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Abstract— Mobile payments are becoming more popular around the 

world, but this is dependent on consumers' ability to adapt to new 

technology, as well as their changing and differing lifestyle adoptions 

and a variety of economic considerations. Despite the rapid rise of 

mobile payment, not everyone is willing to accept it due to the 

implications that they are not guaranteed of security and confidence, 

which is the main reason customers are unwilling to use mobile 

payment. The overarching goal of this research is to determine 

whether or not Klang Valley consumers accept mobile payments in the 

food and beverage industry. This conceptual paper addresses the 

connections between theories and previous studies addressing 

consumer acceptance of mobile payment. A desire to understand the 

drivers of mobile payments drives the food and beverage industry. The 

perceived utility of a system is determined by its perceived ease of use. 

The perceived utility of m-payment systems reflects consumer 

perception. Customers want simple, easy-to-use payment solutions 

precisely because perceived utility influences client acceptability at 

various stages. Younger generations spend more money on food and 

beverages. Taste and sight are important considerations when 

purchasing food and beverages. Food and beverage companies are 

experimenting with new social media engagement strategies. To 

improve service and stay current, owners or managers should begin 

implementing new Food and Beverage applications, such as online 

payment systems. 

 

Keywords— Consumer Acceptance, Mobile Payment, Food and 

Beverages Industry, Klang Valley, Literature Review. 

I. INTRODUCTION  

Efforts to determine whether consumers are willing to use 

"digital payments through a mobile device" (MPs) The term 

"mobile payment" refers to a technique of electronic payment 

that is used in conjunction with a mobile device. The aim to 

discover the important characteristics that cause individuals to 

utilise mobile payments inspires innovation in the food and 

beverage business. Other sensitive information such as credit 

card numbers, PIN codes, or passwords can be protected by 

encrypting them or by using a password. In Asia, mobile 

payments are already a common practise. Because of Malaysia's 

high rate of mobile phone use, mobile payment facilitates a 

move away from a cash-based culture. Using mobile phones to 

make and accept payments does not require any additional 

infrastructure, according to a study by Zhi Wei & Khaw Peng 

Tsu (2020). In the food and beverage industry, for example, QR 

codes are used. Because mobile payments allow users to move 

money or make payments at a lower cost, more convenient, and 

faster, they may be an advantage to traditional banking 

(Blockchains, 2018). However, according to Jayaseelan (2017), 

the widespread use of mobile payment systems in Malaysia's 

daily life is a significant development that will help the country 

advance toward a cashless society. 

There is a growing acceptance of mobile payments around 

the world, but it is dependent on the ability of consumers to 

adapt to new technology, as well as their changing and differing 

lifestyle adoptions and a variety of economic considerations. As 

of 2018, just 8% of Malaysians reported using mobile payment 

as their primary mode of payment, indicating that mobile 

payment is still relatively new in Malaysia. Due to the 

advantages it brings to both the food sector and its clients, 

mobile payment has begun to grow in the hospitality industry. 

Customers can pay quickly and conveniently by simply holding 

their phone up to the terminal and scanning a QR code, or by 

using one of the various available payment options (Esfahani & 

Bulent Ozturk, 2019). As a result of these findings, this study 

attempts to examine the factors that influence merchants' 

willingness to accept mobile payment methods. Consequently, 

as stated by Star Online in 2018, just a small percentage of 

Malaysian transactions were handled by mobile payment 

compared to the widely used and widely approved payment 

method of credit card or debit card (Ariffin & Lim, 2020). Even 

more so, Malaysia is expected to become a cashless transaction 

country by year 2022, since it is predicted that cashless 

transactions will grow in favour among young people, 

particularly those aged 15 to 35, in the future market (Ariffin & 

Lim, 2020). The Food and Beverage Industry can partner with 

mobile payment providers like e-wallets to provide consumers 

discounts, cash backs, gifts, or buy one get one promotion in 

order to enhance the use of Mobile Payment. Caroline (2021) 

explained this fact. 

TAM and UTAUT, the two most commonly used adoption 

models, analyse individuals' intentions by examining their 

technological perceptions with the effect of their mental 

perceptions, as well. 

Despite the rapid rise of mobile payment, not everyone is 

willing to accept mobile payments because of the implications 

that they are not guaranteed of the security and confidence, 

which is the major reason that customers are unwilling to use 

mobile payment (Goh, 2017). In the ease-of-use influence on 

intention to use mobile payment, Dwivedi, Rana, Janssen, et al. 
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(2017), Dwivedi, Rana, Jeyalaraj, et al. (2017), and Liébana-

Cabanillas et al. (2020) clarify that there is some lack of effort 

for user acceptance of the proposed payment system in the ease-

of-use influence on intention to use a mobile payment. Families 

and friends have a significant role in determining whether or 

not a business accepts mobile payments. TAM is the 

information systems theory used in this study to describe how 

users in the Food and Beverage Industry accept and 

comprehend mobile payment technologies. This can be 

predicted and explained by TAM, which can also be used to 

predict and explain consumer acceptance of the interaction with 

the information base in users, as well as the behaviour of end-

users with wide differences in user populations. It is the 

overarching goal of this research to determine whether or not 

consumers in the Klang Valley accept mobile payments in the 

food and beverage industry. 

II. LITERATURE REVIEW 

Technology Acceptance Model 

One of the most widely used models for understanding the 

e-commerce platform from the perspective of customers 

accepting applications is the Technology Acceptance Model 

(TAM). Research methodology for measuring technology 

adoption is the technology acceptance model (TAM). TAM 

would be the most appropriate model for this investigation. 

Perceived utility and perceived ease of use are the model's 

major determinants for new technology acceptance. This is 

because perceived usefulness is influenced by perceived 

simplicity of use, as it specifies that the variables are constant 

(Davis, 1989). Various studies employ TAM to analyse whether 

or not modern technology is well-accepted by its users (Wong, 

2018). 

Perceived Usefulness  

Individuals' job performance could be improved by using 

Wong's (2018) approach of perceived usefulness. Consumers' 

cognitive evaluations of the superiority of m-payment systems 

have been supported by recent studies. Due to its function in 

influencing customer acceptability at all stages, usefulness 

perceptions have the biggest impact on market growth. The Wu 

(2017) Customers want innovative payment solutions that are 

simple to use and do not require a lot of training; this is 

according to Aydin, (2016). Stalfors, Nykvist, (2011) examined 

whether or not customers thought mobile payment was useful, 

but they also asked if they thought it was useful and if they 

thought it was faster than the current payment methods already 

in use. Because people think it is more beneficial than the 

alternatives, it is a fantastic opportunity to test out the service 

and see if it meets their needs. 

Perceived Ease of Use 

The perceived ease of use refers to an individual's 

perception that using a particular technology is simple or 

effortless (Bertagnolli, 2011). According to related theories and 

empirical investigations, the ease of use has an impact on users' 

acceptance, perceptions on a technical system's ease of use 

toward that system, and also their usage intentions for that 

system. For MP apps to be adopted, customers must find the 

system to be useable in comparison to their present payment 

devices; otherwise, it may not be worth attempting and adopting 

a new payment system (Aydin, 2016). According to 

Isrososiawan (2019), the indicators for Perceived Ease of Use 

are straightforward and easy to comprehend. Perceived 

Simplicity of Use encompasses a variety of factors, including 

the ease with which a user can set up and use new software, as 

well as the ease with which they can become familiar with the 

user interface (Priyono, 2017). (Haomin 2020). If a person 

thinks that using a specific service would improve their 

performance, they have a high level of perceived usefulness 

(Redzuan, 2016). 

Perceived Security 

Customers' perceptions of security are based on their 

opinion that mobile payment methods are safe. Consumers are 

reluctant to accept mobile payment because of their views of 

security against the danger connected with mobile transactions 

(Zhao, 2021). According to a previous researcher, there are 

many parties involved in mobile payments such as banks, 

telecom firms, and multiple merchants, which may lead to an 

increase in privacy and security concerns among the population. 

As a result, it has the potential to influence how consumers 

perceive risk and security while making mobile payments 

(Aydin, 2016). When it comes to utilising a mobile phone to 

make payments, customers are concerned about the security 

aspects, and this should have an impact on their willingness to 

utilise the service, according to what (Hauff, 2020) has to say. 

Previous research has shown that consumers' perceptions of 

security are critical in influencing whether they will use mobile 

payments (Zhao, 2021). 

Perceived Trustworthiness 

Due to the high level of uncertainty and risk associated in 

online transactions of mobile payments, trust has been given 

enormous respect in the electronic market setting (Gao & 

Waechter, 2017). As a result of the increased risk and 

uncertainty that comes with using mobile payments. When it 

comes to adopting an m-payment service, dependability is 

much more vital than it was in the past. This means that when 

it comes to moving from one mobile payment platform to 

another, customers' trust in mobile payments is defined as the 

desire of users to execute financial transactions via a mobile 

network while also expecting that platform to fulfil its 

responsibilities. The ability to influence a consumer is to 

establish trust that can increase the consumer's acceptance of a 

purchase (Zainol, 2021) while (Hoque, 2018) declared that 

knowledge does foster trust and faith in the information source's 

material. e-commerce websites are heavily reliant on user 

evaluations, ratings, and other people's experiences, said (Patel, 

2021). As a result, consumers' approval to purchase the aim that 

customers trust from information sources has a significant 

impact. 

Social Influence 

Including family, friends and reference groups in an 

individual's belief system might influence their desire to be in a 

given location. There is no direct influence but there is also a 

social influence that has a good impact on the intention to use 
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mobile payment in the prior study, according to Yong (2018). 

As a result, the study's (Nguyen, 2016) goal is to discover what 

influences consumers' decision to use mobile payment. 

According to the findings, the following variables were taken 

into consideration: perceived trust, ease of use, enjoyment, 

usefulness, behavioural control, and social influence. 

According to the findings, there is a strong correlation between 

the intention to utilise mobile payments and one's own 

individual opinions, resources, and social factors. These social 

groups, according to Haderi (2015), suit the needs of people 

who frequently alter their beliefs and behaviours, which is why 

individuals have their own conceptions of the necessity of 

acting in specific ways. More than that, people might be 

influenced by their way of life to choose and make decisions 

that can be viewed as more useful in terms of how they were 

educated about the facts, where they chose to intend (Lwoga, 

2017). The influence of social norms and social factors on 

consumer acceptance of mobile payment in TAM and UTAUT 

can be deduced from the effect of subjective norms and social 

factors. 

Mobile Payments 

Because it is such an easy-to-use technology for data 

exchange and can be integrated into a variety of features, 

mobile payment has become increasingly popular among 

consumers. According to Luna (2019), "mobile payment is a 

financial system of a private or business nature, in which an 

electronic mobile device is used to initiate, validate, and make 

a financial transaction." With mobile banking, banks can save 

money, attract new clients, and keep the ones they already have. 

With this channel, banks are able to market more network 

banking products and services, such as loans or credit cards, to 

their customers. Aside from operational efficiency and client 

choice, the mobile payment service provides a number of 

channels that can help reduce costs. Several studies have been 

conducted on the behaviour of mobile payment users, with an 

emphasis on initial acceptance and the majority of TAM applied 

to investigate the drivers of mobile payment acceptance. 

Consumer Acceptance 

According to recent research, there are a number of factors 

that may be important in influencing whether or not consumers 

accept mobile payment methods. Meanwhile, it is obvious that 

there is a research vacuum in regard to a lack of hypothesis-

testing studies on mobile payment acceptance and in regard to 

emerging a mindful of the relative relevance and linkages of 

diverse acceptance. (Schierz, 2010). When it comes to 

predicting consumer intention to use mobile payment and their 

intent to advocate the technology, (Oliveira, 2016) found that 

the proposed model has strong explanatory power. Customers' 

adoption of mobile banking in Egypt has been studied using 

TAM and TRA (Mostafa, 2015). Throughout the study it has 

been confirmed that intention to utilise mobile banking is based 

on technology and trust attitudes. 

Food and Beverages Industry 

According to a study by (Noor, 2018), Malaysians, 

particularly the younger generation, are spending more money 

on food and beverage items, signalling the most rapid shift in 

Malaysians' attitudes regarding food taste and preference. 

Therefore, the researchers explain the vibrant determinants as 

taste and sight are vital for food and beverage goods which 

might impact purchased decision from customers. Nowadays, 

Meals and beverage became an interesting choice of food 

throughout the society. F&B businesses are utilising social 

media to reach out to their clients in new and innovative ways 

(Perumal, 2017). Chi Minh City (2018) suggests that owners 

and managers of new food and beverage businesses implement 

online payment systems to streamline customer service and 

keep pace with the industry's rapid expansion. The food and 

beverage industry has a significant impact on the adoption of e-

wallets, and restaurants can take advantage of this by partnering 

with e-wallet providers to promote their own sales while also 

publicising the existence of e-wallet providers. (Caroline, 

2021). Even though e-wallet and other mobile payment 

methods are well-known for their speed and convenience, 

customers are more inclined to utilise them when purchasing 

fast food (Caroline, 2021). 

Theorical Framework 

Consumer acceptability of a technology is utilised to 

evaluate from these theorical framework. Technology 

acceptance model (TAM) are commonly utilised in theoretical 

model. The past studies throughout the 20 years these models 

are used as the theoretic basis of fundamentals system 

acceptance, while TAM model is based on the theory of 

reasoned action (TRA) (Ajzen & Fishbein, 1980) that aims to 

simplify behaviour and the intention of usage. Theory of 

Reasoned Action, Theory of Planned Behaviour, and the 

Unified Theory of Acceptance and Usage of Technology, to 

name a few, have all been established to serve as theoretical 

foundations, as has the Technology Acceptance Model (TAM). 

TAM could be a method to examine consumers’ intentions 

towards adoption of mobile payment. In reality, TAM has been 

utilised to analyse user’s behavioural intention, acceptance and 

adoption which indicates the most essential constructs of PEOU 

and PU. 

 

 
Fig. 1. TAM and UTAUT Theorical Framework. Source: Davis (1989), 

Venkatesh (2003) 
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III. METHODOLOGY 

This research intends to fill the gap in the Study consumer 

acceptance of mobile payment towards food and beverages 

industry in Klang Valley. It is hoped that the findings of this 

research can help the food and beverages industry in Klang 

Valley to understand their consumer acceptance of mobile 

payment. The scope of this research is limited to and focused 

on the theoretical review of literature. This conceptual paper 

addresses the linkages between theories and previous studies 

addressing the conceptualization of consumer acceptance of 

mobile payment. 

IV. DISCUSSION 

In order to comprehend the e-commerce platform from 

customers' perspective, the Technology Acceptance Model 

(TAM) has become extremely popular. TAM is the most 

appropriate model to utilise in this investigation, according to 

Kusumah (2018). A perceived utility and simplicity of use are 

two key factors of recent technology acceptability. Its perceived 

utility is determined by the system's perceived simplicity of use 

(Davis, 1989). Various studies employ TAM to assess users' 

adoption of modern tech (Wong, 2018). As stated by Wong 

(2018), this system would improve job performance. Research 

shows perceived utility reflects consumers' cognitive 

assessment of m-payment systems. In this way, perceived 

utility influences market expansion by influencing client 

acceptability at various phases. Wu (2017). Customers want 

new payment solutions to be simple and easy to use, according 

to Aydin, (2016). For example, Stalfors and Nykvist (2011) 

asked consumers if they thought mobile payments were 

beneficial and faster than other payment methods. A good 

situation for trying out or using the offered service is indicated 

by the perceived benefits. 

In other words, the perceived ease of use refers to how easy 

it is to utilise a system (Bertagnolli, 2011). Usability affects 

consumers' adoption of a technical system, as postulated in 

related theories, and supported by empirical studies. In order to 

adopt a new payment system, people must find it easier to use 

than their present payment gadgets (Aydin, 2016). It is easy to 

understand, according to Isrososiawan (2019). When 

comparing cash payment systems to third party e-payment 

systems (Priyono, 2017), perceived ease of use has dimensions 

such as installation and learning (Priyono, 2017). (Haomin 

2020). Individuals who believe that adopting a particular 

service will improve their performance are characterised as 

perceived usefulness (Redzuan, 2016). Securing mobile 

payments is perceived as secure by consumers. Consumers who 

refuse to accept mobile payments cite their concerns about 

security and the accompanying risk (Zhao, 2021). A variety of 

parties are engaged in mobile payments, such as banks and 

telecom firms. This raise worries about privacy and security. 

The effect of risk perceptions and security concerns in mobile 

payments (Aydin, 2016). Consumers are concerned about 

safety and security when using a mobile phone as a stage, which 

(Hauff, 2020) describes as a cause (Hauff, 2020). Consumers' 

willingness to accept mobile payments is determined by 

perceived security, according to previous research (Zhao, 2021) 

Due to the high level of uncertainty and risk associated in 

online transactions and mobile payments, trust has gained 

tremendous favour in the electronic market (Gao & Waechter, 

2017). This is because there is a greater risk and 

unpredictability in mobile payments. Some researchers believe 

that credibility is more significant than convenience in 

determining m-payment intentions. With respect to mobile 

payment transition, trust in mobile payment is defined as the 

desire to perform payments over a mobile network and expect 

the payment platform to fulfil its responsibilities. When it 

comes to influencing consumers, (Zainol, 2021) stated that 

building trust is the best way to increase their willingness to 

buy. According to some, society heavily relies on e-commerce 

web site evaluations, reviews, and user experiences (Patel, 

2021). In this way, consumers are influenced by the information 

sources they trust. Intention to be in a given group is influenced 

by the beliefs of the users, including family, friends, and 

reference groups According to Yong (2018), while there is no 

direct influence, there is a social influence that has a beneficial 

impact on the intention to use mobile payment. (Nguyen, 2016) 

set out to investigate the elements that influence consumer 

propensity to use mobile payments. The study's criteria are 

perceived trust, ease of use, enjoyment, utility, behavioural 

control, and social impact. That personal attitudes, resources, 

and social influences are significantly associated with intention 

to use mobile payments. People's conceptions of requirement to 

be in specific ways are explained by Haderi (2015). 

Determining how people learn, choose, and make decisions can 

also influence their lifestyle (Lwoga, 2017). Consent to use 

mobile payment in TAM and UTAUT is influenced by 

subjective norms and social variables. 

It is straightforward to use and can be implemented in 

numerous aspects, according to Luna (2019). M-banking 

provides extra benefits to the financial industry, such as cost 

reductions, new customer acquisition, and customer retention. 

This channel allows the bank to cross-sell and upsell other 

network banking goods like loans and credit cards. It also has 

multiple channels, which can increase operational efficiency, 

customer preference and cost effectiveness. One study utilised 

TAM to investigate initial acceptability determinants for mobile 

payments. According to recent research, there are several 

factors that influence consumer approval. Determining the 

relative importance and linkages of various acceptance is a 

research gap. Schierz (2010). These findings (Oliveira, 2016) 

support the proposed model's explanatory ability in predicting 

consumer adoption of mobile payments and their intent to refer 

the technology to friends and family. A TAM and TRA study 

(Mostafa, 2015) examined Egypt's customer acceptability of 

mobile banking. An interest in mobile banking is driven by 

technology and trust. 

Malaysians, especially younger generations, tend to spend 

more on food and beverage products, according to a 2018 

report. Taste and sight are crucial for food and beverage goods 

and can affect customers' purchasing decisions. Now a days, 

food and drink has become a popular meal choice. Thus, the 

F&B industry is exploring new ways to engage clients via social 

media (Perumal, 2017). In order to improve service and keep 

up with current business trends, owners or managers should 
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start implementing new Food and Beverage applications, such 

as online payment systems (Chi Minh City, 2018). Also, 

restaurants may see this as an opportunity to promote their own 

products while boosting the e-wallet providers' existence, 

which is beneficial to both parties. 

V. CONCLUSION 

Consumers' willingness to use mobile payments research 

(MPs). Mobile payment is a type of electronic payment 

transaction. The food and beverage industry are motivated by a 

desire to understand the drivers of mobile payments. The 

system's perceived ease of use determines its perceived utility. 

Consumers' perception of m-payment systems is reflected in 

perceived utility. Precisely because perceived utility influences 

client acceptability at various stages, Customers want simple, 

easy-to-use payment solutions. Younger generations spend 

more on food and drink. Taste and sight are crucial factors in 

food and beverage purchases. The food and beverage industry 

are exploring new social media engagement strategies. Owners 

or managers should start implementing new Food and Beverage 

applications, such as online payment systems, to improve 

service and stay current. 
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