
 

 

 
Abstract—This research paper seeks to investigate the factors 

determining the continuance usage of online mobile payment 
applications among WECHAT users in China. Technology 
Acceptance Model (TAM) and the Diffusion of Innovation (DOI) 
theory would both be applied as the theoretical foundation for this 
study. A developed instrument would be administered to the targeted 
sample of 1000 WECHAT Users in the City of Harbin, China, 
through an online questionnaire administration platform. Factors such 
as perceived usefulness, perceived ease of use, perceived service 
quality, social influence, trust in the internet, internet self-efficacy, 
relative advantage, compatibility, and complexity would be explored 
to determine its significant impact on the continuance intention to use 
mobile payment apps. This study is at the development and 
implementation stage. The successful completion of this research 
article would not only provide an insightful understanding of the 
factors influencing the decision of WECHAT users in China to use 
mobile payment applications but also enrich the e-commerce 
adoption literature. 
 

Keywords—Diffusion of innovation (DOI), e-commerce, mobile 
payment, technology acceptance model (TAM), WECHAT. 

I. INTRODUCTION 

HE introduction of the internet into the business sphere 
provided diverse opportunities for business to explore, 

particularly in marketing their products and services. The 
introduction of internet technologies into the business 
environment is known as e-commerce or e-business. 
commerce (e-commerce) is considered as the purchasing and 
selling of goods and services over the internet [1]. 
through e-commerce could be in the forms of business-to-
business-to-business (B2B), business-to-consumer (B2C), 
consumer-to-consumer (C2C), and consumer-to-business 
(C2B) [1], [2]. The internet has been the most widespread 
means of delivering and marketing information, services, and 
goods to potential consumers [3]. This has shifted the manual 
way of marketing to the online methods of marketing and 
shopping. Online shopping is the use of appropriate 
information and communication technologies to improve and 
enhance the marketing of goods and services to the consumer.  

The consumer shopping behavior is largely determined by 
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four psychological factors that include motivation, perception, 
belief, and attitude [4]. Also, other factors such as personality, 
demographic factors and the perceptions on benefits of online 
shopping have an influence on the consumer's decision to 
engage in online shopping [4]-[6]. Other studies have also 
determined that consumer online shopping behavior is 
influenced by factors such as individual perception, consumer 
psycho-demographic characteristics, website characteristics, 
and importantly, the social factor [7]-[9]. The shifting of 
traditional markets to the online arena has raised some 
for modern day consumers which influences their desire to 
purchase online. The security and safety of payment and credit 
cards, preserving the privacy of online shoppers, consumer 
cognition, and consumer internet experience are considered as 
the major factors influencing the decision of the modern day 
consumer to shop online [10]. 

The individual characteristics of the consumer, 
environmental factors such as market concentration and 
national and intentional regulations, product characteristics 
such as quality and knowledge of a product, online 
environment characteristics such as security and quality and 
the online organization attributes also are important elements 
influencing online shopping [11]. Online shopping consumers 
can be classified into four groups such as exploration, 
entertaining, shopping and information shoppers [12].  

The objective of this research paper is to examine the 
factors determining the continuance usage of the online 
mobile payment of WECHAT users in China.  

The rest of the paper is organized as follows: the research 
theoretical framework, research model, research hypotheses, 
future research, and conclusion. 

II.  RESEARCH THEORETICAL FRAMEWORK 

Technology Acceptance Model (TAM) and the Diffusion of 
Innovation Theory (DOI) will be used as the theoretical 
framework of this study. TAM and DOI are briefly explained 
below: 

A. Technology Acceptance Model (TAM) 

The Technology Acceptance Model developed by Davis 
is considered as a powerful model capable of explaining the 
user adoption and acceptance of technology applications. 
According to TAM, the two important cognitive beliefs that 
affect the adoption of technology are perceived usefulness 
and perceived ease of use (PEOU). PU is defined as, the user’s 
hope that the use of a technology would enable them to 
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accomplish his or her expected task/job [13], while PEOU is 
user’s trust that the use of a technology would be free of effort 
[13]. These two factors (PEOU and PU) are significant 

predictors of the behavioral intention to use [13]. The 
Technology Acceptance Model is depicted in Fig. 1. 

 

 

Fig. 1 Technology Acceptance Model (TAM) [13] 
 

TABLE I 
TAM, DOI, E-COMMERCE ADOPTION STUDIES 

Findings Source 
TAM was extended to include predictors such as process satisfaction, outcome satisfaction, expectations, and e-commerce use to explore the actual 

behavior in E-commerce environment. 
[21] 

TAM was also modified to include factors such as trust, social presence and perceived enjoyment to determine consumers’ intention to adopt online 
shopping. 

[22] 

Using TAM to determine the factors contributing to the users’ intention to adopt and use e-commerce, it was shown that PU, PEOU and perceived 
enjoyment were a significant predictor of user adoption of e-commerce. 

[23] 

Applying the DOI model demonstrated that voluntariness, relative advantage, ease of use, compatibility, trialability, demonstrability, and image had a 
positive impact on the adoption of online shopping in India. 

[24] 

In a similar study, it was revealed that relative advantage, triability, and observability affect positively the adoption of e-commerce. However, 
company culture negatively affects the adoption of e-commerce and complexity does not have a significant impact on the adoption of e-commerce. 

[25] 

Exploring the factors influencing trust on the performance of social commerce, it was found that consumer’s trust in e-commerce has a significant 
positive impact on trust in social commerce and relative advantage. Perceived relative advantage and result, demonstrability positively affected 

consumers trust in social commerce. Trust in social commerce positively affects consumer intention to use. However, perceived risk negatively affects 
the consumer’s intention to use. 

[26] 

 
Similar studies have confirmed the significant impact of 

PEOU and PU on the behavioral intention to use [14]-[18]. 

B. DOI (Diffusion of Innovation Theory) 

The Diffusion of Innovation (DOI) theory was proposed by 
Rogers [19]. This theory seeks to explain why new 
phenomenon such as technology is adopted and used by 
individuals/users. DOI is projected to provide richer 
perspectives on the adoption of new technology related 
applications such as e-commerce [20]. According to DOI, the 
main factors determining the adoption and use of an 
innovation are Relative Advantage, Compatibility, 
Complexity, Triability, and Observability [19].  

C. TAM, DOI and E-commerce Adoption Studies 

Table I indicates the recent adoption studies applying the 
TAM and DOI as its theoretical foundations. 

III. RESEARCH MODEL 

The research model is shown in Fig. 2. Predictors such as 
PU, PEOU, perceived service quality, social influence, trust in 
the internet, internet self-efficacy, relative advantage, 
compatibility, and complexity are the independent variables. 

They have a direct impact on the continuance intention to use 
mobile payment apps. Internet self-efficacy has a direct impact 
on the PEOU of mobile payment apps, while perceived ease of 
use has a positive impact on the PU of mobile payment apps. 
PEOU also has a direct impact on the perceived service 
of mobile payment apps. 

IV. RESEARCH HYPOTHESES 

This study will examine the following research hypotheses 
based on the research model shown in Fig. 2.  
H1. PU of mobile payment apps has a direct impact on the 
continuance intention to use mobile payment apps. 
H2. PEOU of mobile payment apps has a direct impact on the 
continuance intention to use mobile payment apps. 
H3. Perceived service quality of mobile payment apps has a 
direct impact on the continuance intention to use mobile 
payment apps. 
H4. Social influence has a direct impact on the continuance 
intention to use mobile payment apps. 
H5. Trust in the internet has a direct impact on the 
continuance intention to use mobile payment apps. 
H6. Internet self-efficacy has a direct impact on the 
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continuance intention to use mobile payment apps. 
H7. Relative advantage has a direct impact on the 
continuance intention to use mobile payment apps. 
H8. Compatibility has a direct impact on the continuance 
intention to use mobile payment apps. 
H9. Complexity has a direct impact on the continuance 
intention to use mobile payment apps. 
H10. PEOU of mobile payment apps has a direct impact on the 
PU of mobile payment apps. 
H11. PEOU of mobile payment apps has a direct impact on the 
perceived service quality of mobile payment apps. 
H12. Internet self-efficacy has a direct impact on the PEOU 
mobile payment apps. 

 

 

Fig. 2 Proposed Research Model 

V. FUTURE RESEARCH 

Future research has to be conducted for the completion of 
this study. A detailed literature review will be conducted. A 
research questionnaire instrument would be designed and 
administered to the targeted population of this study. The 
instrument will first be pre-tested and piloted before the actual 
data collection exercise. Pretesting is considered as very 
important to validate the measurement of phenomena through 
a survey methodology [27]. It has been extensively discussed 
in the literature that one of the challenges of research 
questionnaire design is the phenomenon that targeted 
respondents often misread or misinterpreted the questions in 
the instrument [28], [29]. Hence it has been suggested that 
pretesting is a way of checking that questions in the 
questionnaire instruments are understood as intended by the 
potential respondents [30]. In addition pretesting has the 
potential to reduce visible errors and maximize the response 
rate of the instruments [31], [32]. 

One of the crucial steps in the validation of the 

instrument is the piloting stage. The piloting may be 
to test the adequacy of the research instruments, assess the 
feasibility of the study, design a research protocol and assess 
whether the research protocols are realistic and can work as 
expected [33]. It also can be used to determine if the sampling 
frame and technique to be applied are effective and to assess 
data analysis techniques to unearth potential challenges [33]. 
Furthermore piloting can be used as a baseline to convince 
funding institutions that a proposed research team is 
and knowledgeable and that the study is feasible and deserves 
to be funded [33]. 

VI. CONCLUSION 

Online shopping has brought about a momentous change in 
the way traditional consumers purchase goods and services. 
The online shopping environment has provided the consumer 
with diverse opportunities with regard to deciding which 
products and services to purchase online. New technologies 
such as the internet (mobile technology) have become the 
most convenient method for the consumer to engage in 
shopping online. The conduct and completion of this study 
would provide important useful insight into the factors 
influencing WECHAT users in China to continuously 
undertake payments online.  
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