final section of the questionnaire included five nominal-scaled questions about
the respondents’ personal information including gender, age, occupation, education level,
and monthly income.

3.5. Regression Model

In order to determine the apparent relationship between the independent and depen-
dent variables, and allow the comparison of interactions between variables that measure
different scales (Wright, 1960), a regression model was developed with one dependent
variable and seven independent variables:
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Yi = β0 + β1SQi + β2PεUi + β3PRi + β4PSi + β5SIi + β6Ci + β7Ai + εi
SQi = Service Quality
PεUi = Perceived Ease of Use
PRi = Perceived Risk
PSi = Perceived Security
SIi = Social Influence
Ci = compatibility
Ai = age
β0 = Differential impacts on factors rather than service quality, perceived ease of use,
perceived risk, perceived sec urity, social influence, compatibility, and age.
β1 = Differential impacts on service quality
β2 = Differential impacts on perceived ease of use
β3 = Differential impacts on perceived risk
β4 = Differential impacts on perceived sec urity
β5 = Differential impacts on social influence
β6 = Differential impacts on compatibility
β7 = Differential impacts on age

A hypothesis was then established to test the overall importance of the regres-
sion model:

Hypothesis 8 (H8). β1+ β2 + β3 + β4 + β5 + β6 + β7 = 0

Hypothesis 9 (H9). At least one coefficient is not zero [67].

The F-test was used to inspect the overall significance of the regression model with a
confidence level of 95%. The regression model is considered efficient if the result shows
that the regression coefficient is not equal to zero.

3.6. Correlation Analysis

Correlation analysis is a way to discover groups of strongly related data objects in
very large databases [68]. The correlation coefficient, indicated by r, can range from −1.0 to
+1.0. Correlation analysis was used to identify the relationship between seven independent
variables and the dependent variable and test the proposed hypotheses.

4. Results and Analysis
4.1. Individual Interviews

The five individual interviewees were all from the engineering industry but were
of different ages. They all had experience of using WeChat Payment. They provided
information about other influential factors and suggestions to improve the platform. The
respondents’ profiles are shown in Table 3.

Due to the difficulty of collecting a large number of questionnaires, regression analysis
was used in this study. A total of 238 questionnaires were collected, of which 161 were valid,
which means the number of valid questionnaires was approximately 67%. Those customers
without experience in using WeChat payment are counted as invalid questionnaires, of
which most come from the older age group (31 or above). The descriptive statistics are
shown in Table 4. The correlation analysis using the Pearson Correlation coefficient is used
to determine the correlation of intention to use corresponding to each of the underlying
factors and is illustrated in Table 3. The results revealed that most of the factors have a
highly significant correlation at the 0.01 level (p = 0.000) to intention of use, except age
(p = 0.051 > 0.05). Figure 2 summarizes the results of the correlation analysis.
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Table 3. Summary of the individual interviewees.

Respondent Gender Age Influential Factors Things to Improve
Age Is a Problem
to Adopt Payment

Platform

1 Female 23
Social influence

Ease to use
Habits

Needs to respond quickly to
the market

Need to develop own features that
others cannot replicate

Yes

2 Female 28
Service
quality

Social image
Needs to be more professional Yes

3 Male 38
Service
quality

Convenience

Unable to clear currency in different
countries, needs to solve

the problem
Yes

4 Male 43 Convenience
Originality

Pay more attention to developing
key functions Yes

5 Male 49 Ease of use
Social image N/A Probably

Table 4. Demographic data of respondents.

Frequency Percentage

Gender Male 53 32.9
Female 108 67.1

Age group 18–25 113 70.2
26–30 32 19.9
31–40 8 4.9
41–50 8 4.9

Education level Doctorate 4 2.0
Master 92 57

Bachelor 55 34
High Diploma/Associate Degree 8 5

Secondary School or Below 2 2.0

Figure 2. Simplified results of correlation analysis.
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These results show that all factors were significantly correlated with intention to use
WeChat Payment. However, the correlation between age and consumer intention to use
was relatively weak. This result is surprising because previous studies have suggested that
older people are less likely to accept innovative technology. However, the respondents’
profiles show that the study included just 16 people over 30 years old, which may have
affected the results.

4.2. Regression Analysis

The next step was to use regression analysis to test whether the dependent variable
(intention to use WeChat Payment) is significantly influenced by the seven independent
variables (service quality, perceived ease of use, perceived risk, perceived security, social
influence, compatibility and age). The model summary (Table 5) shows that R-squared
was 0.679, meaning that 67.9% of consumers’ intention to use WeChat Payment can be
explained by the seven independent variables. Only 33.3% of the variation, therefore,
cannot be explained by the seven independent variables.

Table 5. Model summary of the regression analysis.

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

Values 0.824 a 0.679 0.667 0.51969
a Predictors: (Constant), AGE, Service Quality, Perceived Risk, Social Influence, Perceived Security, Compatibility, Perceived Ease of Use.

Following ANOVA (Table 6), the result of the F-test was F = 59.099, with a p-value of
0.000, which is less than 0.05. Hypothesis H0 can therefore be rejected, and we can conclude
that the F-test is significant at the 0.05 level. β0 was 0.095 (Table 7), meaning that when
the other seven independent variables are equal to 0, the predicted adoption intention is
0.095. This shows that the six independent variables have a considerable impact on the
dependent variable and only one independent variable does not have much effect at all.

Table 6. Results of the ANOVA analysis.

Sum of Squares df Mean Square F Sig.

Regression 111.732 7 15.962 59.099 0.000
Residual 52.936 196 0.270

Total 164.668 203

Table 7. Results of the regression analysis.

Unstandardized Coefficients Standardized Coefficients
B Std. Error Beta t Sig.

(Constant) 0.095 0.227 0.417 0.677
Service Quality 0.514 0.070 0.481 7.354 0.000

Perceived Ease of Use 0.242 0.069 0.237 3.506 0.001
Perceived Risk −0.182 0.067 −0.144 −2.726 0.007

Perceived Security 0.244 0.086 0.162 2.835 0.022
Social Influence 0.125 0.058 0.133 2.145 0.033
Compatibility 0.154 0.056 0.171 2.741 0.007

AGE 0.005 0.041 0.006 0.127 0.899

Regarding the discrimination validity tests illustrated in Table 8, it was found that the
values of Cronbach’s alpha were greater than 0.7 for four out of seven items. Only one item
has a value less than 0.5, while all of the other alpha values were not too high, meaning the
items have no redundancy. The AVE of each variable was greater than 0.5, which means
the validity was acceptable.
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Table 8. Results of the Cronbach’s alpha and AVE.

Construct Cronbach’s Alpha AVE

Service quality 0.768 0.726
Perceived ease of use 0.767 0.525

Perceived risk 0.524 0.707
Perceived security 0.740 0.718

Social influence 0.807 0.638
Compatibility 0.505 0.671

Age 0.470 0.736

4.3. Service Quality

There was a strong and significant positive relationship between service quality and
consumers’ intention to use WeChat Payment (coefficient = 0.514, β = 0.481, p = 0.000 < 0.05).
Hypothesis H1 was therefore strongly supported, suggesting that service quality positively
affected customers’ intention to use WeChat Payment. The first step in improving the
platform should, therefore, be to improve service quality.

4.4. Perceived Ease of Use

There was a strong and significant positive relationship between perceived ease of
use and consumers’ intention to use WeChat Payment (coefficient = 0.242, β = 0.237,
p = 0.001 < 0.05). Hypothesis H2 was therefore supported, and perceived ease of use
positively influenced customer intention to use the platform. This is consistent with [69,70],
who noted that ease of use is a crucial acceptance driver of mobile applications and in
determining consumers’ adoption intention.

4.5. Perceived Risk

There was a strong significant negative correlation between perceived risk and con-
sumers’ intention to use WeChat Payment (coefficient =−0.182, β =−0.144, p = 0.007 < 0.05).
Hypothesis H3 (a high level of perceived risk has a negative effect on customers’ intention
to use the platform) was therefore strongly supported. Luarn and Lin [36] noted that
perceived risk was an important factor in consumers’ reluctance to use finance-related
mobile services. This suggests that WeChat needs to acquire consumers’ trust and enhance
their confidence to decrease the perceived risk, as an essential part of attracting more users.

4.6. Perceived Security

There was a strong and significant positive relationship between perceived security
and customers’ intention to use the payment platform (coefficient = 0.244, β = 0.162,
p = 0.022 < 0.05). Hypothesis H4 was therefore strongly supported, showing that higher
levels of security result in greater consumer intention to use WeChat Payment.

This finding confirms several previous studies. Chen and Barnes [43] found that
the lack of privacy and security could be significant barriers to the adoption of on-line
banking. Siau et al. [44] noted that perceived security and trust are crucial determinants
of mobile commerce success. Most users are not very worried about the security of the
online bank payment system; On the contrary, they are more worried about the security of
mobile payment [71]. As a social network, the perceived security of WeChat is far from that
of online banking or other professional third-party online platforms [72]. As with other
communication tools, there is a possibility that the account could be stolen. An account
being stolen will pose a great threat to the security of the money that connects with WeChat.
Therefore, ensuring the security of WeChat payment could be one of the significant factors
that WeChat needs to focus on.

4.7. Social Influence

There was a strong significant positive correlation between social influence and cus-
tomers’ intention to use WeChat Payment (coefficient = 0.125, β = 0.133, p = 0.033 < 0.05).
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Hypothesis H5, that social influence has a positive effect on the intention to use the payment
platform, was therefore strongly supported. Zhou et al. [45] found a positive relationship
between social influence and users’ behavioral intention. Social image is a critical element
of social influence affecting the introduction of new products. WeChat Payment may
therefore need to improve its social image, and enhancing its social influence may stimulate
consumers’ intention to use it.

4.8. Compatibility

There was a strong significant positive correlation between compatibility and cus-
tomers’ intention to use the mobile payment platform (coefficient = 0.154, β = 0.171,
p = 0.007 < 0.05). Hypothesis H6 was therefore strongly supported, and a high level of com-
patibility has a positive effect on customers’ intention to use WeChat Payment. Roger [48]
emphasized that acceptance required that products be compatible with users’ values and
lifestyles. Lee et al. [53] found that an important symbol of compatibility was consumers’
ability to integrate mobile payment systems into their everyday life. We found a significant
relationship between compatibility and consumers’ intention to use WeChat Payment. This
suggests that, for ongoing acceptance, the platform must stay abreast of changes in people’s
lives and continue to remain relevant.

4.9. Age

There was no significant correlation between age and customers’ intention to use
WeChat Payment (coefficient = 0.005, β = 0.006, p = 0.899 > 0.05). Hypothesis H7 was
therefore not supported, and we concluded that age does not have any effect on customers’
intention to use the platform. Unlike the other six factors, the result for age was unexpected.
It emerged during the regression analysis when combining the factors to see their relative
impact on consumers’ intention to use, and may, therefore, be because respondents felt that
the other six elements were more important influencers of their adoption intention. The
regression results are summarized in Figure 3.

Figure 3. Simplified results of regression analysis.

4.10. One-Way ANOVA

We tested gender and age to see whether there were significant differences between
groups. Gender was divided into two groups: female and male, and age into 18–25 years,
26–30 years, 31–40 years, and 41–50 years. Table 9 shows that there was no statistically
significant mean difference between men and women (p = 0.297 > 0.05). However, it shows
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that there was a significant difference between age groups (p = 0.016). Age is a significant
factor in intention to use WeChat Payment.

Table 9. ANOVA of Gender and Age.

Sum of Squares df Mean Square F Sig.
Gender Age Gender Age Gender Age Gender Age Gender Age

Between
Groups 0.885 8.299 1 3 0.885 2.766 1.091 3.538 0.297 0.016

Within
Groups 163.783 156.369 202 200 0.811 0.782

Total 164.668 164.668 203 203

A multiple comparisons table was used to identify differences between age groups
(Table 10). People aged 31–40 years were significantly different from the other three groups.
There were no differences between people aged 18–25, 26–30, and 41–50 in their intention
to adopt WeChat Payment. It was unexpected that people aged 31–40 were different, but it
may be because people in that age group had already become accustomed to using other
payment platforms. WeChat’s platform was not introduced until 2014, and many other
third-party payment platforms were already being used in China by then. People in this
age group may therefore be unwilling to switch to WeChat Payment. Younger people
may use WeChat more often to communicate, so may find it more convenient to use the
payment facility within the same application. We suggest that those aged 41–50 may have
had the platform recommended by their children or other younger relatives.

Table 10. Multiple Comparisons.

Age (I) Age (J) Mean
Difference (I–J) Std. Error Sig.

18–25
26–30 0.160 0.172 0.351
31–40 −0.902 * 0.321 0.005
41–50 0.348 0.321 0.279

26–30
18–25 −0.160 0.171 0.351
31–40 −1.062 * 0.350 0.003
41–50 0.188 0.350 0.592

31–40
18–25 0.902 * 0.321 0.005
26–30 1.063 * 0.350 0.003
41–50 1.250 * 0.442 0.005

41–50
18–25 −0.348 0.321 0.279
26–30 −0.188 0.350 0.592
31–40 −1.250 * 0.442 0.005

* The mean difference is significant at the 0.05 level.

5. Discussion

With the rapid development of electronic commerce, the explosion of digital payment
has not only caused financial innovation but has also changed people’s daily life. Especially,
the global COVID-19 pandemic has had a novel impact and created new opportunities
for the financial market. Mobile payment as one of the most important methods of digital
payment provides great convenience in people’s lives. A widely used mobile payment,
WeChat payment has become the mainstream payment method in the market, which has
changed the payment habits of consumers, making it unnecessary to carry cash when
buying things. The present study has revealed the factors affecting consumers’ intention
to use WeChat. Results indicate that service quality, perceived ease of use, perceived risk,
perceived security, social influence, and compatibility have a positive relationship with the
intention to use WeChat payment.

The results demonstrated that service quality has the most obvious relevance to
customers’ intention to use WeChat payment. This finding is the same as studies that have
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shown that service quality is a very important factor in intention to use [73]. Therefore,
improving service quality can be the primary factor in upgrading the payment platform.
Based on the individual interviews, it was suggested that the platform needs to respond
quickly to the market and develop its unique features. Improvements could be in system
quality or information quality to enhance user satisfaction and attract more users. Changes
might include designing a more attractive interface, providing effective and artificial
intelligence services, and demonstrating the ease of use of the payment platform.

These results also showed that perceived ease of use, perceived security, social influ-
ence, and compatibility have a moderate positive relationship with intention to use WeChat
payment. These findings and similar research indicate the positive impact of perceived ease
of use, perceived security, social influence, and compatibility on the intention to use [74–76].
To achieve both social influence and compatibility, digital payment platforms need to
improve the reputation of their platform and also pay attention to the social influence
of other on-line products. Keeping mobile payment systems safe is still a key factor in
decreasing perceived risk and increasing perceived security. Many people are concerned
about security of the mobile payment platform because there is a risk of payment accounts
being stolen. We have two specific suggestions for mobile payment operators:

1. Introduce an improved technical support system for mobile payment. The techni-
cal support system should consist of technologies for identification authentication,
identity management, and secure protection of other information. These technologies
collectively operate on the platform to ensure the security of trade information and
user information.

2. Inform users of the system about the importance of data and information. This will
ensure that they update the system to prevent any security issues.

Most studies of mobile payment use age as a moderating variable and have demon-
strated that age has a moderating role in the model [22,77,78]. In this study, age was used
as an independent variable in the analysis with reference to the study of [61]. Surprisingly,
there was no significant correlation between age and customers’ intention to use WeChat
payment. This finding does not support studies that young people are more likely to
use new products or technology [56–58]. It was believed that the younger generation
has higher technology acceptance in the past. However, in the digital century and with
the effect of the COVID-19 pandemic, most people regardless of their age are used to
shopping in on-line stores or retailers on on-line platforms, and adopt digital payment. It
is believed that age may not be the major concern when considering financial innovation
and implementing digital payment in electronic businesses. We may also omit the effect
of age when improving the mobile payment platform. However, to further increase the
competitiveness of the mobile payment platform, the operators or other interested parties
need to develop competitive strategies based on the researched factors.

6. Conclusions and Implications

The study has introduced seven factors influencing Chinese consumers’ intention to
use WeChat payment. Through questionnaire surveys and semi-structured interviews,
it can be concluded that all the identified factors except age had a significant influence
on consumer’s intention to use mobile payment. The results of this research provide
theoretical implications for future studies on related topics and also provide a guideline for
the improvement of third-party payment platforms. In conclusion, this study has identified
six factors affecting consumers’ intention to use the mobile payment platform.

This study has performed research and proposed a research model to investigate the
underlying factors that may influence the public to adopt mobile payment, making use of
one of the most popular digital payment platforms, WeChat, as the case study. WeChat is
considered as one of the most financial innovative technologies in China as it consists of
multiple payments and peer-to-peer transfer functions and provides a one-stop platform
for users to purchase various financial products and services. The investigation of the
underlying factors of mobile payment has the following major implications for future
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research. First of all, due to the wider impact of the mobile payment platform, the factors
and research models investigated are critically important in supporting the development of
similar digital payment platforms. Service quality has a strong influence on the intention
of using mobile payment platforms. Various sections of service providers including on-line
payment platforms as well as the electronic business companies should focus on various
considerations in improving the quality of the on-line platforms and providing a wide
range of financial products in order to drive financial innovation in the future. Secondly,
in the past financial risk was traditionally considered as one of the major obstacles to
technological innovation. In the digital era, it was found that people are becoming more
accepting of technological innovation, and the potential risk may be the major concern
regarding the use of digital payment. Electronic business participants should act boldly and
with confidence in innovative business development. Lastly, digital payment is considered
to be closely related to business development, particularly during the COVID-19 pandemic.
Electronic commerce platforms and other on-line service providers should consider wider
adoption of financial innovative technologies and on-line payments to boost their market
share and reputation, in order to successfully develop their electronic businesses.

Despite its investigation of the essential contributing factors for using mobile payment
via WeChat, the case study still has some limitations and future research can be imple-
mented to address these. First, the age distribution was heavily biased towards younger
people. In the future, we suggest that questionnaires should be divided equally and then
distributed to different age groups to increase the accuracy of the data. It seems unlikely
that age has no significant influence on consumers’ intention to use WeChat Payment, and
we suggest that this was probably because of the unequal distribution of questionnaires
across age groups. On the other hand, this study did not identify differences in consumers’
preferences across different age groups. Future studies could therefore classify consumers
into different age groups and identify whether different factors are influential. In this
regard, the structural equation model can be applied to determine the correlation and
factor loadings, along with the use of other groups of customers varied in age and gender,
in order to determine the difference and moderating effects and to explore their accep-
tance of financial innovation regarding the adoption of digital payment, particularly in
the successful development of the e-business system. This would enable WeChat Payment
services to be more personalized. Previous studies have found that age is a crucial factor
in technology acceptance [56,57]. However, we did not find it influential in this study.
Future studies may instead wish to consider age as a moderating variable in the conceptual
framework.
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