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Abstract

:

Due to the rapid diffusion of social mobile payment (SMP), the current research explores the post-adoption behavior of SMP users. It proposes a research model to determine the core predictors of users’ continuance intentions to use SMPs. Through the analysis of survey data from South Korea, it indicates that satisfaction strongly and positively affects users’ continuance intentions. Moreover, satisfaction is influenced by perceived usefulness (PU), security, and enjoyment. Interestingly, although perceived ease of use (PEU) does not directly affect satisfaction, it can indirectly influence satisfaction via users’ PU and perceived enjoyment. Furthermore, perceived ubiquity has strong effects on users’ PU and PEU. The study also discusses meaningful implications, and provides suggestions for future studies.
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1. Introduction


With the rapid development of social network platforms and financial technology, social network platform-based mobile payment (i.e., social mobile payment) services have emerged and changed people’s lives. Social mobile payment (SMP) is one of the key fintech services leading the transition to a “cashless society”. The representative examples are as follows.



WeChat Pay, based on China’s most prominent social networking platform (i.e., WeChat), occupied roughly 39.5% of the Chinese mobile payment market in 2019 [1]. Additionally, the number of WeChat Pay users has surpassed 800 million [2], accounting for roughly 57% of the population in China. KakaoPay, built on KakaoTalk (one of the most widely utilized social network platform in South Korea [3]), provides a similar banking service using the social media application as its base. By linking the users’ existing bank accounts with the KakaoTalk app, it provides a handy PayNow service. In addition, KakaoPay launched its own bank account service, called KakaoBank, which now has broadened to various investment options and surpassed $17.7 billion in transactions during 2018, cementing itself as the sector leader in South Korea [4]. Moreover, the number of KakaoPay users was above 30 million in 2019 [5], accounting for more than 60% of the population in South Korea.



In line with this trend, several prior studies [6,7,8] have explored the predictors affecting users’ adoption of SMPs. For example, based on the technology acceptance model (TAM), Lee et al. [6] constructed a model for KakaoPay use and demonstrated that both perceived usefulness (PU) and compatibility strongly influence users’ intentions. While Lee et al. [6] uses the term “platform based mobile payment” to refer to KakaoPay, the current research uses the term SMP for more elaborate description. This is to emphasize the fact that SMP is based on social network platforms among various kinds of mobile platforms. Research conducted by Qu et al. [9] uses the same terminology based on this logic.



Prior studies on SMPs have only explored users’ initial intentions, not their continuance intentions. In terms of the long-term and sustainable development of specific products or services, it is more meaningful to explore users’ continuance intentions, rather than their initial intentions [10,11]. Thus, the current study attempts to investigate users’ continuance intentions to use SMP.



The current research constructs a causal model based on TAM [12] and expectation-confirmation theory (ECT) [10]. ECT claims that users’ satisfaction is the core factor increasing continuance intention. Moreover, in ECT and related studies [10,13,14], PU strongly influences user satisfaction. Thus, it may be an effective way to explore users’ continuance intentions by combining ECT with TAM [11]. Further, with respect to fintech services, Humbani and Wiese [15] explained a high percentage of variance in continuance intention by utilizing a TAM and ECT-based model. Interestingly, although both TAM and ECT are prominent in the field of innovative products and services adoption, there are only a few studies [15] that have constructed a research model for fintech service continuance use on the basis of TAM and ECT.



To provide better understanding of SMP continuance use, the current research also adds perceived enjoyment, ubiquity, and security to the research model.



Perceived enjoyment is one of the key predictors in the specific services adoption area [16]. Davis et al. [17], Venkatesh [18], and Venkatesh et al. [19] have suggested that hedonic value-related factors (e.g., perceived enjoyment) should be considered in technology adoption. Additionally, prior user-oriented research has uncovered a notable connection between perceived enjoyment and satisfaction [20,21]. Furthermore, the enjoyment of users in the process of using certain services increases when they can use this service without much effort [22]. That is, perceived enjoyment can be enhanced by perceived ease of use (PEU). Interestingly, the role of perceived enjoyment has been rarely discussed in continued use of fintech services. Additionally, the relationship between perceived enjoyment and PEU has been rarely addressed in the fintech service area. Thus, adding the perceived enjoyment to the combination of TAM and ECT-based model is meaningful.



Several studies have suggested that the role of perceived security should be explored in fintech service adoption [23], because if users feel that certain fintech services are unsecure and may put their money and privacy at risk, they will refuse to use those services [24,25]. Compared with credit card companies and banks, SMP service providers do not have much experience in financial markets [6]. Thus, users may pay attention to whether the service provider can guarantee the security of this fintech service. Therefore, the current study adds the perceived security to the research model.



With respect to specific services adoption, perceived ubiquity is one of the core factors which can lead individuals to feel positive perceptions of specific services by providing time and place convenience [26]. Moreover, several studies have found that perceived ubiquity can notably influence TAM constructs (PU and PEU) [26,27,28]. The notable connection between ubiquity and PU is also supported by network externality theory. Network externality is the level of impact that a certain product or service can make on a user because others are using the same product or service [29]. According to network externality theory, the usefulness of a specific product or service can be enhanced when the number of other agents using them increases [29]. To be more specific, users’ PU and intentions will be enhanced when they can use specific services in various online and offline stores [6,29,30,31]. Furthermore, there are rare studies exploring the effect of perceived ubiquity with respect to continued use of fintech services. Thus, this research utilizes perceived ubiquity as one of the key factors in the model.




2. Literature Review


2.1. Fintech and SMP


Fintech is conceptualized as the convergence of information and communication technology (ICT) and financial services [6]. The rapid growth of the global fintech market is anticipated to reach a market value of approximately $305 billion by 2025 [32]. According to a forecast in [32], the market is estimated to expand at a compound annual rate of about 22.17% over the period of 2020–2025 [32]. While the fintech industry covers a wide range of technologies and services, this research will focus on one of its main subsidiary fields, SMP. SMP is one of the key fintech services which is contributing to the rapid development stated above. It is true that the concept of fintech might be too broad to discuss in detail here. However, due to the flourishing trend of various payment services in the South Korean context, the proximity between the terms fintech and SMP is relatively closer than in other cultures.



SMP is described as a kind of payment method that utilizes mobile devices (e.g., smartphones) to pay or transfer money to another person or business via the social network platform. Despite their lack of experience in financial markets, SMP service providers successfully took off in the fintech services market based on the strength of social network platforms and the huge number of existing users [6]. Compared to the online banking services provided by the traditional banks, in which the users have to download separate applications for each bank, KakaoPay enables users to just link their bank accounts with KakaoTalk without having to download any new application. Additionally, SMPs such as KakaoPay enable users to attach cute emojis and congratulatory messages when transferring money to friends and acquaintances. These functions have received a lot of public attention. Based on these strengths, KakaoPay got investment from Alipay and initiated its payment service in 34,000 offline stores in 2017 [33].



With this trend, the following representative studies have explored users’ perspectives on fintech services (e.g., SMP). Matemba and Li [8] demonstrated that both relative advantage and PEU play notable roles in increasing users’ intention to use WeChat Pay by analyzing the valid data from 212 Africans. Liébana-Cabanillas et al. [34] confirmed that perceived risk, service quality, and effort expectancy all had notable effects on users’ continuance intentions to utilize near-field communication (NFC) payments in public transportation by examining data from 180 respondents in Malaga, Spain. In the context of mobile banking, Hassan and Wood [35] examined data from 251 Egyptians, and verified that both PU and trust lead to stronger individual intentions. Khalilzadeh et al. [23] explored the key determinants influencing individuals’ intentions to utilize NFC payment services in restaurants by examining data from 412 participants. With respect to peer-to-peer payment, Kalinic et al. [36] concluded that PU strongly predicted Spanish users’ intentions on the basis of the results from 701 respondents. Susanto et al. [37] developed an ECT- based model for smartphone banking use. According to results from 301 Korean respondents, they demonstrated that confirmation, self-efficiency, and PU all had notable effects on users’ continuance intentions. Shao et al. [38] explored the role of trust in increasing continuance intention by analyzing the data from 740 mobile payment users in China. Lin et al. [7] found that task-technology fit was positively and strongly related to Korean users’ intentions to use KakaoPay by examining 441 valid questionnaires.



These studies indicated that exploring users’ initial and continuance intentions to use fintech services is crucial to the diffusion and success of fintech services (e.g., SMP). As there are rare studies investigating SMP continuance use, this research attempts to examine the key variables affecting users’ continuance intentions to use SMP. Specifically, the current research attempts to utilize ECT, TAM, enjoyment, security, and ubiquity to construct the model and investigate continuance intentions. To this end, the authors gathered survey-based data from KakaoPay users in South Korea and used structural equal modeling (SEM) to test the model.




2.2. User Satisfaction


With respect to SMP, the current research conceptualizes users’ perceived satisfaction as “the users’ post-assessment on overall experience with SMP.” [10]



ECT is one of the most prominent theories investigating users’ post-adoption behavior towards innovative products and services. ECT argues that satisfaction is the core predictor of continuance intention [10,39]. In line with this argument, Zhou [40] verified that satisfaction increased users’ continuance intentions to use fintech services by analyzing valid data from 195 Chinese participants. Studies have also demonstrated this connection with respect to smart wearable devices [11] and online learning services [13]. Thus, regarding SMP, this study hypothesizes that:



Hypothesis 1 (H1).

Satisfaction will lead to stronger users’ continuance intentions to use SMP.






2.3. TAM


The TAM is one of the most representative models in the innovative products and services adoption field [41]. Several prior studies have constructed TAM-based models that have explained a high percentage of the variance in users’ intentions to utilize innovative services such as fintech [42,43,44]. Thus, the present study adds some TAM constructs (i.e., PU and PEU) to its research model.



2.3.1. PU


The TAM considers the term “PU” to be a key predictor. This study conceptualizes PU as “the level to which users feel that SMP is useful and helps them conduct payment transactions” [45,46].



Bhattacherjee [10] argued that PU significantly increased users’ satisfaction with information systems. With respect to fintech services, Susanto et al. [37] verified that PU induced greater satisfaction. Other areas of products and services have validated this relationship as well [14,47]. Thus, with respect to SMP, the authors hypothesize that:



Hypothesis 2 (H2).

PU will lead to greater user satisfaction with SMP.






2.3.2. PEU


This study interprets PEU as “the level to which users feel that utilizing SMP does not require much effort”. [12] Moreover, studies have verified the notable influence of PEU on satisfaction in the context of fintech services [48], smart wearable devices [11], and online learning services [13].



The TAM states that users perceive a specific technology as useful and beneficial when they can utilize it easefully [12]. Moreover, this relationship has been verified by prior studies on fintech services. Tan et al. [49] analyzed data from 156 participants and demonstrated that PEU led to greater PU of NFC mobile payment services. Hassan and Wood [35] identified a positive connection between PEU and PU across cultures and countries by examining survey-based data from Americans and Egyptians. Thus, this study hypothesizes that:



Hypothesis 3 (H3).

PEU will lead to greater user satisfaction with SMP.





Hypothesis 4 (H4).

PEU will lead to greater PU of SMP.







2.4. Perceived Enjoyment (PE)


The current research conceptualizes PE as “the level to which users perceive enjoyable when they are using SMP” [50]. Several earlier user-oriented studies have mentioned that the hedonic value of innovative services such as PE is a key predictor of users’ behavior [11,16].



With respect to users’ post-adoption behavior with innovative services, several studies have verified the notable influence of PE on satisfaction. For example, See-To et al. [51] demonstrated that PE can lead to greater satisfaction with mobile video application by analyzing data from 270 participants. In addition, Joo et al. [21] examined validated data from 137 digital textbook users and confirmed that PE had a positive relationship with user satisfaction.



Additionally, Van der Heijden [22] verified that PEU could positively affect PE, because users feel enjoyment when they perceive that using specific products and services does not require significant effort [52]. Abdullah et al. [53] established a notable connection between the PE and PEU of e-portfolios based on results from 242 undergraduate students in the United Kingdom. Agrebi and Jallais [54] demonstrated that PEU positively influenced PE with respect to mobile shopping by analyzing the data from 400 French participants. Thus, with respect to SMP, this study hypothesizes that:



Hypothesis 5 (H5).

PE will lead to greater user satisfaction with SMP.





Hypothesis 6 (H6).

PE will be positively influenced by PEU of SMP.






2.5. Perceived Security (PS)


With respect to SMP, PS is conceptualized as “the level of security that users feel about using SMP in terms of protecting their financial asset and privacy” [23,55]. Some prior research has mentioned that PS is a key variable when examining users’ adoption of fintech services [23]. If users feel that certain fintech services are unsecure and may put their money and privacy at risk, they will refuse to adopt those services [24,25]. Several scholars have demonstrated a notable connection between PS and satisfaction. According to the results from 340 Korean users of e-commerce service, Kim et al. [56] demonstrated that PS had a notable influence on satisfaction. In the context of fintech, Gupta et al. [57] verified that PS is positively related to user satisfaction by analyzing online survey-based data from India. Accordingly, this study hypothesizes that:



Hypothesis 7 (H7).

PS will lead to greater user satisfaction with SMP.






2.6. Perceived Ubiquity (PUB)


Choi [26] suggested that PUB should be considered when exploring user experience with certain services, because space and time convenience (i.e., service ubiquity) can induce positive perceptions from users about certain services. This research conceptualizes PUB as “the level to which users feel that they can utilize SMP anytime and anywhere”. [26]



Several scholars have mentioned that PUB can lead users to perceive the utilitarian values (i.e., PEU and PU) of certain mobile services [26,28]. This connection has been verified in the mobile services field. Kim et al. [27] demonstrated a strong connection between PUB and PU based on SEM results from 503 participants in the United States. Tojib and Tsarenko [28] uncovered a notable influence of PUB on PEU by analyzing data from Australia. Choi [26] analyzed data from 379 Koreans, and concluded that both PU and PEU were greatly determined by PUB. Accordingly, with regard as SMP, this study hypothesizes that:



Hypothesis 8 (H8).

PUB will lead to greater PU of SMP.





Hypothesis 9 (H9).

PUB will lead to greater PEU of SMP.







3. Methods


The survey items in the current study referred to several prior studies (see Appendix A). Specifically, the scales of TAM constructs (PU and PEU) were adapted from Davis [12]. The scales of PE and PS were taken from Oghuma et al. [14] and Roca et al. [58], respectively. Then, the scale of PUB was adapted from Choi [26]. The scale of satisfaction was taken from Delone and Mclean [59] and Gu et al. [60]. Finally, the present research adapted the scale of continuance intention from Davis [12], Roca et al. [61], and Mouakket et al. [62]. All the original items were modified to reflect the theme of SMP.



Given that South Korea is one of the representative countries in the SMP service field, this study conducted an online survey and gathered validated data from 205 Korean participants (96 men, 109 women) who identified themselves as KakaoPay users. The questionnaire was distributed online through a university bulletin page. The participants were mainly in the age group of 18 to 39, which accounted for 96.5% of the sample. Those who were in the age group of 40+ were 3.5% of the participants in total. Such demographic factors of the sample can be meaningful, considering the fact that those people in the age group of 20s and 30s are the majority of the actual KakaoPay user base [63]. Every questionnaire item was measured by a 5-point Likert scale (from 1 = “Strongly disagree” to 5 = “Strongly agree”) [64,65,66]



SEM and confirmatory factor analysis were utilized to test the research model.




4. Results


4.1. Validity


Guidelines from prior studies [67,68] required values over 0.7 for Cronbach’s alpha, factor loading, and composite reliability, and over 0.5 for average variance extracted (AVE). In addition, every square root value of AVE should exceed the inter-construct correlation values [69]. As presented in Table 1 and Table 2, the research model satisfied each form of reliability and validity.




4.2. Model Fit


This study calculated the measurement and structural models’ fit indices. Table 3 demonstrates that the research model generally satisfied the index guidelines from Hair et al. [70].




4.3. Hypothesis Tests


In view of the SEM results from Figure 1, the authors accepted eight of the hypotheses, and rejected one (H3). The research model explained 74.1%, 80.2%, 65.9%, 34.5%, and 34.2% of the variance of continuance intention, satisfaction, PU, PEU, and PE, respectively.



Assessing H1, satisfaction strongly and significantly influenced continuance intention (H1, Beta = 0.861, CR = 16.611, SE = 0.060, p < 0.001). In addition, PU (H2, Beta = 0.620, CR = 6.709, SE = 0.107, p < 0.001), PE (H5, Beta = 0.144, CR = 2.679, SE = 0.039, p < 0.01), and PS (H7, Beta = 0.250, CR = 4.858, SE = 0.045, p < 0.001) all positively and significantly affected satisfaction. However, there was no support for the connection between PEU and satisfaction.



Furthermore, PEU positively and significantly affected both PU (H4, Beta = 0.506, CR = 6.158, SE = 0.069, p < 0.001) and PE (H6, Beta = 0.585, CR = 8.081, SE = 0.097, p < 0.001). Lastly, PUB strongly and significantly determined both PU (H8, Beta = 0.404, CR = 5.281, SE = 0.059, p < 0.001) and PEU (H9, Beta = 0.588, CR = 7.669, SE = 0.071, p < 0.001).




4.4. Total Effects


Table 4 reports the calculations for the total standardized effects of the antecedent determinants on continuance intention, with satisfaction having the strongest influence on continuance intention. In addition, both PU and PUB had strong indirect effects on continuance intention. Although there was no support for a connection between PEU and satisfaction, PEU had strong indirect effects on users’ continuance intentions.





5. Discussion and Conclusions


The current research is one of the first studies that explores the factors influencing users’ continuance intentions to use SMP. Since prior research on SMP [6,7,8] only focused on users’ initial intentions and not their continuance intentions, the contributions of the current research are noteworthy. The authors also provide several implications of SEM results.



5.1. Theoretical Implications


From an academic viewpoint, the current research demonstrates the effectiveness of a TAM and ECT-based model in explaining users’ behavior towards SMP. The research model explained 80.2% and 74.1%, respectively, of the variance in satisfaction and continuance intention. Thus, the explanatory power of the model is relatively high when compared to the results in Kumar et al. [71], Park [11], and other relevant studies. It means that constructing a research model by building on TAM, ECT, perceived security, enjoyment, and ubiquity is an effective way to investigate user behavior on SMP.



Additionally, the present research demonstrates the notable influence of perceived ubiquity on PEU, as well as the strong influence of PEU on perceived enjoyment. Interestingly, the fintech service adoption field has rarely verified these relationships, so these findings can be considered as new contributions to the literature.



First, the authors uncovered a strong influence of satisfaction on continuance intention, while also demonstrating that PU positively influenced satisfaction. These findings indicate that users will be satisfied and keep utilizing a SMP service when they feel that this service is useful for them.



Second, the current research demonstrated the notable effect of perceived security on satisfaction. This means that user satisfaction with a SMP service will be increased when they feel that this service can keep their finances and privacy secured.



Third, a direct association between PEU and satisfaction was not found. This may be due to the users’ familiarity with utilizing this SMP [72,73]. To further elaborate, SMP such as KakaoPay have already been improved for a long time to allow use of the services more effortlessly, and thus have established a user-friendly interface. Moreover, participants in this study, who were actual users of the service may be already capable of using this service skillfully. Therefore, they do not care much about whether the service is easy to use or not. That is, PEU may not be a significant factor compared to the users’ first experience of using the service [73].



However, the present research found an indirect effect of PEU on satisfaction via PU and perceived enjoyment. These results imply that when the users put less effort into using SMP, they found that SMP service to be more useful. This also enhanced the sense of enjoyment coming from the service. These positive feelings then led to greater user satisfaction. To sum up, this study finds that when users are familiar with certain services (e.g., SMP), PEU may not directly influence user satisfaction, but it can indirectly affect satisfaction and continuance intention via other variables (e.g., perceived enjoyment, PU).



Fourth, perceived ubiquity strongly determined PEU and PU. This result reveals that users perceive a greater degree of utilitarian value (i.e., PU and PEU) when they feel that they can use SMP anytime and anywhere. Although the strong relationship between perceived ubiquity and PEU has been confirmed by several empirical studies (e.g., Choi [26]), it is rarely discussed in the fintech service adoption area. Thus, the present research suggests that this relationship should be considered when constructing a research model (e.g., TAM-based model) for fintech service. By doing this, the research model may provide a better understanding of fintech services adoption (e.g., SMPs, NFC mobile payments).



Fifth, although several prior studies have determined that hedonic value (e.g., perceived enjoyment) is a core factor in the long-term development of smart watches [11] and mobile video applications [51], the current research uncovered a relatively weak influence of perceived enjoyment on satisfaction and continuance intention. This means that, with respect to continued use of fintech services (e.g., SMP), users may tend to pay more attention to the utilitarian values and security of fintech services than their hedonic values.




5.2. Practical Implications


Based on the results of total effects (Table 4), this study suggests a guideline for service providers who wish to enhance their users’ positive perspectives on their SMP services.



Service providers should primarily improve utilitarian values of their SMPs. Enhancing the ubiquity of SMP may be one of the most effective marketing strategies for leading users to perceive the utilitarian values of this service, and to continue their use of it. Thus, service providers should increase the number of places where users can use their SMP services, so that the users feel that they can utilize the service anytime and anywhere. For instance, applying services to public transportation fares is likely to create good outcomes. Furthermore, it is necessary to increase the number of online and offline stores available for SMP through cooperation between service providers and stores. Based on push–pull theory in the marketing context [74], making the service available at individual store level can enhance the audience awareness of the service and availability to meet existing needs. As a result, it can be another effective way to encourage users to use SMP.



Moreover, the security systems for SMPs need to be continually improved so that users will be satisfied with, and continue utilizing, SMPs. Compared to credit card companies and banks, SMP service providers do not have much experience in financial markets [6]. Thus, users may pay more attention to the security of financial assets rather than privacy. Therefore, service providers should focus on improving security systems for SMPs from the aspect of protecting financial assets.



Regarding the relatively weak influence of PE on continuance intention, it is likely that service providers do not need to make a lot of effort to enhance the hedonic values of their SMPs. Improving the utilitarian value of SMPs rather than the hedonic value may be more productive considering that the service providers’ human and financial resources are limited.




5.3. Limitations and Future Research


The present study had some limitations, as following.



Firstly, although Anderson and Gerbing [69] and Holbert and Stephenson [75] have reported that a sample size greater than 200 is sufficient to ensure the reliability and validity of structural modeling, the sample size (N = 205) in this study can be considered relatively small, especially compared to the huge size of the South Korean SMP market. Therefore, future studies on SMP should utilize larger sample sizes to compensate for this limitation. Additionally, due to the fact that the questionnaires were distributed through the university bulletin web page, there is a high probability that a majority of the participants in this research were university students. In order to have access to broader user base, future research could consider other routes to assemble participants.



Secondly, a relative evaluation of SMP can contribute to a deeper analysis. For instance, Bounie et al. [76] showed that users’ preference for certain payment services can differ depending on the evaluation method. The users reported a different level of preference for relative evaluation compared to absolute evaluation. Therefore, the authors suggest that future research can conduct a relative evaluation of SMP that compares KakaoPay with other mobile payments such as Apple Pay and Samsung Pay. Based on the findings of Bounie et al. [76], even if the new research measures the same factors that have been covered in the current research, the result could be different once the users are put in the situation of comparing different services. This would provide service providers with more meaningful and accurate practical implications.



Thirdly, while South Korea is a representative country in the SMP field, verifying our model in the context of other countries and cultures (e.g., China) is a meaningful avenue for further study.



Lastly, while both TAM and ECT are well known, there are other widely-used models in the technology adoption field (e.g., the unified theory of acceptance and use of technology (UTAUT) [77]). Therefore, it would be interesting to explore users’ continuance intentions by utilizing a UTAUT-based model.
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Table A1. Composition of constructs in the model.






Table A1. Composition of constructs in the model.





	Constructs
	Items





	Perceived

usefulness (PU) [12]
	1. I think that KakaoPay is useful in my daily life.

2. I think that KakaoPay is a useful mode of payment.

3. KakaoPay helps me to conveniently conduct payment transactions.



	Perceived ease of use (PEU) [12]
	1. Using KakaoPay does not require much effort.

2. It is easy for me to become skillful at using KakaoPay.

3. I think it is easy to interact with KakaoPay.



	Perceived

enjoyment (PE) [14]
	1. I enjoy using KakaoPay.

2. Using KakaoPay gives me much enjoyment.

3. Interacting with KakaoPay is fun.



	Perceived

security (PS) [58]
	1. KakaoPay can be protected against unauthorized access.

2. Overall, I think KakaoPay is secure.



	Perceived

ubiquity (PUB) [26]
	1. I can use KakaoPay from anywhere.

2. I can use KakaoPay at any time.

3. I can use KakaoPay anytime and anywhere.



	Satisfaction [59,60]
	1. Overall, I am satisfied with KakaoPay.

2. I am pleased with my experience of using KakaoPay.



	Continuance

intention [12,61,62]
	1. I intend to use KakaoPay.

2. I will reuse KakaoPay in the future.

3. I intend to frequently use KakaoPay in the future.
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Figure 1. Summary of the results. Note. *: p < 0.01, **: p < 0.001 
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Table 1. Internal and convergent reliability.






Table 1. Internal and convergent reliability.





	
Constructs

	
Items

	
Cronbach’s Alpha

	
Factor Loading

	
Average Variance Extracted

	
Composite Reliability






	
Perceived

usefulness (PU)

	
PU1

	
0.812

	
0.773

	
0.598

	
0.817




	
PU2

	

	
0.758

	

	




	
PU3

	

	
0.789

	

	




	
Perceived ease of use (PEU)

	
PEU1

	
0.878

	
0.792

	
0.714

	
0.882




	
PEU2

	

	
0.833

	

	




	
PEU3

	

	
0.906

	

	




	
Perceived

security (PS)

	
PS1

	
0.834

	
0.915

	
0.727

	
0.841




	
PS2

	

	
0.785

	

	




	
Perceived enjoyment (PE)

	
PE1

	
0.916

	
0.777

	
0.795

	
0.920




	
PE2

	

	
0.956

	

	




	
PE3

	

	
0.931

	

	




	
Perceived ubiquity

(PUB)

	
PUB1

	
0.909

	
0.818

	
0.775

	
0.911




	
PUB2

	

	
0.951

	

	




	
PUB3

	

	
0.867

	

	




	
Satisfaction

	
SA1

	
0.932

	
0.926

	
0.872

	
0.932




	
SA2

	

	
0.942

	

	




	
Continuance intention

	
CIU1

	
0.940

	
0.947

	
0.839

	
0.940




	
CIU2

	

	
0.902

	

	




	
CIU3

	

	
0.898
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Table 2. Discriminant tests.






Table 2. Discriminant tests.















	
	1
	2
	3
	4
	5
	6
	7





	1. PU
	0.773
	
	
	
	
	
	



	2. PEU
	0.633
	0.845
	
	
	
	
	



	3. PS
	0.348
	0.308
	0.853
	
	
	
	



	4. PE
	0.542
	0.619
	0.156
	0.892
	
	
	



	5. PUB
	0.615
	0.511
	0.349
	0.455
	0.880
	
	



	6. Satisfaction
	0.742
	0.653
	0.479
	0.552
	0.567
	0.934
	



	7. Continuance intention
	0.718
	0.653
	0.416
	0.460
	0.557
	0.798
	0.916
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Table 3. Fit indices.






Table 3. Fit indices.





	Indices
	Measurement Model
	Structural Model
	Recommendation





	Chi-square /df
	1.794
	1.919
	<3



	Comparative fit indices
	0.969
	0.961
	>0.9



	Normed fit indices
	0.933
	0.922
	>0.9



	Root mean square error of approximation
	0.062
	0.067
	<0.08



	Incremental fit indices
	0.969
	0.961
	>0.9
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Table 4. Total effects on continuance intention.






Table 4. Total effects on continuance intention.





	Factors
	Direct Effect
	Indirect Effect
	Total Effect





	Perceived usefulness (PU)
	-
	0.534
	0.534



	Perceived ease of use (PEU)
	-
	0.441
	0.441



	Perceived security (PS)
	-
	0.216
	0.216



	Perceived enjoyment (PE)
	-
	0.124
	0.124



	Perceived ubiquity (PUB)
	-
	0.475
	0.475



	Satisfaction
	0.861
	-
	0.861
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