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Abstract 
 

Amid the COVID-19 pandemic, significant changes have unfolded in people's lives. 
Growing concerns over infection risks have shifted consumer habits, increasingly draw-
ing them towards mobile payments and other contactless payment methods. This study 
employs the Technology Acceptance Model (TAM), supplemented by variables such as 
perceived epidemic risk, social influence, and convenience, to explore factors influencing 
the intention to use mobile payments in Taiwan during the pandemic. Utilizing an online 
survey method, this study collected 302 responses, and after filtering out invalid ones, 
274 valid questionnaires were analyzed with SPSS software. The findings reveal that so-
cial influences positively affect perceived epidemic risk and perceived usefulness; con-
venience enhances perceived usefulness and ease of use; perceived ease of use boosts 
perceived usefulness; and perceived epidemic risk, usefulness, and ease of use collec-
tively foster a stronger intention to utilize mobile payments. This study presents recom-
mendations to promote the adoption of mobile payments, aiming to contribute to their 
widespread acceptance. It concludes with a discussion on research limitations and sug-
gestions for future inquiry, providing a reference for researchers interested in similar top-
ics. 
 
Key words: COVID-19, Technology Acceptance Model, Mobile Payment, Convenience, 

Perceived Epidemic Risk, Social Influence, Intention to Use 
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Introduction 
 
 The widespread adoption of mo-
bile devices and the internet has revolu-
tionized consumer transaction patterns. 
Beyond physical cash and cards, con-
sumers can now link various cards to 
their smartphones for direct payments. 
Mobile payments offer consumers the 
convenience of not carrying cash or wor-
rying about change, enhancing checkout 
efficiency. They also allow for the im-
mediate review of transaction histories, 
helping users manage their finances (Liu, 
2019). For businesses, mobile payments 
eliminate the risks associated with coun-
terfeit cash, address hygiene concerns 
related to handling money post-
transaction, save on card reader rental 
fees, and enable the aggregation of con-
sumer shopping habits and transaction 
data for better sales and marketing 
strategies (Wu, 2022). 
 
 Triggered by the COVID-19 out-
break, countries worldwide implemented 
quarantine and lockdown measures to 
curb the spread, prompting people to 
minimize physical interactions to reduce 
infection risks. This led to the preva-
lence of contactless services and a boom 
in the home economy. The catering in-
dustry, for instance, saw an increase in 
establishments offering delivery or take-
away services to accommodate home-
bound consumers (Poon & Tung, 2024). 
Amidst the ongoing pandemic, consumer 
concerns about infection risks have 
spurred the demand for contactless ser-
vices, with over 70% of physical trans-
actions in Taiwan are conducted through 
contactless payments (Wen, 2021). 
 

 A survey by MasterCard News 
Center in 2021 highlighted the pan-
demic’s role in elevating health aware-
ness, with over 70% of participants re-
porting an increase in mobile payment 
usage (Business Times, 2021). The sur-
vey also noted a significant rise in 
“heavy users” who use mobile payments 
daily, indicating a growing preference to 
minimize the use of physical currency. 
It’s clear that with the enhancement of 
Taiwan's internet infrastructure and the 
rapid proliferation of mobile devices, the 
obstacles presented by hardware are be-
coming obsolete. The government’s vig-
orous promotion of mobile payments, 
through the formulation of relevant regu-
lations, expansion of usage areas, and 
improvement of consumer experiences, 
aims to boost usage rates.  
 
 Furthermore, the pandemic has 
encouraged consumers to limit physical 
contact and reduce the frequency of us-
ing tangible currencies like cash, making 
mobile payments an increasingly attrac-
tive option. This shift in consumer be-
havior has led to a swift increase in the 
number of mobile payment users and 
transaction volumes, alongside a signifi-
cant rise in daily and heavy users. 
While numerous studies have explored 
factors affecting consumers’ intentions 
to use mobile payments, research spe-
cifically linking mobile payments with 
the pandemic is relatively scarce.  
 
 Based on the research back-
ground and motivation, the study used 
Technology Acceptance Model as theo-
retical basis and incorporating external 
variables like perceived epidemic risk, 
convenience, and social influence.  This 
study targets consumers who have util-



2024-1374 IJOI 
https://www.ijoi-online.org/ 

 
The International Journal of Organizational Innovation 

Volume 17 Number 1, July 2024 

57 

ized mobile payments during the pan-
demic in order to examine which factors 
influence the intention to use mobile 
payments.  
 

Literature Review 
 

Mobile Payment 
 

 Mobile payments can be catego-
rized into proximity payments and re-
mote payments based on the payment 
methods utilized. Proximity payments 
rely on technologies such as Wireless 
Application Protocol (WAP), QR codes, 
and Near Field Communication (NFC). 
These transactions require the mobile 
device to be close to a merchant's sens-
ing equipment. Conversely, remote 
payments are typically used for online 
shopping where the transaction can be 
completed without physical contact by 
connecting to the internet and using pre-
registered electronic wallets or credit 
cards for payment. Examples include 
SMS payments and online payments on 
shopping websites. 
 
 In Taiwan, the rise of mobile 
payments has been accelerated in recent 
years due to the ongoing pandemic and 
the surge in contactless services. During 
the pandemic, there was a significant 
increase in the use of online channels, 
and the trend of consumers engaging in 
online shopping through internet plat-
forms is expected to continue evolving. 
According to a report by Ji (2020), the 
number of monthly transactions using 
credit cards on catering delivery plat-
forms saw a dramatic increase from less 
than 250,000 transactions in October 
2018, with expenditures below one hun-
dred million, to over 2 million transac-

tions per month by September 2019, 
with expenditures exceeding five hun-
dred million. This indicates that con-
sumers, aiming to reduce infection risks, 
have shown a preference for contactless 
shopping and payment methods during 
the pandemic. The growing concerns 
about transmission risks have fueled the 
expansion of food delivery platforms 
and led to the widespread adoption of 
digital payments and e-wallets (CIO 
Taiwan, 2022). 
 
 Furthermore, a 2021 survey by 
MIC, the institute of industrial intelli-
gence revealed that during the latter half 
of 2020, amidst the pandemic, 25.1% of 
users who used mobile payments more 
than 11 times a month were considered 
"active users," a figure that rose by 
11.2% compared to 2019. For the first 
time, "daily users" were identified, indi-
cating a steady increase in the frequency 
of mobile payment usage among con-
sumers due to the pandemic’s impact. 
The 2021 survey by the GSMA, is a 
global organization also showed that the 
average daily transaction volume of 
global mobile payments continues to rise. 
Influenced by the pandemic and changes 
in consumer habits, the use of mobile 
payments, both in terms of consumer 
numbers and transaction volumes, is ex-
pected to significantly increase in the 
next two years. 
 

Technology Acceptance Model 
 

 The Technology Acceptance 
Model (TAM), proposed by Davis 
(1989), evolves from the “Theory of 
Reasoned Action” (TRA) by Fishbein 
and Ajzen (1975) and the “Theory of 
Planned Behaviour” (TPB) by Ajzen 
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(1985). The structure of the TAM is de-
picted in Figure 1. The dimensions of the 
TAM are described as follows.  
 
External Variables:  
 These include external factors 
that could potentially influence users’ 
perceptions of system usefulness and 
ease of use, encompassing the user’s ex-
ternal environment and personal charac-
teristics (Davis & Venkatesh, 1996). 
There is no fixed model for external 
variables, and researchers can select ap-
propriate variables based on different 
topics. Perceived Usefulness: This refers 
to the degree to which a user believes 
that using a particular technology or sys-
tem will enhance their job performance 
and reduce effort (Liu, 2019). If users 
perceive the system or technology as 
easy to use, they are likely to believe it 
will improve their current or future job 
performance and allow them to accom-
plish more work with the same effort 
(Davis, 1989). 
  
Perceived Ease of Use:  
 This represents users' perception 
of how easy a technology or system is to 
use (Davis, 1989). The simpler the op-
eration of new technology or system, the 
more confident and positively users feel 
about using the system. Attitude toward 
Using: Attitude refers to an individual’s 
feeling based on their subjective beliefs 
that influence their performance of spe-
cific behaviours (Fishbein and Ajzen, 
1975). Attitudes are simultaneously in-
fluenced by perceived usefulness and 
perceived ease of use. Behavioural In-
tention to Use: This indicates the level of 
willingness of users to engage with new 
technologies or systems (Fishbein and 
Ajzen, 1975; Peng& Yan, 2022). It 

represents the strength of users’ inten-
tion towards new technology or systems, 
determining the actual extent of use. Be-
havioural intention is usually influenced 
by users’ attitudes and perceived useful-
ness. Actual System Use: This refers to 
the actual actions undertaken by users as 
influenced by the aforementioned di-
mensions. Actual behaviour is directly 
impacted by the intention to use, where 
the stronger the user’s intention to per-
form a specific action, the higher the 
likelihood of its execution (Fishbein and 
Ajzen, 1975; Taylor & Todd, 1995). 
 

Social Influence 
 

 According to Venkatesh et al. 
(2003) in the Unified Theory of Accep-
tance and Use of Technology (UTAUT), 
social influence encompasses sub-
dimensions such as ‘subjective norms”, 
“social factors”, and “public image”. It 
refers to the perceived pressure from the 
social environment that potentially influ-
ences an individual's decision to engage 
or not engage in a specific behaviour. 
Kelly and Palaniappan (2023) consider 
social influence as the extent to which 
the user perceives that people important 
to them believe they should use the new 
technology or system. Lopez-Nicolas et 
al. (2008) have highlighted that the sig-
nificance of social influence in the adop-
tion of advanced mobile services has 
been underestimated in past research.  
  
 Koenig-Lewis (2015) also em-
phasizes the critical role of a user's so-
cial environment in the adoption process 
of mobile payments, making the promo-
tion of mobile payment services through 
word-of-mouth by opinion leaders essen-
tial for faster dissemination among youth. 
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Studies by Xie et al. (2023) demonstrate 
that individual behaviour is influenced 
by the social environment under risky 
situations like SARS. Zhao and Bacao 
(2021) argue that during the COVID-19 
pandemic, the advice of significant oth-
ers gain more importance in personal 
decision-making and actions. Daragmeh 
et al. (2021) point out that news about 
COVID-19, safety measures, and con-
cerns generally spread through tradi-
tional media, social media, or other 
means, significantly altering the way 
consumers perform daily activities. This 
study adopts Daragmeh et al. (2021)’s 
research, defining social influence as the 
degree to which significant others affect 
consumers' decision-making process re-
garding adopting mobile payments dur-
ing the pandemic. 
 

Convenience 
 

 Brown (1989) and Dai et al. 
(2008) view convenience as the energy 
and time expended by consumers in 
conducting transactions, not as a charac-
teristic or attribute of the product. Berry 
(2002) identifies the core of convenience 
as the non-monetary costs to consumers, 
defining it as “the consumer’s perception 
of time and effort savings when purchas-
ing or using services”. Brown (1989) 
suggests that adding more convenience 
to providers’ products and services can 
enhance consumers’ willingness to util-
ize them. As life’s pace accelerates, the 
demand for convenience also grows. 
Traditional payment methods can cause 
consumers to waste time on meaningless 
activities like waiting for change or 
queuing, leading to unnecessary con-
sumption of time and energy. Therefore, 
if mobile payments offer significant 

convenience and faster transaction com-
pletion, consumers are more inclined to 
adopt them. Wijaya et al. (2021) note 
that convenience is a crucial aspect of 
mobile payments, is affecting the fre-
quency and volume of consumer transac-
tions. Their findings indicate that mobile 
payments positively impact payment 
convenience and positively influence 
consumers' willingness to use them. This 
study, referencing Berry (2002), defines 
convenience as consumers’ perception of 
the effort and time involved when using 
or purchasing services. 
 

Perceived Epidemic Risk 
 
 Aji et al. (2020) observe that per-
ceptions of COVID-19 risk and per-
ceived usefulness directly influence the 
intention to use e-wallets. Following the 
outbreak of COVID-19, reports sug-
gested that cash might carry the virus; 
many merchants and institutions encour-
aged using e-wallets for payments, lead-
ing to a perceived risk associated with 
cash usage and an increased willingness 
to employ contactless payment methods 
like e-wallets. Research by Sreelakshmi 
and Prathap (2020) found that perceived 
severity, susceptibility, and self-efficacy 
significantly impact the intention to use 
mobile payment services. The COVID-
19 pandemic has heightened public con-
cerns about virus transmission through 
cash and plastic currency (e.g., credit 
cards). In such circumstances, using con-
tactless payments, including mobile 
payment systems, helps prevent the 
spread of the epidemic, thus adopting 
mobile payment is considered a preven-
tative behaviour.  
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 Synthesizing findings from 
scholars, it’s evident that consumer con-
cerns about the pandemic positively in-
fluence the intention to use mobile pay-
ments (Aji et al., 2020; Daragmeh et al., 
2021; Zhao and Bacao, 2021; Sreelak-
shmi and Prathap, 2020). Some scholars 
also believe that consumers, influenced 
by the risk of infection and concerns 
about the potential virus on physical cur-
rency, are more inclined to use mobile 
payments (Deloitte, 2020).  In conclu-
sion, the primary reasons consumers opt 
for mobile payments during the pan-
demic are twofold: 1. Concern over the 
virus on physical currency, leading to a 
preference for contactless payment 
methods. 2. The belief that using mobile 
payments during the pandemic is con-
venient and safe, effectively reducing the 
risk of infection and maintaining social 
distance. This study further hypothesizes 
that if mobile payments satisfy the need 
to minimize contact and infection risk, 
consumers will regard mobile payment 
as a more useful and reliable payment 
method than traditional payments during 
the pandemic. 
 

Research Methodology 
 

Research Framework, Hypotheses and 
Operational Definitions 

  
 Informed by the research objec-
tives and the literature review, this study 
develops a research framework as de-
picted in Figure 1, alongside formulating 
research hypotheses. Employing the 
Technology Acceptance Model (TAM) 
proposed by Davis (1989) as the founda-
tional structure, this study incorporates 
three external variables: perceived epi-
demic risk, social influence, and conven-

ience. The aim is to identify factors in-
fluencing consumers' intention to use 
mobile payments during the pandemic. 
 
 Building on the aforementioned 
literature, this study synthesizes schol-
arly findings to propose the following 
hypotheses: 
 
H1: Perceived epidemic risk positively 

influences the intention to use. 
 
H2: Social influence positively affects 

the perceived epidemic risk. 
 
H3: Social influence positively affects 

perceived usefulness. 
 
H4: Convenience positively affects per-

ceived usefulness. 
 
H5: Convenience positively affects per-

ceived ease of use. 
 
H6: Perceived usefulness positively in-

fluences the intention to use. 
 
H7: Perceived ease of use positively af-

fects perceived usefulness. 
 
H8: Perceived ease of use positively in-

fluences the intention to use. 
  
 This study builds its operational 
definitions of variables on previous re-
search and literature, ensuring that the 
original meaning is preserved while 
aligning with the study’s objectives. The 
operational definitions as follows:  
 
Perceived epidemic risk refers to con-
sumers’ perceived susceptibility to infec-
tion through the use of physical curren-
cies and cards during the pandemic 
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(Sreelakshmi & Prathap, 2023). Social 
influence is the degree to which con-
sumers, during the pandemic, are influ-
enced by others (e.g., media, relatives, 
experts, or celebrities) in their decision-
making regarding the adoption of mobile 
payments. Convenience is consumers' 
perception of the effort and time savings 
when using or purchasing services. Per-
ceived usefulness is the extent to which 
consumers believe using mobile pay-
ments during the pandemic is beneficial. 
Perceived ease of use is how easy con-
sumers believe it is to operate mobile 
payment applications. Intention to use is 
the consumers' willingness to use mobile 

payments during the pandemic (Darag-
meh et al., 2021). 
 
Convenience refers to the perception of 
energy and time when consumers use or 
purchase services (Berry, 2002). Per-
ceived utility refers to the extent to 
which consumers feel that using mobile 
payments during an outbreak is useful 
(Zhao & Bacao, 2021). Perceived ease of 
use refers to the degree to which con-
sumers feel that mobile payment appli-
cations are easy to operate (Haritha, 
2023). Intention to use refers to the will 
of consumers to use mobile payments 
during the epidemic (Zhao & Bacao, 
2021).

 
 
 
 
 
 
 
 
 
 
 

 
Figure 1.   Research framework 

 

Research Design 

 This study aims to explore the 
impact of various factors on the intention 
to use mobile payments, targeting con-
sumers who have used mobile payment 
during the pandemic. An anonymous 
survey is conducted to minimize cogni-
tive discrepancies, allowing respondents 
to select the most appropriate answers 
based on their actual usage and percep-
tions. The survey, distributed via Google 

Forms through platforms such as Face-
book and Dcard, aims for a sample size 
of at least 200 but not more than 500, 
aligning with recommendations by 
Schumacker and Lomax (2004) and 
Anderson and Gerbing (1988) on sample 
stability and model fit. The questionnaire 
comprises two parts: the first part col-
lects basic personal information from 
respondents to understand how individ-
ual backgrounds and characteristics 
might affect their intention to use mobile 

H2 

H1 

H3 

H4 

    Perceived 
Epidemic Risk 

     Convenience 

 

     Social Influ-
ence 

 Intention to Use 

  Perceived Usefulness 

  Perceived Ease of Use 

H5 

H6 

H8 

H7 
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payments during the pandemic. The sec-
ond part measures the study’s variables: 
perceived epidemic risk, social influence, 
convenience, perceived usefulness, per-
ceived ease of use, and intention to use. 
This section employs a Likert five-point 
scale ranging from “strongly disagree 
(1)” to “strongly agree (5)”, drawing on 
scales developed by past scholars and 
adapted to the study's purposes without 
altering their original intent. 
 
 The study employs a question-
naire survey for sample collection, using 
SPSS for data analysis post-elimination 
of invalid responses. The statistical 
analysis includes descriptive statistics, 
reliability analysis, validity analysis, cor-
relation analysis, and regression analysis 
to interpret the results and validate the 
research hypotheses. 
 

Data Analysis Results 
 

 This study targeted consumers 
who utilized mobile payments during the 
pandemic, employing an anonymous re-
sponse format and disseminating the 
survey via social networks and platforms 
like Dcard and Facebook groups. The 
collection takes in 1 week, which yields 
302 responses. After excluding 28 inva-
lid responses, 274 valid questionnaires 
remained, marking an effective response 
rate of 91%. 

 
Descriptive Statistical Analysis 

 
 Analysis of the 274 question-
naires revealed the following demo-
graphic breakdowns: Gender: The ma-
jority of respondents were female, ac-
counting for 71.9% (197 individuals), 
while male respondents made up 28.1% 

(77 individuals). Age: The most popu-
lous age group was 21 to 30 years, rep-
resenting 60.6% (166 individuals) of re-
spondents. Education Level: A signifi-
cant majority of respondents had univer-
sity-level education, comprising 71.9% 
(197 individuals), followed by 19.7% 
(54 individuals) with postgraduate (Mas-
ters or PhD) qualifications. Occupation: 
Students formed the largest occupational 
group at 43% (117 individuals). In terms 
of monthly disposable income, the larg-
est group had less than NT$19,999, rep-
resenting 44.5% (122 individuals), fol-
lowed by those earning NT$30,000 to 
NT$39,999 at 17.5% (48 individuals). 

 
Reliability and Validity Analysis 

 
 In this study, the consistency of 
items within the same construct was 
measured using Cronbach’s α coefficient. 
The alpha values for the constructs are 
0.844, 0.844, 0.777, 0.823, 0.889, and 
0.910, all exceeding the 0.7 threshold, in 
line with Nunnally’s (1994) standards. 
This indicates a high degree of reliability 
and internal consistency within the con-
structs. Furthermore, the Kaiser-Meyer-
Olkin Measure of Sampling Adequacy 
(KMO MSA) values for all constructs 
exceeded 0.5, and Bartlett’s Test of 
Sphericity was significant (P<0.001) for 
each, suggesting that the scales are valid 
and suitable for factor analysis. 
 
 The study evaluated convergent 
validity using factor loadings, composite 
reliability (CR), and average variance 
extracted (AVE). Before assessing con-
vergent validity, a cross-loading matrix 
was used to verify if the factor loadings 
of cross-corresponding constructs were 
higher than those of other items. It was 
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found that the factor loading for the per-
ceived epidemic risk item A3 was lower 
than for other items, indicating lower 
internal consistency and distinctiveness 
from other items within the same con-
struct. Hence, this item was removed 
from the study. After deletion, the factor 

loadings for each construct as indicated 
in Table 1, showed that all construct 
cross-loadings were higher than those 
for other items, indicating better internal 
consistency within the study’s constructs 
and clear differentiation from other con-
structs. 

 
Table 1. Factor loadings after item deletion 

 
Research Variable Item Factor Loadings 

A1 0.197 0.263 0.101 0.149 0.864 
Perceived Epidemic Risk 

A2 0.238 0.300 0.133 0.137 0.844 

B1 0.072 0.795 0.123 0.107 0.289 

B2 0.123 0.757 0.073 0.244 0.203 

B3 0.201 0.822 0.093 0.079 -0.031 
Social Influence 

B4 0.285 0.696 0.148 0.068 0.256 

C1 0.326 0.059 0.671 0.208 0.021 

C2 0.365 0.069 0.752 0.212 0.040 

C3 0.342 0.074 0.775 0.268 0.045 
Convenience 

C4 0.103 0.257 0.649 -0.026 0.241 

D1 0.336 0.109 0.324 0.578 0.191 

D2 0.214 0.188 0.201 0.839 0.084 Perceived Usefulness 

D3 0.272 0.170 0.124 0.825 0.114 

E1 0.766 0.144 0.166 0.133 0.039 

E2 0.596 0.271 0.354 0.231 0.069 

E3 0.821 0.135 0.273 0.129 0.029 
Perceived Ease of Use 

E4 0.794 0.177 0.244 0.154 0.067 

F1 0.742 0.148 0.145 0.237 0.309 

F2 0.787 0.147 0.209 0.209 0.217 Intention to Use 

F3 0.688 0.107 0.238 0.188 0.256 

 
 After the deletion process, the 
standardized factor loadings for each 
construct ranged from 0.578 to 0.864, all 
above the threshold of 0.5. This demon-
strates that the observed variables ade-
quately reflect their corresponding latent 
constructs. Additionally, the composite 
reliability values ranged between 0.784 
and 0.852, all surpassing the threshold of 
0.6; and the AVEs ranged between 0.509 
and 0.591, exceeding the 0.5 threshold, 
indicating a significant contribution from 

observed variables over error (Fornell & 
Larcker, 1981). These findings suggest 
good internal consistency across the 
study’s constructs and adequate meas-
urement of variable performance. More-
over, the square roots of the AVE for 
each construct (as seen in Table 3) are 
0.757, 0.769, 0.713, 0.757, 0.750, and 
0.742, all exceeding the correlation coef-
ficients with other constructs. This dem-
onstrates a degree of discriminant valid-
ity, indicating that the constructs are 
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Table 2. Square root of AVE correlation matrix 
 

 PER SI C PU PEU IOU 

Perceived Epidemic Risk (PER) 0.757      
Social Influence (SI) 0.541 0.769     

Convenience (C) 0.364 0.390 0.713    
Perceived Usefulness (PU) 0.411 0.424 0.538 0.757   

Perceived Ease of Use (PEU) 0.405 0.428 0.619 0.562 0.750  
Intention to Use (IOU) 0.478 0.438 0.578 0.564 0.725 0.742 

 
sufficiently distinct from one another, 
confirming the study’s scales possess 
good discriminant validity. 

 
Correlation Analysis 

 
 For correlation analysis, this 
study employed Pearson’s correlation 
coefficient. The correlation matrix for 
the constructs of the study is presented 

in Table 4-7, where all constructs show 
significant relationships, indicating co-
variance and positive relations between 
them. With all coefficients not exceeding 
0.9, the constructs demonstrate a degree 
of distinctiveness and independence 
from one another. Thus, there is no need 
for further collinearity analysis within 
this study. 

 
 

Table 3. Correlation matrix of constructs 
 

 PER SI C PU PEU IOU 

PER 1      

SI 0.541** 1     

C 0.364** 0.390** 1    

PU 0.411** 0.424** 0.538** 1   

PEU 0.405** 0.428** 0.619** 0.562** 1  

IOU 0.478** 0.438** 0.578** 0.564** 0.725** 1 

**. Correlation is significant at the 0.01 level (2-tailed). 
 

Regression Analysis 
  
 The study utilized linear regres-
sion analysis to examine the causal rela-
tionships between independent (predic-
tor) variables and the dependent (out-
come) variable, verifying the existence 
of significant correlations and testing the 
validity of the research hypotheses. The 
results are presented in Table 4. 
 

 The perceptual risk of an epi-
demic explanation variable R2 for the 
use of an intentional regression model is 
0.229, indicating that the inclusion of 
this variable has an additional explana-
tory value of 22.9 per cent for the inten-
tional variation of the use, reaching a 
significant level after the F assessment 
(F=80.770, P<0.001), representing the 
higher risk of the respondent’s percep-
tion of the epidemics, the higher the 
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willingness to pay for their actions by 
using it, and the perceptive risk of a dis-
ease to influence the intention of behav-

ior (β=0.478, P<0,001), the study as-
sumption H1 is established. 

 
  

Table 4. Regression Analysis of Constructs 
 

Constructs β R2 Adj.R2 t value F value P value 

Perceived Epidemic Risk -Intention to Use 0.478 0.229 0.226 8.987 80.770 0.000 
Social Influence-Perceived Epidemic Risk 0.541 0.293 0.290 10.605 112.469 0.000 
Social Influence- Perceived Usefulness 0.424 0.180 0.177 7.730 59.752 0.000 
Convenience-Perceived Usefulness 0.538 0.290 0.287 10.530 110.877 0.000 
Convenience-Perceived Ease of Use 0.619 0.383 0.380 12.986 168.639 0.000 
Perceived Usefulness-Intention to Use 0.564 0.318 0.316 11.274 127.093 0.000 
Perceived Ease of Use-Perceived Usefulness 0.562 0.316 0.314 11.213 125.739 0.000 
Perceived Ease of Use-Intention to Use 0.725 0.525 0.524 17.353 301.137 0.000 

 
 The social influence interpreta-
tion variable R2 for the perceived risk 
regression model is 0.293, indicating 
that adding this variable to the percep-
tion risk variable has an additional ex-
planation of 29.3%, after the F assess-
ment result (F=112.469, P<0.001) 
reached a significant level, representing 
the influence of important people, in-
creased perception of risk of the epi-
demic, social influence is in the direction 
of influencing the risk of perceiving epi-
demics (β=0.541P <0.001), the study 
hypothesis H2 was established. 
   
 The social influence interpreta-
tion variable R2 for the perceptual use-
fulness regression model is 0.180, indi-
cating that adding this variable to the 
perceptive usefulness variation has an 
added explanation of 18%, after the F 
evaluation result (F=59.752, P<0.001) 
reached a significant level, representing 
the respondent being influenced by im-
portant others, believing that action 
payment is useful for reducing the risk 
of infection, social impact is on the in-
fluence of perceptive utility (β=0.424, P 

<0.001), the study assumption H3 is es-
tablished. 
 
 The interpretation variable R2 for 
the perceptual utility regression model is 
0.290, indicating that adding this vari-
able has an added explanation of the 
perceptive utility variation of 29%, after 
the F evaluation result (F=110.877, P 
value <0.001) all reached a significant 
level, representing the more convenient 
action is paid, the respondents will find 
it more useful to reduce the risk of infec-
tion, the convenience will be in the di-
rection of influencing perceptive useful-
ness (β=0.538,P<0.001), the study as-
sumption H4 established. 
 
 The interpretation variable R2 for 
the perceptual usability regression model 
is 0.383, indicating that adding this vari-
able has an additional explanation of the 
perceptive usability variation of 38.3%, 
after the F evaluation result (F=168.639, 
P value <0.001) are all significant levels, 
representing the more convenient action 
is paid, the respondents will also think of 
its higher usability, the convenience will 
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be influencing the perception usability 
(β=0.619, P<0.001), the study assump-
tion H5 is established. 
 
 The interpretation variable R2 of 
the perceptual utility regression model is 
0.316, which indicates that the addition 
of perceptive utility has an additional 
explanation of perceptional utility varia-
tion of 31.6%, after the F test result 
(F=125.739, P value <0.001) reaches a 
significant level, representing the lower 
the learning difficulty of behavioral pay, 
the respondent will think that its utility is 
higher, the perceptive usability will be in 
the direction of influencing the use in-
tention (β=0.562, P<0.001), the study 
assumption H6 is established. 
 
 Perceptive utility, perceived ease 
of use for the use of intent regression 
model interpretation variable R2 is 0.318, 
0.725, indicating the addition of percep-
tive usefulness, perceptive ease is in-
creased interpretation of the use inten-
tion variable 31.8%, 72.5%, F value is 
127.093, 301.137, P values are less than 
0.001, all are significant levels, repre-
senting that if the respondents believe 
that action payment is effective for re-
ducing the risk of infection, and learning 
is not difficult, will increase the use will, 
perceptual utility and sensory ease will 
all be affecting the use intent (β = 0.564, 
0.725, P value is less than 0,001), the 
study hypothesis H7 and H8 established. 
 

Conclusion 
 

 Based on the results of this study, 
it has been determined that the percep-
tion of epidemic risk positively influ-
ences the intention to use mobile pay-
ments. This is attributed to consumers' 

concerns about the potential of physical 
currency to carry the COVID-19 virus, 
thus, showing a preference for mobile 
payments during the pandemic. Similar 
findings have been echoed in previous 
studies by scholars such as Dewi and 
Immanuel (2020), Daragmeh et al. 
(2021), and Sreelakshmi and Prathap 
(2020), who all noted the positive impact 
of the COVID-19 pandemic on the inten-
tion to use mobile payments. 
 
 Additionally, this study found 
that social influence positively affects 
both the perception of epidemic risk and 
the perceived usefulness of mobile pay-
ments. This suggests that during the 
pandemic, consumers are influenced by 
significant others, enhancing their 
awareness of epidemic risk and the be-
lief that using mobile payments can re-
duce the risk of infection. This finding is 
consistent with previous research, such 
as Zhao and Bacao (2021), which high-
lighted the significant impact of social 
influence on perceived benefits, where 
consumers are influenced by friends and 
family to believe in the efficacy of mo-
bile payments in reducing infection risk. 
 
 The research also revealed that 
convenience positively impacts both 
perceived usefulness and ease of use, 
indicating that consumers find mobile 
payments to be very convenient for sim-
plifying and speeding up the payment 
process. During the pandemic, the fast 
and convenient process provided by mo-
bile payments made consumers view it 
as a useful and reliable payment method, 
supporting the hypotheses H4 and H5. 
 
 Moreover, the study demon-
strated that perceived usefulness signifi-
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cantly influences the intention to use, 
suggesting that consumers recognize the 
utility of mobile payments in minimizing 
direct contact and maintaining social dis-
tance to mitigate COVID-19 transmis-
sion risk, thereby increasing their will-
ingness to adopt mobile payments. This 
aligns with the research by Daragmeh et 
al. (2021) and Zhao and Bacao (2021), 
which identified the positive significant 
effect of the usefulness of mobile pay-
ments on the intention to use. 
 
 Furthermore, perceived ease of 
use was found to have a positive impact 
on both perceived usefulness and the in-
tention to use, indicating that consumers 
do not find it overly difficult to learn and 
set up mobile payments. This suggests 
that the higher the ease of use of mobile 
payments, the higher the consumers' 
perception of its usefulness and their 
willingness to use it, aligning with the 
original assumptions of TAM by Davis 
(1989). 

 
Contributions and practical implications 

 
 The pandemic has led to changes 
in consumer behavior towards mobile 
payment adoption. However, previous 
studies seldom explored the impact of 
epidemic risk on the intention to use 
mobile payments. This study's primary 
contribution lies in its use of the Tech-
nology Acceptance Model (TAM) pro-
posed by Davis (1986), incorporating 
perceived epidemic risk, social influence, 
and convenience to understand the key 
factors affecting mobile payment use 
during the pandemic. It aims to provide a 
foundation for future research and guide 
decisions for businesses and government 

agencies related to mobile payment 
technologies. 
 
 This study highlights the oppor-
tunity for businesses to attract new users 
by enhancing the user-friendliness of 
mobile payments through instructional 
materials and simplified interfaces. Fur-
thermore, it suggests that governments 
promote mobile payment adoption 
through policy incentives, such as tax 
reductions and subsidies, to encourage a 
wider range of merchants, including 
small businesses, to adopt mobile pay-
ments, thereby expanding its application 
and increasing its convenience. 
 
 Businesses can leverage advertis-
ing, promotional discounts, and various 
marketing activities to attract more con-
sumers to their mobile payment solu-
tions. Increasing user numbers not only 
enhances the visibility of the payment 
platform but also fosters new user acqui-
sition through word-of-mouth. Govern-
ments should seize this opportunity to 
advocate for mobile payment systems by 
implementing incentive policies such as 
tax reductions and subsidies, encourag-
ing a wide array of merchants to adopt 
mobile payments. This would be espe-
cially beneficial for smaller vendors like 
night markets and food stalls, broaden-
ing the application landscape and ex-
tending the utility of mobile payments 
for transactions such as paying fines or 
taxes, thereby enhancing their conven-
ience. 
 
 Furthermore, governments can 
engage in awareness campaigns to in-
form the public that contactless pay-
ments like mobile payments can mini-
mize the risk of infection during the 
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pandemic. This initiative aims to build a 
solid understanding of mobile payments 
among merchants and consumers, foster-
ing a willingness to explore and adopt 
this technology. As the adoption rate of 
mobile payments steadily climbs, even 
traditional marketplaces and supermar-
kets are showing interest in adopting this 
technology. However, for many older 
individuals who infrequently use digital 
products, grasping and utilizing mobile 
payments may pose a challenge, leading 
them to prefer traditional payment meth-
ods. Thus, the government could con-
sider utilizing television and radio com-
mercials, preferably in local dialects, to 
advocate for mobile payments coupled 
with straightforward tutorials. Endorse-
ments by authoritative figures (e.g., gov-
ernment representatives) could enhance 
the elderly population's comprehension 
and confidence in mobile payments, po-
tentially increasing their willingness to 
use them. 
 
 With the plethora of mobile 
payment platforms available, consumers 
often face inconvenience when mer-
chants support only a select few, pre-
venting the use of alternative platforms. 
To alleviate consumer frustration and 
inconvenience, the government could 
introduce integration schemes and regu-
lations to facilitate cross-platform pay-
ments. This initiative would eliminate 
the need for consumers to rely on multi-
ple payment platforms simultaneously, 
significantly enhancing the convenience 
of mobile payments. 
 

Limitations, recommendations and  
future suggestions 

 This study faced constraints 
due to limited time and the impact of 
the pandemic, relying primarily on 
distribution through social networks 
and online forums. Despite the ano-
nymity among participants, the analy-
sis revealed a high degree of similarity 
in the demographic data, with an 
overrepresentation of female and stu-
dent respondents, affecting the diver-
sity and representativeness of the 
sample. 

Furthermore, the online survey 
format might not address respon-
dents' queries or misconceptions in 
real-time, potentially skewing the re-
sults. Additionally, incorporating the 
perceived risk of the pandemic as an 
external variable presented challenges 
due to the scarcity of related studies, 
limiting the robustness of the ques-
tionnaire design. Although perceived 
pandemic risk significantly influenced 
usage intention, the survey questions 
offer considerable scope for refine-
ment. 

This study mainly explores the 
pandemic's impact on usage intention, 
acknowledging that usage intention is 
also affected by various other factors. 
Previous studies added trust and per-
ceived security as well as habit, high-
light the multifaceted influences on 
usage intention. It is recommended 
that future researchers broaden the 
research framework to incorporate 
diverse factors for a more comprehen-
sive understanding of what influences 
usage intention. 
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Additionally, enriching the ques-
tionnaire design to include respon-
dent's residential area preferred mo-
bile payment brands, usage frequency, 
and average spending can offer a more 
detailed insight into the participants' 
backgrounds and mobile payment us-
age patterns. Moreover, it's advised to 
avoid limiting sample collection to 
specific communities or networks to 
ensure a broader demographic reach. 
Future studies could consider distrib-
uting paper-based surveys to provide 
immediate clarification on queries or 
misconceptions, minimizing the risk of 
data distortion due to cognitive biases. 
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