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Abstract. In this paper, we have proposed the M-payment method using the smartphone applications, from 

which all electronic transactions such as purchasing, sales and the provision of other financial services can be 

applied. This is the investigation of the UTAUT2 extended theory that can be more appropriate for the 

consumers. The UTAUT2 extended theory is integrated with the service quality, which can be used to 

examine the acceptance potential of the M-Payment user by smartphone devices. The outcomes of this study 

will benefit the financial industry in their effort to initiate an extensive online-payment process in all users, 

especially, in Thailand. 
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1. Introduction  

The current information technology has aimed to the digital era, where all data transaction is gone under 

the online platforms [1]. All sectors, especially the government departments have also laid out a digital 

economy policy, which has as its main concept that the applied usage of information and communication 

technology (ICT) with economic activity is implemented to increase the efficiency and competitiveness of 

the country, which is particularly relevant to areas such as internet banking, electronic commerce, and 

mobile payment. The Mobile-Payment is a process of digital economic activity that includes electronic 

transactions in the purchase, sale or provision of services by smartphone devices [2], where a common type 

of M-Payment is the operational network that links bank accounts and provides for monetary exchange using 

bank deposits [3]. Currently, the efficient digital-payments reduces the cost of operations and it is easy to 

manage transactions of the interbank, money, and capital markets. 

However, the acceptance of M-Payment by the smartphone devices is still unclear, where the focus on 

the user perception of the technology may not be enough. The aspects such as service quality (personal 

innovativeness, customer service, application, and trust) are considered as the main factor that will affect 

internet users’ willingness to use online transactions, which includes the performance expectancy, effort 

expectancy, social influence and facilitating conditions. Many consumers are not willing to use online 

transactions as they are concerned about security risks on the internet [4]. In other words, when tasks become 

more financially complex, technologies will be struggled to meet the task demands [5]. This risk could affect 

user acceptance.  

Therefore, this study intends to examine consumer behaviour on the M-Payment acceptance using the 

smartphone devices by UTAUT2, where the integration with the service quality explains the variance of user 
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acceptance. In addition, this study will consider the acceptance of M-Payment with the intention of enabling 

them to develop their business in future. 

2. Theoretical Foundation 

To discuss the user intentions in using a new technology, prior researchers developed several models 

such as Technology Acceptance Model (TAM), diffusion of innovation (DOI), UTAUT and UTAUT2.  

However, most of the prior studies associated with M-Payments adopted TAM to understand user acceptance 

of a new technology [6], [7], [8]. Although TAM is a useful model in the prediction of user acceptance, the 

perceived usefulness and ease of use do not consider the applicability of the technology and the objective 

usefulness. Therefore, this study applies UTAUT2 to explore factors that influence consumer intentions of 

using M-Payments [9], [10], [11]. 

2.1. Extending the Unified Theory of Acceptance and Use of Technology 

According to research of [12] shown the UTAUT2 was modified from the Unified Theory of Acceptance 

& Use of Technology [13] to explain about consumer behaviour towards technology, the UTAUT has four 

factors (Performance Expectancy, Effort Expectancy, Social Influence and Facilitating Conditions) which 

influence behavioural intentions in the use of technology. Besides that, when UTAUT and UTAUT2 are 

compared, it becomes clear that UTAUT2 includes the three factors (hedonic motivation, price value and 

habit) and uses moderator variables such as gender, age and experience. The constructs of UTAUT2 and the 

definitions of each construct are listed as shown in the previous discussion [8]. 

 

Fig. 1: The model of UTAUT2. 

2.2. Service Quality 

The service quality happens to be recognised and extensively utilised in evaluating M-Payment service 

quality. Customer service quality was linked to product assortment and the varied characteristics of the 

service outcomes [14]. In 2003, DeLone and McLean [15] proposed an updated information system (IS) 

success model in which the service quality construct influences IT use (or intention to use) directly or 

indirectly through user satisfaction. With the advent of the Internet, there was a shift from the organizational 

environment to the online environment, and from the IS users to the e-services users. Consequently, service 

quality represents not only the technical issues of the IT but also the support delivered by the technology [15]. 

Choudhury [16] emphasizes the point that service quality is a multifaceted and multidimensional concept. 

The service quality dimensions recognised in this investigation, according to [15], [17], [18] are trust, 

personal innovativeness, application design, and customer service. 

 Trust is a subjective belief that a party will fulfil their obligations and it plays an important role in 

uncertain financial transactions where users of the system are vulnerable to financial loss [19], [20].  
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In addition, trust is even more important in electronic transactions, which are characterised by 

anonymity and lack of social cues due to spatial separation [21]. Trust can help to reduce high 

perceptions of risk as trust helps users to overcome the uncertainty or anxiety of the behaviour and its 

possible outcomes [22]. 

 Personal innovativeness in the domain of information technology (PIIT) is defined as “the willingness 

of an individual to try out any new information technology” [23]. PIIT is a recent construct in the 

innovation adoption literature as defined by [23] as a trait-oriented abstract construct that is relatively 

invariant across situational considerations. These authors hypothesized that PIIT will moderate the 

effect of key perceptions about a new IT (relative advantage, ease of use, and compatibility) on the 

intentions to use a new IT [24]. 

 Application design is very simple design and clarity, visibility and navigability for customers to be 

able to easily operate. Because if people believe that they will benefit from a high quality application, 

not only will they use the application, but they will also raise their evaluations of its usefulness [25]. 

 Customer service is considered crucial for success and survival in today’s competitive market. But it 

is also important to understand what contributes to customer satisfaction that could be a key to the 

intension to use M-Payment. 

3. Conceptual Framework and Hypothesis Development 

In order to study the factors that affect user intention of M-Payment by a smartphone device, this study 

establishes the proposed model based on the UTAUT2 theory. Although the UTAUT model proposed in the 

background of organizational adoption has relatively good explanatory power, it's not perfectly suitable for 

online payment [26]. However, a recent study suggests integrating different models to get a more 

comprehensive view of achieving the objectives of the research [27]. Therefore, this study will integrate 

UTAUT2 with Service quality. The final model is shown in Figure 2. 

 

Fig. 2: Conceptual framework. 

Based on the original UTAUT2 model, the factor performance expectancy, effort expectancy, social 

influence, facilitating conditions, hedonic motivation, price value, and habit will be applicable to find the 

acceptance of M-Payment users in Thailand. However, age, gender and experience were not applicable in the 

model because M-Payment in Thailand is a new technology that the government is trying to push. Users do 

not have experience in the use of this system [2]. In addition, the construct of price value was not including 

in the conceptual framework model. Because the usage of M-Payment was sent to the user who already uses 

smartphones, there would not be any cost occurred as they use digital payment services by smartphone 

devices [8]. 

Performance expectancy describes a user's belief that the use of M-Payment provides many benefits such 

as convenient payment, efficient payment and fast response [28]. Effort expectancy explains that M-Payment 
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user perceptions did not find difficulties in using the M-Payment system such as ease of use, ease of learning 

and ease of understanding [29]. Social influence includes social factors relating to close family and friends 

which can influence others in the use of M-Payment [28], [30]. Facilitating conditions reflect the effect of a 

user's knowledge, ability and resources such as an Internet connection, device support, the availability of the 

M-Payment application, knowledge and skills as well as other factors that are needed to operate the M-

Payment [13], [28]. Hedonic motivation explains about fun or pleasure derived from using M-Payment [31]. 

Habit reflects the user’s behaviour regarding M-Payment in daily life. The intention of M-Payment is used to 

describe the desire of users to use M-Payment. While the Use of M-Payment is used to describe the intensity 

of use of M-Payment in daily life [28]. In previous research, these six factors included Performance 

Expectancy [8], [11], [32]. Effort expectancy [33], [34], [35] Social influence [9], [11], [36] Facilitating 

conditions [14], [32], [35]. Hedonic motivation [8], [9], [10] and Habit [11], [12], [32] have significant 

impact in the study of acceptance factors for M-Payment services. Therefore this study hypothesized the 

following: 

H1: Performance Expectancy positively affects the Intention of M-Payment to accept M-Payment. 

H2: Effort Expectancy positively affects the Intention of M-Payment to accept M-Payment. 

H3: Social Influence positively affects the Intention of M-Payment to accept M-Payment. 

H4a: Facilitating Conditions positively affects the Intention of M-Payment to accept M-Payment. 

H4b: Facilitating Condition positively affects the Use of M-Payment to accept M-Payment. 

H5: Hedonic Motivation positively affects the Intention of M-Payment to accept M-Payment. 

H6a: Habit positive positively affects the Intention of M-Payment to accept M-Payment. 

H6b: Habit positive positively affects the Use of M-Payment to accept M-Payment. 

H7: Intention of M-Payment positively affects the Use of M-Payment to accept M-Payment. 

In the research model (fig. 2), service quality is added to the UTAUT2 model to explain the continued 

use of M-Payment. The conceptualization of service quality that includes trust, according to [14], [22], [28], 

reflects the function of the degree of risk involved in financial transactions, and the outcome of trust is 

reduced perceived risk, leading to positive intentions toward M-Payment adoption. Personal innovativeness 

reflects the influence of beliefs or perception (ease of use and usefulness) about the use of information 

technology, it was argued, based on Agarwal and Prasad (1998)'s study [23], that individual with higher PIIT 

are expected to develop more positive beliefs about the target technology and this postulation has gained 

empirical support [18]. From [17] and [18] found that PIIT has the significant positive impact on both ease of 

use and usefulness. According to [13], [25], [37], the application design reflects the key approach to ensure 

the application meets visitor's needs to adopt M-Payment. According to [17], [15], [38], customer service 

reflects the responsive, helpful, willing service that responds to customer inquiries quickly. Therefore this 

study hypothesized the following: 

H8a: Trust positively affects the Intention of M-Payment to accept M-Payment. 

H8b: Trust positively affects the Use of M-Payment to accept M-Payment. 

H9: Personal Innovativeness affects the Intention of M-Payment to accept M-Payment. 

H10: Application design positively affects the Intention of M-Payment to accept M-Payment. 

H11: Customer service positively affects the Intention of M-Payment to accept M-Payment. 

4. Contributions 

This study is a proposed model of the M-Payment acceptance using the smartphone devices, especially, 

in Thailand based on the UTAUT2 integrated service quality. The obtained result of this study is shown that 

the create an efficient structure can be explored by the M-Payment acceptance of the smartphone devices. 

Furthermore, the study on this topic is necessary which will be continued. The data will be collected from the 

people (Thai users) through the designed questionnaires, where the determinants of the research model and 

structural equation modelling will be investigated. This model will provide a useful tool to understand and 

predict the user's intention to accept M-Payment using smartphone devices in Thailand. 
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