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Abstract. Using mobile-based payments for transactions can be a method to
maintain social distancing, preventing the spread of the Covid-19 virus. The
continuous usage can be ensured by replacing physical banking transactions,
provided the users are satisfied and convinced of its benefits. Besides, most of
the services have been offered through online platforms, and consumers are
forced to explore online payment options. Hence, this study aims to propose a
conceptual framework of mobile payments adoption and its continuance
intention. The subject of the study constitutes new adopters of mobile payments.
Future research will include validating the proposal framework using empirical
data.
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1 Introduction

The Covid-19 pandemic has devastated the world's economy and financial markets. To
contain the spread and effects of the Covid-19 outbreak, many countries, including
Indonesia, have taken preventive measures to reduce the risk of Covid-19, such as
social distancing policies. Social distancing policies can help to contain the spread of
disease by reducing the possibility of face-to-face or close contact with infected people
and contaminated surfaces [1–3] These social distancing policies support the adoption
of cashless alternative payment methods to avoid physical contact because cash can
accelerate the virus's spread. In addition to social distancing policies, Indonesians are
also faced with working from home and studying from home. With these policies,
many people use e-commerce services as an alternative to meet their needs.

The rapid development of e-commerce, the emergence of new technologies and the
high use of mobile devices have changed the way consumers complete their transac-
tions. It makes mobile payments popular in the community, especially among the
millennial generation. Compared to traditional payments, such as cash and debit/credit
cards, the advantage of mobile payment is in its convenience because it is not limited to
time and place [4]. As an effect of recent e-commerce developments, cashless payments
through digital systems refer to smart payment alternatives in several developing
countries to achieve sustainable competitive advantage.
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The growth of the Internet in Indonesia has driven e-commerce from 2013 to 2020.
The number of e-commerce users in Indonesia has increased from 34% of the total
population in 2015 to 53% in 2020 [5]. The growth of the fintech product market in
Indonesia shows an upward trend, as seen from the increase in transaction value and the
number of start-ups. Recent data show that mobile payment transactions over the past
three years have shown an increasing trend with Rp 56 trillion in 2019, Rp 47 trillion in
2018, and Rp 12 trillion in 2017 (Rp - Rupiah, Indonesian currency. 1 USD = Rp
14,197) [5]. E-money or e-wallet payments are the most popular form of fintech service
in Indonesia, followed by web-based investment and pay later services. The most
significant digital transactions in Indonesia come from retail (28%), online trans-
portation (27%), food orders (20%), e-commerce (15%), and bill payments (7%).

Digitalization has become a significant factor of consumer behavior leading to a
new way of life. The increasing use of online service makes mobile payments more
reliable, along with the expansion of the supplier's reach and the delivery network's
size. The emergence of digitalization via the internet has accelerated globalization and
payment systems from manual to online transactions. It causes dependence on the use
of electronic money (e-money) in making transactions.

Several studies on mobile payment have been conducted in recent years, while
technology adoption has long been studied. Dahlberg et al. [6] reviewed mobile pay-
ment research from 2007 to 2014 and concluded that the research has focused mainly
on three themes: strategy and ecosystems, technology, and adoption. In marketing,
most research focuses on the factors that influence the adoption of mobile payments.
Various theories and models from various disciplines have been applied to provide
further explanations. The most widely adopted are the Technology Acceptance Model
(TAM), The Unified Theories of Acceptance and Use of Technology (UTAUT), the
diffusion theory of belief and innovation, and mental accounting theory. These models
have been widely used to investigate technology adoption. However, the contributions
made in the field of continuous technology adoption and use are noteworthy. This
contribution, in particular, reflects a more rational aspect of adoption, particularly the
fact that sometimes consumers do not make decisions of this type based on realistic and
reasoned beliefs [7].

Previously, mobile-based payments were a convenience medium; but now it seems
necessary after the Covid-19 pandemic. Thus, Covid-19 is expected to increase the use
of mobile payments due to two factors. First, mobile payments can act as an instrument
to promote social distancing policies, enabling people to make transactions during
lockdown and quarantine periods. Second, most of the services have been offered
through online platforms, and consumers are forced to use online payments. The central
bank has advised bankers and customers to use digital-based payments to avoid
physical contact via currency/coin media. Data released by the Bank for International
Settlements show a sharp increase in the use of contactless payments in major countries
[8]. As the Covid-19 virus infection is expected to continue for some time (until
everyone is vaccinated), the adoption of mobile payments can be offered as a method of
social distancing. Regular use can be ensured by replacing physical banking transac-
tions, as long as users are satisfied and confident of the benefits.
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2 Literature Review

2.1 Technology Adoption Models

Technology adoption has been a critical research area for the last three decades [9].
Many theoretical models have been proposed during this process to investigate the
mechanisms of user adoption of technology. It aims to explain better and predict user
behavior. The theories include the technology acceptance model (TAM) by [10], theory
of reasoned action (TRA) (TRA) [11] and the extended version [12, 13], theory of
planned behavior (TPB) by Ajzen [14], and theory of Integrated acceptance and use of
technology (UTAUT) by Venkatesh et al. [15] which has been applied widely to
explain the adoption of different types of innovation.

TAM, an adapted TRA model, is proposed to investigate the determinants of
Information Systems (IS) acceptance. TAM proposes two main factors that influence
the acceptance of Information Systems (IS), namely perceived usability and ease of
use. The first has to do with the extent to which users perceive IS to help their job
performance. The latter relates to their perceptions of difficulties in using IS. Both of
these factors can influence the user's attitude towards technology, leading to the sys-
tem's actual use. Initially, TAM has been extensively tested and modified to predict
technology adoption behavior. TAM’s main problem is the many additional factors that
can influence technology acceptance in a particular context [10].

On the other hand, The Unified Theories of Acceptance and Use of Technology
(UTAUT) has four main constructs that influence a person's behavioral intention to use
technology: performance expectancy, business expectations, social influence, and
facilitating conditions. Performance expectancy is defined as how the use of technology
will offer benefits to consumers in carrying out certain activities. Business expectancy
is defined as the level of convenience associated with the help of technology by
consumers. Meanwhile, social influence shows the extent to which consumers perceive
that essential people in their lives, such as family and friends, believe that they must use
a particular technology. Lastly, the facilitating condition reflects consumers’ percep-
tions of the resources and support available to carry out the target behavior [16].
Neither of these theoretical models is flawless. Therefore, many researchers tend to
investigate practical problems by combining two or more themes.

2.2 Overview of Mobile Payment Adoption

The study of mobile payment user behavior is a topic of current interest in the scientific
marketing community (e.g. Smith; Calvo-Porral and Otero-Prada; Calvo-Porral and
Nieto-Mengotti [17–19]. One of the most interesting related problems is the adoption
of mobile payments [20].

Mobile payment has been defined as using a cell phone or other cellular device to
purchase goods or services [21]. Mobile payment service also refers to any business
activity that uses a mobile device to complete economic transactions [22]. There are
two main types of mobile payment, remote mobile payment and short distance mobile
payment [23], which are made remotely and in a physical store. As a new technology,
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Mobile payment is recognized as one of the most potential applications [24, 25]. Its use
is extensive, from buying cinema tickets to paying for transportation, and many others.

Mobile payments research can be categorized into three lines: strategy and
ecosystem [26, 27], technology and the technology environment [28, 29], and adoption
[24, 25, 30]. For some reasons, the adoption of mobile payments has received the most
attention among marketing experts. The first reason is that mobile payments have great
potential. With their simplicity, it can benefit millions of users and companies
worldwide [20]. Second, technology adoption has been widely studied in the marketing
field, for example, by Sun et al., and Walles et al. [7, 31]. It is important to understand
consumer preferences and identify why they are willing or unwilling to use technology.
By only this way, it is expected that mobile payment services can generate value for
consumers and stakeholders [6].

2.3 Perceived Usefulness

According to TAM, perceived usefulness is the extent to which users believe that
adopting a particular technology will improve job effectiveness and performance [32,
33]. It is the user's perception of the increased usability of adopting new technologies
[34]. Perceived usefulness, with perceived attitude and ease of use, is one of the
antecedents of behavioral intention in the TAM model [10]. Pham and Ho [35] argued
that perceived usefulness should be the first characteristic of the new technology to be
taken into account.

In mobile payments, the presence of perceived benefits can convince consumers
that the mobile payment process may help make certain purchases [36, 37]. Moreover,
mobile payments have other functions, for example, to transfer money online. TAM
[10] described perceived usefulness as positively associated with consumer attitudes
towards certain technologies. In the context of mobile payment, when users realize its
usefulness, they will develop attitudes that support it. The unique function of mobile
payment will enhance this supportive attitude.

TAM is also expected to predict that an individual's intention to use mobile pay-
ment depends on perceived usefulness [38]. Technologies, such as mobile banking,
enable its users, anywhere and at any time, to access information about their current
balances and past transactions, thereby strengthening user adoption intentions [39].
Mobile banking is a form of mobile payment. All mobile payment services are similar
to mobile banking. When users begin to realize the usefulness of mobile payments
compared to other payment methods (such as cash and credit cards), for example, by
completing their transactions more conveniently, they will tend to adopt mobile pay-
ments. It can increase consumer confidence in enjoying the use of mobile payments as
an alternative payment and as an effort to reduce the spread of COVID-19.

2.4 Perceived Ease of Use

In the TAM model, it is defined that the perceived ease of use is an individual's
perception of the simple, easy and effortless operation of a particular technology system
[10]. It is an assessment of the effort involved in using technology [12] and has been
considered one of the most influential determinants in adopting new technology [33].
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Ease of use and perceived usefulness have been suggested as the two main factors
determining the acceptance of new technology [24, 25, 40]. Both are essential and
reliable predictors of user attitudes and intentions towards new technology [36, 37].
Perceived ease of use is the most significant and the most proposed precursor in
assessing mobile payment adoption [6]. In TAM, it is argued that perceived ease of use
positively influences perceived usefulness and indirectly influences intention to use. It
has a positive influence on attitudes toward new technology. The perceived ease of use
reflects the ease of using technology to access websites to buy online [41]. The use of
technology is more profitable for online users. In other words, the easier the application
of technology will make alternative payment methods used by consumers as a means of
transaction.

2.5 Social Influence

Social influence (SI) has been significantly constructed to assess consumers' willing-
ness to use mobile payment [42]. Potential influencers for consumers to use mobile
payments are family members, friends, colleagues, and neighbors [43]. Therefore, SI
shows the influence of environmental factors that encourage consumers to buy or sell
new products [15]. Similarly, Martins et al. [44] found that social influence impacts
online users' intentions to adopt Internet services. On the other hand, Chaouali et al.
[45] reported that social influences influence individuals' mindset regarding the use of
new innovative products through technology services. Social influence (SI) can be
derived from the influence of subjective norms and social factors on the intention to
behave using mobile payments at UTAUT.

2.6 Lifestyle Compatibility

Lifestyle compatibility (LC) is defined as the natural alignment of lifestyle choices and
values [46]. This aspect of lifestyle compatibility is essential to reduce the potential for
uncertainty in technology use regarding users' values, experiences, lifestyle, and
preferences [47]. Thus, lifestyle compatibility influences a person's behavior and offers
excellent benefits in predicting consumer behavioral intentions [48]. If consumers are
accustomed to interacting with applications, they may assume that technology offers
the convenience of buying a product.

3 Conceptual Framework

Based on the literature review described above, the conceptual framework is as follows
(Fig. 1).
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4 Conclusion and Future Research

The conceptual model proposed in this study aims to investigate the general adoption
of mobile payments. The definition of mobile payment is a general concept. Simul-
taneously, specific representations vary, including e-wallets, mobile banking applica-
tions, and third-party applications, such as virtual transportation cards based on Alipay
and NFC, etc. Each adoption can be different, and this requires specific research.

The COVID-19 pandemic is causing dramatic changes in consumer behavior. In
particular, e-commerce, digitization, and systems that allow consumers to avoid direct
physical contact are being promoted, and mobile payment system requires no physical
contact. In this situation, contactless payments, including a mobile-based payment
system, help prevent the pandemic. Hence, the adoption of mobile payments is con-
sidered a preventive health behavior. In the post-COVID-19 era, when these behaviors
have stabilized and become regular, it is crucial to study the pandemic's fundamental
and long-term impact on the adoption of this new technology. Finally, to develop a
sustainable intention to use mobile payment services, the study suggests improving
service performance by adding more features and services in one platform.

Perceived ease of use

Internal Factor External Factor

The Technology Acceptance Model (TAM) 
+ 

The Unified Theories of Acceptance and Use of Technology (UTAUT)

Perceived 
Usefulness

Perceived 
Ease of Use

Social 
Influence

Lifestyle 
Compatibility

Intention to Use Mobile Payment

Adoption of Mobile Payment

Satisfaction Toward 
Service Performance

Continuance Intention

Fig. 1. Conceptual framework
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