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ABSTRACT

With the rapid growth of the e-commerce market during the past decade, mobile payment
has become the primary choice for most customers in many e-commerce websites and
applications. Customers can directly and efficiently use payment applications to complete
online and offline transactions. Alipay and WeChat are the two most used payment
platforms (scan QR code) for mobile payment users in China, whereas bank applications
and QR code payments of bank applications are the most used mobile payment channels in
Thailand. Thus, this study aims to compare the acceptance levels of mobile payment
technology (scan QR code) between Chinese and Thai consumers and determine the factors
influencing their decision to accept and use mobile payment channels. The study used the
Theory of Reasoned Action, Technology Acceptance Model, and Network Externality to
construct a conceptual framework. Data were observed using a stratified random sampling
technique and analyzed using Structural Equations Model. All results confirmed the study’s
hypotheses, indicating that all factors significantly impacted the acceptance and usage of
the mobile payment application.

Keywords: QR Code Payment, Theory of Reasoned Action (TRA), Technology
Acceptance, Model (TAM), Network Externality.

1. INTRODUCTION

The development of payment history is an account of the business model change. Given
the continuous advancement of smartphones and the Internet, electronic payment
technology is rapidly progressing, making mobile payment the most convenient and fastest-
growing payment method after cash, credit cards, and Internet banking.

China's mobile payment is developing rapidly, with mobile payment penetration rate and
market scale ranking first in the world. The two major mobile payment software, Alipay
and WeChat Pay, have become essential tools for Chinese people's daily life. Mobile
payment has become the primary payment method for Chinese e-commerce websites.
Consumers can purchase their items online using mobile payment by scanning QR codes,
and they also can be paid for by scanning QR codes at the point of sale. The mobile payment
security report (2022) by China UnionPay had claimed that Alipay and WeChat Pay have
over 90% of the mobile payment market share in China. Therefore, Alipay and WeChat
Pay are chosen as the representatives of China’s mobile payment platforms in this study.

The COVID-19 pandemic has been claimed as the significant factor driving the
growth of Fintech digital payments (Nandy & Susan, 2022). Accordingly, the popularity
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of mobile banking has helped reduce banks' costs and expenses, which significantly impact
the profitability of the banks in Thailand. As a result, Thailand banks have continuously
promoted their electronic payment services aggressively. The accessibility of online
banking impacts the profitability of banks (Pham, 2022). Thailand's payment environment
has then changed because more people are using smartphones, the financial infrastructure
Is improving, the COVID-19 epidemic continuously impacts electronic payments, and Thai
people's purchasing habits have become increasingly inclined to cashless payment.

A consumer attitudes study (2022) by Visa shows that after the COVID-19 epidemic
stabilized, Thai consumer behavior has changed dramatically, especially in payment
methods, with cashless mobile scan QR code payment becoming the primary payment
method. The report indicated that Thais are also well ahead of other countries in Southeast
Asia in the proportion of cashless payments, which is as high as 89% in frequency. This
high frequency is attributed to the Thai government's introduction of policies to promote
the development of electronic payments in recent years. It is also attributed to the launch
of the electronic payment platform PromptPay (QR code payment) in 2017, which led to
the rapid development of QR code payments, making Thailand the second country in
Southeast Asia with QR code payment users (Visa, 2022). As bank-based QR code
payments have a market share of over 70% of the mobile payment market in Thailand, thus
bank-based QR code payments are employed in this study to examine mobile payments in
Thailand.

Given that the development of mobile payment in China and Thailand is representative of
developing countries, the usage intention and acceptance of Chinese and Thai consumers
are interesting to examine. The study sets the following two objectives: to compare the
acceptance levels of mobile payment technology (scan QR code) between Chinese and Thai
consumers and examine the factors influencing the decision to accept and use mobile
payment channels. The present study uses a questionnaire survey to investigate the
attributes, usage preferences, and acceptance of mobile payment platforms among Chinese
and Thai users.

2. CONCEPTUAL FRAMEWORK AND HYPOTHESIS DEVELOPMENT
2.1 Conceptual Framework

(1) Theory of Reasons Action (TRA): This theory was introduced by Ajzen and Fishbein
in 1975. The basic assumption is that people are rational and will synthesize various
information to consider the benefit and effects of their behavior before they act. The theory
states that attitudes to behavior and subjective norms determine an individual’s behavioral
intentions and that the people around them influence subjective norms. However, the
factors mentioned above generate behavioral intentions, which ultimately affect behavior.

(2) Theory of Planned Behavior (TPB): TRA theory states that a person’s intentions and
attitudes influence human behavior, but human behavior is also affected when the person’s
ability to control behavior is limited (e.g., the individual does not have sufficient ability
and knowledge to perform this behavior). Thus, Ajzen (1985) introduced the variable of
perceived behavioral control and proposed the TPB. Perceived behavioral control refers to
the ability of an individual to perform a behavior. The theory claims that an individual’s
behavior is determined by attitudes and subjective norms and influenced by perceived
behavioral control.
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(3) Technology Acceptance Model (TAM): This model is Davis’s (1989) proposed
extension of TRA theory. It studies user behavior in accepting new information
technologies or products, which claims that attitudes and usage intentions’ main
determinants are perceived usefulness (PU) and perceived ease of use.

(4) Network Externalities: Network externalities refer to the effect or value users obtain

from a service or product that brings about more customer value as users, complementary
products, or services increase. It can be classified into direct and indirect network
externalities (Katz & Shapiro, 1985). Direct network externalities refer to the number of
users within the network, which can directly affect the benefits to existing users. In other
words, the existing user base will receive more benefits when the new users increase
(Zhang et al., 2016). Indirect network externalities refer to the benefits of increased
participants; the more the number of complementary products or services, the more benefits
users will receive (Chiu et al., 2013, Lin & Bhattacherjee, 2008).

(5) Diffusion of Innovation (DOI): The diffusion of the innovation model examines
various categories of people who adopt innovations. Its theory indicates that people
confronted with innovation may avoid or reject it, whereas others may be open-minded and
more willing to adopt it. The process of adoption and diffusion of an innovative idea or
technology is shown in Figure 2. The yellow line shows the diffusion of the innovation
process in the figure below. In the first stages of innovation diffusion, the adopters are few,
and diffusion is slow; as the innovation spreads to the next stage and the number of adopters
expands, the diffusion index rises rapidly and maintains this trend; finally, diffusion slows
down again near the saturation point (Rogers, 2003; Jantarakolica, 2021).

According to Rogers (2003), in the diffusion of innovation theory, people can be divided
into five groups: innovators, early adopters, early majority, later majority, and laggards.
This study can also define the categories of people in its diffusion of innovation theory
based on their acceptance stage of mobile payments. For example, users of mobile
payments also start with early innovators, followed by early adopters who are willing to
try new things, the early and late majority, and, finally, the laggards who are not willing to
accept new things (usually older people).

This theoretical framework starts by explaining the TRA of people’s actions. People act
when they see something good or bad. It starts as the behavior of a few people, which is
similar to when people first start using mobile payments; they start using them when they
are perceived favorable, creating a subjective norm.

However, TPB further explained that knowledge and ability differ between individuals.
Despite mobile payment being an excellent payment platform, people cannot use it when
they do not have sufficient capacity and knowledge, a phenomenon called perceived
behavioral control. It reveals that subjective norms do not occur when people cannot use
mobile payment technology.
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Figure 1: Diffusion of Innovation and Adopter Categories by Generation
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Source: Author adjusted from Roger (2003).

Finally, TAM theory was developed on the concepts of TRA and TPB, which explain one’s
acceptance of the technology. It states that subjective norms could not be justified because
some people cannot use mobile payments. Thus, TAM divided perceived behavior control
into the following types: PU and perceived ease of use. Mobile payments must be good and
easy to use. If the payment method is suitable, people will tell others to use it. Accordingly,
it leads to network externalities. If other networks and cross-platforms are between mobile
payments, they will be more beneficial.

In addition to the network externalities mentioned earlier, mobile payment is also a
financial innovation. Thus, consumers’ diffusion and acceptance of this financial
innovation are essential in adopting the technology. Rogers’ (2003) innovation diffusion
theory and innovation adoption process can explain consumers’ decision to adopt financial
innovations.

2.2 Hypothesis development

Based on the conceptual framework above and the study of Bardey et al. (2014), the present
study combines TRA, TAM, network externalities, and diffusion of innovation theory to
explain attitudes toward and intentions to accept and use the mobile payment channel. Thus,
the proposed model (Figure 2) presents 10 hypotheses involving four theories. Each
hypothesis is explained as follows:

Network externalities explain changes in a person’s behavior toward the use of a product
or service because of changes in the number of other new users (Economides, 1996; Katz
& Shapiro, 1985). When a mobile payment platform has many merchants and customers,
it can make payments near cash in terms of liquidity. Moreover, when a mobile payment
platform achieves cash liquidity, the application of a mobile payment platform should have
several cross-platform products or services and other services in addition to payment
capabilities. Therefore, this study sets the hypotheses for mobile payment regarding
perceived network externalities (H1), including perceived number of peers (PNP; a),
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perceived number of cross-platforms (PNCP; b), and perceived complement (PCom; c¢) of
mobile payment platforms.

Figure 2: The Proposed Model
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H1: Perceived network externality will positively affect the perceived usefulness of mobile
payments.

According to TAM theory, users’ perceived ease of use and perceived usefulness of mobile
payment affect the attitude of users toward the use of mobile payment. Study of Chen and
Lai (2023) confirmed that consumers’ perceived usefulness and perceived ease of use of
mobile payments affect the adoption rate of mobile payment services in Taiwan. Moreover,
when users perceive that using mobile payments will be more convenient, they will use it
more often. However, perceived security is fundamental to whether users adopt a new
technology; when customers perceive a new technology or service as reliable and secure,
they will accept and adopt it. Perceived security of users that trust in mobile payment
system impacts attitude, subjective norms, and perceived behavior control, which
influences the intention of using mobile payment. Therefore, perceived security and
perceived convenience of mobile payment are added to the model to predict attitude toward
and behavior intention using mobile payments.

H2: Perceived ease of use of mobile payment will positively affect perceived usefulness of
mobile payments.

H3: Perceived ease of use of mobile payment will positively affect attitude toward using
mobile payments.

H4: Perceived usefulness of mobile payment will positively affect attitude toward using
mobile payments.

H5: Perceived security of mobile payment will positively affect attitude toward using
mobile payments.

H6: Perceived convenience of mobile payment will positively affect attitude toward using
mobile payments.

H7: Attitude toward technology using mobile payments will positively affect behaviors
intention to adopt mobile payments.
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According to TRA theory, people’s subjective norms refer to the expectations of
the social environment on users’ behavior (Fishbein & Ajzen, 1975), which is another
fundamental factor in determining attitudes toward mobile payment by users. The
subjective norm in this study refers to the degree of pressure perceived by the reference
group (e.g., relatives, friends, or contacts) on the respondents’ use of mobile payment.

H8: Subjective norms will positively affect behavior intention to adopt mobile payments.

H9: Behavior intention to adopt mobile payments will positively affect the usage behaviors
of mobile payments.

Based on the conceptual framework of the above study, examining the use of mobile
payments in China and Thailand would be worthwhile. Given that the platforms will bring
China to a cashless society in just 10 years, Thailand is also moving toward a cashless
society after the COVID-19 epidemic. Mobile payments play an important intermediary
between merchants and consumers, demonstrating that network externalities are obvious.
The first objective set for this study is to compare the level of technology acceptance of
mobile payments among consumers in China and Thailand, which is used to compare
which country has a higher acceptance of mobile payments. Moreover, the researcher
wanted to investigate the reasons that influence the acceptance and thus set the second
objective: to examine the factors influencing the decision to accept and use a mobile
payment channel.

3. DATA AND RESEARCH METHODOLOGY
3.1 Sample

This study used an online questionnaire to collect 892 samples, including 661 Chinese and
231 Thai samples. The questionnaire was administered to a random sample of respondents
using a Likert scale. Each Chinese respondent was required to complete two questionnaires
(i.e., Alipay and WeChat Pay), collecting 673 samples. However, the valid sample in China
is 661 samples, 340 samples for Alipay, and 321 samples for WeChat Pay, respectively;
the valid sample in Thailand is 231.

3.2 Data Collection

(1) Thailand’s Survey: The Thai survey was conducted online through Google Forms. The
respondents received the link via Line and Facebook.

(2) China’s Survey: In China, data were collected online via the WeChat app and a
questionnaire website (www.wjx.cn). Respondents received and completed the
questionnaire through the WeChat app.

This study categorized respondents by mobile payment application and generation to obtain
different usage behaviors of mobile payment applications by different age groups. These
age groups included Gen Z (less than 25 years old), Gen Y (25-39 years old), Gen X (40~
55 years old), and Gen BB (more than 55 years old). Table I shows the composition of
respondents classified by mobile payment application and generation.
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Table 1: Respondents Categorized by Application and Generation

Application Genz GenY GenX&BB Total
Alipay 140 143 57 340
(China) 41.2% 42.1% 16.8% 100.0%
WeChat 141 112 68 321
(China) 43.9% 34.9% 21.2% 100.0%
QR-Code 36 107 88 231
(Thailand) 15.6% 46.3% 38.1% 100.0%
Total 317 362 213 892
35.5% 40.6% 23.9% 100.0%

The following table is a data summary of respondents categorized by the characteristics
of Chinese and Thai consumers.

Table 2: Respondents categorized by the characteristics of Chinese and Thai consumers

Characteristics tems China | Th':ﬂland Total
Age (Gen Z) Less than 25 years old 45?5%& 153.’2% i 335’.157%
(Gen Y) 25-39 years old 3%%5;) 4%%/0 i 43%2%

(Gen X) 40-54 years old 138,3% 3173% i 1%7’;8%

(Gen BB) more than 55 years old 5%?% 6.196% L 6?;;/0

Education Low than undergraduate 2%?)?@ 7.188% L 2?%1;)
undergraduate 5§.74?;/o 42-15%/0 i 52%3/()

postgraduate 14?;‘% 37??% i 2(1)’.82?%

Pib 1.2% 6.155% d 2.27?%
Income Less than 15,000 Baht a7 N
15,000-30,000 Baht 23%;) 25?23% L 2@6%
30,000-50,000 Baht ZEL%A) 225;% L ziiz%
50,000-100,000 Baht 12?3%% 245,)3% i 1%8%

more 100,000 Baht 3%5% 10?5% i 5.42&)

Total 661 231 892
100% 100% 100%

3.3 Instrument

Validity and reliability are two important factors to consider when testing the soundness of
an instrument for research (such as a questionnaire). Therefore, these two factors help to
test the validity of the questionnaire measurement and the reliability of the data. They can
help the researcher determine whether the questionnaire is sufficiently good.

(1) Cronbach’s Alpha: Reliability analysis determines the degree of consistency of results
obtained from repeated measurements of the same item or factor using the same method.
In this study, reliability analysis was conducted using Cronbach’s Alpha coefficient, which
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has a value between 0 and 1. The scale’s reliability indicates great satisfaction when
Cronbach’s Alpha coefficient is greater than 0.7.

(2) Factor Analysis: The validity of questionnaires is estimated using factor analysis. The
factors being measured should be partially or highly correlated; thus, factor analysis
measures the validity of the questionnaire through this correlation between the factors.
Factor analysis is the analysis of a single factor in the questionnaire, and all factors should
result in a value of 0.7 or higher, indicating the questionnaire’s great validity (Rattanawalee,
2019).

Table 3 shows the factor analysis results and the Likert scale questions for all the perception
factors in the questionnaire. The results show that the percentage of the total variance,
factor lording, and Cronbach’s alpha for all factors are more than 0.7, which means that all
the factors used for measurement are reliable and valid.

3.4 Data Analysis
3.4.1 Independent sample t-test

The independent sample t-test tests whether there is a significant difference between two
independent data samples. It analyses and examines the relationship between two variables
through bivariate variables. The results show a preliminary analysis of the variables,
including application name, age, gender, occupation, education, monthly income, and
frequency of use. The results use to analyze Objective I, which compares the level of
technology acceptance between Chinese and Thai consumers for mobile payment.

Table 3: Cronbach Alpha and Factor Analysis (China and Thailand)

ltems Fact_or %‘I_'otal Cronbach

Loading  Variance Alpha

1. Perceived Number of Peers 0.9104 0.9507
b1. The number is large enough. 0.9611
b2. It has a high coverage area. 0.9376
b3. The supporting facilities are more complete. 0.9636

2. Perceived Number of Cross-platforms 0.8487 0.9106
b4. The number is large enough. 0.8977
b5. Sufficiency in my daily needs. 0.9194
b6. Can be linked to a good payment application. 0.9460

3. Perceived Compliments 0.8514 0.9114
b7. There are useful functions. 0.9009
b8. It has fully functional and sufficient for my current needs. 0.9585
b9. It has a lot of promotions. 0.9078

4. Perceived Ease of Use 0.9629 0.9804
b10. Easy to use 0.9802
b11. Simple function to use. 0.9838
b12. Simple steps to use. 0.9798

5. Perceived Usefulness 0.8385 0.9027
b13. Easier to pay. 0.9277
b14. Faster to pay. 0.9238
b15. useful and appropriate in daily life 0.8952

6. Perceived Security 0.8899 0.9379
b16. It has a certain level of security (cash is not lost) 0.9221
b17. It can be trusted to a certain extent(e.g.identity verification) 0.9478
b18. It helps reduce the cost problems caused by paying in cash 0.9598
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Table 3 Continued

ltems Fact_or %Total Cronbach

Loading  Variance Alpha

7. Perceived Convenience 0.9147 0.9526
b19. It is convenient compared to carrying cash or credit cards. 0.9436
b20. Improves payment efficiency (e.g. no need to wait for change) 0.9682
b21. Save time and reduce the process of doing various transactions. 0.9571

8. Attitude toward Application 0.8256 0.9274
b22. A good idea 0.8487
b23. A smart idea 0.9319
b24. Very helpful 0.9374
b25. Interested in this payment method 0.9137

9. Subjective Norm 0.8671 0.9203
b26. Most of my family and friends around me use mobile payment. 0.9413
b27. Most of the people | meet use mobile payment. 0.9476
b28. Most of the people | contact use mobile payment. 0.9040

10. Behavior Intention 0.9136 0.9522
b29. I intend to use the application 0.9476
b30. I would use mobile payment as a common payment method. 0.9586
b31. If having to pay for service fees, | will use the application 0.9612

11. Usage Behavior 0.8808 0.8646
b32. 1 use mobile payment to pay for various living expenses. 0.9385
b33. I use the application regularly. 0.9385

12. Satisfaction 0.7908 0.8659
b34. | prefer mobile payment to other payment mothods. 0.8157
b35. Compare to other payment methods has more convenient to use. 0.9172
b36. Compare other payment methods has more comprehensive to use. 0.9304

3.4.2 Structure equation model (SEM)

The structural equation model (SEM) is a multivariate statistical technique incorporating
factor and path analyses. This model can be used for user acceptance and adoption of
mobile payments. The aim is to explore the causal relationships between variables by which
these relationships can be expressed in the form of causal models and path diagrams.
Moreover, the relationship between the variables can be calculated to produce a parameter
value. The magnitude of the value of this parameter is an important factor in explaining the
extent to which this indicator influences the adoption of mobile payments by users and in
determining whether users adopt mobile payments.

Therefore, this study used this model to analyze Objective I1, which examines the factors
influencing the decision to accept and use mobile payment channels. The researcher
analyzed the proposed model (see figure 2) in this study, using factor analysis to examine
the correlation between the variables.

4. EMPIRICAL RESULT

As mentioned in Section 2, this study used questionnaires to collect the data and a Likert
Scale for measurement analysis, which was categorized by the scope of the study into
mobile payments in China (Alipay and WeChat pay) and Thailand (QR code payment).
Moreover, this section analyzed the data based on the objective of this study.
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4.1 Objective I: To compare the level of technology acceptance of mobile payment
between Chinese consumers and Thai consumers

In this study, when looking at China and Thailand’s mobile payment (scan QR code)
variables, the independent sample t-test value shows that the attitudes toward each
application and other aspects are different. We used the sample t-test through bivariate
analysis to achieve the above objective.

Table 4: Bivariate Analysis of All Variables for China and Thailand (PNP — Satisfaction)

Obs.  Variable| PNP PNCP  Pcom PEOU  PU** PSecure** PConv Attitude SNorm Bl UB  Satisfaction
661 China | 0.7970 0.8364 07726 0.8505 0.8630 0.8259 0.8718 0.8488 0.8409 0.7850 0.8194  0.7272
231 Thailand | 0.8135 0.8181 0.7853 0.8405 0.8995 0.7904 0.8632 0.8647 0.8204 07785 0.8558  0.8139
t-test 10073 12444 08044 06726 25402 22947 06138 11130 1.0073 1.2444 08044  0.6726
p-value 03140 02137 04214 05014 00112 00220 05395 02660 03140 02137 04214 05014

Graph 1: Levels of Acceptance Scores of Chinese vs. Thailand Respondents
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The results show no significant difference between Chinese and Thai’s acceptance of
mobile payment but slight differences in acceptance in various aspects. Nevertheless, PU
(P=0.0112**) and P Security (P=0.0220**) significantly differ because mobile payments
in China are based on third-party payment platforms (non-bank based). However, in
Thailand, mobile banking is bank based, which significantly affects the usefulness and
security of the application for users.

Consequently, bivariate variable analyses help to explain the first objective of this
study, which is to compare the level of technology acceptance of mobile payment (QR code
payment) between China and Thailand consumers.

4.2 Objective Il: To study the factors influencing the decision to accept and use a
mobile payment (scan QR Code) channel

For Objective I1: To study the factors influencing the decision to accept and use the mobile
payment channel, the Structure Equation Model (SEM) is used for analysis. The SEM
shows that the overall test’s rule, such as CD, CFI, and TLI values, should be around 0.95.
In other words, the error of the results should be less than 0.05. Although each perception
results in this study are slightly different, they are still in the same direction. Consequently,
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the results of this model present robustness. Then, sub-sample analyses are brought. If
China and Thailand are split, the regression result will be as follows.

Table 5: Estimated Results of SEM - Subsample (China vs. Thailand) (Generation)

Variable China Thailand China Thailand

All All Gen.Z Gen.Y X&BB Z&Y X&BB
PNP <--Network 1.000 1.000 1.000 1.000 - 1.000 1.000
PNCP<--Network 0.897 *** - 0.975 *** 0.858 *** - - -
PCom <--Network 0.947 *** - 0.943 *** 0.959 *** 1.000 - -
PU<--

PEOU 0.702 *** 0.515 *** 0.693 *** 0.758 *** 0.584 *** 0.561 *** 0.356 ***

Network 0.265 *** 0.119 * 0.300 *** 0.227 *** 0.194 * 0.142 ** 0.087 *
Attitude<--

PU 0.146 *** 0.274 *** 0.106 * 0.229 *** 0.139 ** 0.323 ** 0.143 *

PEQU 0.009 0.068 0.029 0.043 -0.032 0.092 0.080

Security 0.354 *** 0.168 ** 0.343 *** 0.267 *** 0.407 *** 0.116 0.189

Convenience 0.476 *** 0.381 *** 0.544 *** 0.458 *** 0.354 *** 0.345 *** 0.529 ***
Bl<--

Attitude 0.688 *** 0.558 *** 0.514 *** 0.829 *** 0.814 *** 0.421 *** 0.695 ***

SNorm 0.344 *** QE, == 0.493 *** 0.197 *** 0.273 *** 0.728 *** 0.238 **
UB<--

Bl 0.920 *** 0.957 *** 0.920 *** 0.895 *** 0.988 *** 0.919 *** 0.989 ***
Satisfaction<--

UB 0.932 *** 0.875 *** 0.962 *** 0.946 *** 0.854 *** 0.927 *** 0.750 ***
Respondents 661 231 281 255 125 143 88
Loglikelihood -17257.2 -4716.1 -6948.9 -6714.2 -4590.8 -2900.0 -1692.9
Chi-square BS 322575 *** 6353.5 *** 15206.5 ***  12619.1 ***  8432.3 *** 4214.6 ***  3258.1 ***
Chi-square MS 3687.0 *** 1196.6 *** 2265.8 *** 20929 ***  1626.8 *** 960.3 ***  1142.3 ***
CFl 0.902 0.864 0.884 0.874 0.846 0.850 0.735
TLI 0.893 0.850 0.874 0.863 0.829 0.834 0.706
CD 0.999 0.999 0.999 0.999 0.999 0.999 0.999
RMSEA 0.090 0.094 0.102 0.101 0.121 0.100 0.147
AIC 34760.3 9636.2 14143.8 13674.5 9385.6 6003.9 3589.7
BIC 35313.1 9987.4 14591.3 14110.1 9728.4 6306.1 3842.4

For the factor influencing analysis, the result is presented as follows:

Perceived Network Externalities: The network to a perceived number of peers (PNP),
perceived number of cross-platform (PNCP), and perceived convenience (PCom) have
significant in China, which indicates the high number and high coverage areas of merchants
in China’s mobile payment applications and the functionality of mobile payment
applications to satisfy consumers’ needs. However, no results were found for Thailand,
which indicates that the Thai bank-based mobile payment application does not have
sufficient functionality and comprehensiveness to cover consumer needs, which may be
because mobile payments in Thailand are made through mobile banking mobile payment
applications.

Perceived Usefulness: The results for perceived ease of usefulness (PEOU) to perceived
usefulness (PU) and network to perceived usefulness (PU) are more significant in China
than in Thailand, which indicates that the adoption of mobile payment in China is better
than that in Thailand in terms of ease of use and network. Regarding mobile payment usage
based on age, Gen Z and Y mobile payment users in Thailand and China are higher than
Gen X and BB users, indicating that younger users are more likely to accept and use mobile
payment technology than older users.
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Attitude: Overall, most results are greater in China than in Thailand, except for perceived
usefulness (PU) to attitude results, which may be because third-party platforms dominate
mobile payment in China, and users’ perceived security is higher than that of Thai users
who mainly use mobile banking. Thus, the perceived convenience of mobile payment
applications is also higher. Moreover, the perceived ease of usefulness (PEOU) to attitude
results are insignificant in both countries. For perceived convenience to attitude, the Gen
Z and Y values for perceived convenience to attitude in China are higher than Gen X and
BB values. However, Thailand's Gen X and BB values are higher than the Gen Z and Y
values. Mobile payment application in Thailand is based on mobile banking, where most
users are middle-aged people with bank accounts. However, mobile payment in China is
based on a third-party platform with young users.

Behavior Intention: Overall, the value of attitude to behavior intention is higher in China

than in Thailand, whereas the subjective norm to behavior intention is higher in Thailand
than in China. For a subjective norm to behavior intention, the value of Gen Z and Y is
higher than Gen X and BB in China and Thailand, which indicates that the use of mobile
payment at a younger age is more likely to be influenced by relatives, friends, and contacts
around.

Usage Behavior: All the results of behavior intention (BI) to usage behavior (UB) in China
and Thailand are higher than 0.9, which indicates that UB has a significant effect on Bl in
China and Thailand.

Satisfaction: The satisfaction factor for mobile payment surveys means consumers prefer
mobile payment more than other payment methods. The result overall show that the value
of China is higher than Thailand. That as China’s mobile payment is a third-party payment
platform, it has other functions other than payment, including social and online shopping
integration, which is more satisfying to users’ life needs; however, mobile payment in
Thailand is mobile banking, which has relatively fewer functions other than payment.
Regarding mobile payment usage based on age, mobile payment development tends to be
younger, showing that by the result of Gen Z and Y in China and Thailand.

Therefore, if China with Thailand is compared, although magnitudes are slightly different,
directions remain in the same trend. However, the difference regarding the behavior of
mobile payment users in China and Thailand is mainly because of the difference in the type
of mobile payment applications. Mobile payment applications in China are based on third-
party payment platforms. In contrast, mobile payment in Thailand is based on mobile
banking applications.

Despite the differences in the case of mobile payments in China and Thailand, the results’
direction is consistent, representing robustness. The model will contribute to answering the
second objective of this study, which is to examine the determinants that influence the
acceptance and use of mobile payment channels.

5. DISCUSSION AND CONCLUSION
5.1 Study Results

The above methods are all robust, indicating that the questionnaires are adequate and
reliable, and that the data collected are reliable and valid. Thus, the results of all models
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used for the analysis follow the same trend and are well justified. Despite slight differences
in magnitude, these results well explain this study’s objectives.

Objective I: To compare the level of technology acceptance for mobile payments (QR
code) between China and Thailand.

Results: Chinese and Thais have slightly different acceptance levels of mobile payment

technology (scan QR code) in various aspects. However, overall, there is no significant
difference between Chinese and Thais levels of acceptance of mobile payment, except for
perceived usefulness and perceived security, which show a considerable difference.

Objective Il: To study the factors influencing the decision to accept and use mobile
payment channels.

Results: All values of China and Thailand indicate that China’s mobile payment
applications play an important role as an intermediary between merchants and consumers
and can fully satisfy the needs of consumers’ life other than payment. Moreover, China’s
mobile payment applications are well suited to satisfy the needs of consumers in terms of
functional mobile payment applications. However, Thailand’s mobile payment is bank
based; thus, cooperation with merchants and the functionality of mobile payment
applications are lacking. Nevertheless, regarding the perceived security factor of mobile
payments, Thai consumers trust the mobile payment applications used more than Chinese
consumers, which may be because mobile payments in Thailand are based on bank-based
mobile payments, which have a higher level of security. Finally, the results for China and
Thailand show that mobile payment technology is more youthful, with a generally higher
acceptance of mobile payments among young people in both countries.

The results above thus indicate that all the factors in this study can influence the acceptance
and adoption of mobile payments by Chinese and Thai consumers. The model for the
findings has been tested and shown to be robust. The results for the factors influencing
Chinese and Thai consumers’ decision to use mobile payments follow the same trend, with
only slight differences in the magnitude of the values.

5.2 Conclusion

Despite the differences between China and Thailand, non-bank third-party payment
platforms (Alipay and WeChat Pay) in China and bank-based mobile banking in Thailand
have grown rapidly in the short term and have captured a major share of the mobile
payment market. First, the Alipay and WeChat Pay-dominated mobile payment markets in
China and the bank-dominated mobile payment market in Thailand have developed
businesses based on private enterprise business models (most of the commercial banks in
China are state-owned enterprises), which can be adapted flexibly to market development
strategies according to market demands. Second, the government has introduced
corresponding policies to promote the development of mobile payments.

The following is an analysis of the main reasons for their success.

(1) First, the origin of the user base. Alipay and WeChat Pay in China already had a large
customer base before the development of mobile payments. When Alipay started with e-
commerce (Alibaba and Taobao), it had many merchants and consumers. In contrast,
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WeChat started with social applications, with the largest number of users on social media
platforms in China. Thailand’s commercial banks already have a large user base, which is
a precondition that other payment platforms do not have.

(2) Second, enterprises can adapt their business strategies to market demands. Given that
most commercial banks in China are state-owned, banks are restricted from developing
their business in response to market demand. However, commercial banks in Thailand are
based on private-owned shareholding; enterprises can develop or adapt their business
strategies in response to market demand. For example, Kasikorn bank, which has the largest
market share in the Thai banking industry and whose mobile payment K Plus is the first
commercial bank in Thailand to cooperate with China’s Alipay, has a business model
similar to Alipay’s.

(3) Another important reason for the rapid development of mobile payments in Thailand
and China is e-commerce. Given the large territory of China, where regional differences
are more obvious, consumers have a high demand for commodities from different places,
which has greatly contributed to e-commerce development. Meanwhile, in Thailand, the
COVID-19 epidemic has also greatly contributed to the development of e-commerce and a
cashless society.

(4) Finally, the government has introduced related policies to promote the development of
mobile payment. Alipay and WeChat have deep cooperation with the government in China.
For example, the government launched a policy benefiting farmers, which has played a role
in developing Alipay’s e-commerce in rural areas. Moreover, the Thai government
launched Promptpay in 2015, in which the government, financial institutions, and the Bank
of Thailand jointly launched a national e-payment program. It formally kick-started
Thailand’s move toward a cashless society. During the subsequent COVID-19 epidemic,
the government introduced the “Paotang” subsidy policy, which enabled Thai commercial
banks to capture the payments market with their mobile payments rapidly.

Limitation: The limitation of the study could be inferred as an inadequacy in data
collection because of the small sample size collected for Gen X and BB. Furthermore,
Thailand’s relatively small sample size may result in biased results. Moreover, this study
only examined the most used mobile payment (scan QR Code) methods in China and
Thailand, which is somewhat biased in studying the overall mobile payment situation in
both countries. This study did not conduct a cross-country comparison by non-bank and
bank payment methods, which may cause bias in the results. Nevertheless, a cross-country
comparative study of bank and non-bank payment methods may provide a research
direction for studying mobile research.

Recommendation: For a recommendation for the application of mobile payment usage,
although using mobile payments is convenient and cost-saving, our research data show that
Gen X and BB people do not have this recognition. Therefore, mobile payment application
providers could develop easier features for this group and help them accept and adopt
mobile payments more quickly. Moreover, the security of mobile payment influences
attitudes and builds confidence in usage in China. The system’s protection of users’ privacy
should be improved because it is an important factor influencing the use of mobile payment
applications. In Thailand, to improve application performance, various features should be
added, and usability should be increased.
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