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Abstract 

Nowadays, mobile phone usage is ubiquitous. Mobile payment (m-payment) is widely 

adopted by individual customers especially Mainland Chinese consumers. In Macau, it is still 

a relatively new technology. There are still a number of merchants that have not yet adopted 

this payment method. The main purposes of this thesis study are to find out the perception of 

local merchants towards m-payment and to get an insight of the factors that can influence their 

adoption of this payment method. This study also seeks to find out the difficulties and problems 

the merchants faced using m-payment. In order to have a deeper understanding of the 

merchants’ thoughts, this study adopted a qualitative approach of face-to-face interviews with 

24 local SME merchants. This study has identified government policy, perceived size of user 

base, commission charged, network issue, perceived ease of use, perceived benefit, top 

management support, and relationship or “Guanxi” are eight main influential factors that 

influence merchants’ adoption of m-payment in the Macau market. Government and m-

payment solution suppliers should continuously encourage merchants to adopt this payment 

methods. Local merchants should seize the opportunity to adopt new technology and provide 

better service and shopping experience to the customers.  
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1. Introduction 

1.1 Background 

Most people have the experience of shopping and buying things in their lives. 

Whenever purchasing a merchandise or a service, paying is the final and important procedure 

to close and complete a transaction. It is the step when the merchandise or the service is sold 

and the merchant gets the money (Ebben, 2013). Payment can be defined as a fund transfer 

transaction through which the money is transferred from the consumers to the merchant either 

directly or indirectly through a third party (Dahlberg & Oorni, 2007). Cash payment is an 

example of direct payment and credit card payment is an example of indirect payment.  

With the advancement of information technology, there appear some new payment 

methods that consumers can choose from to finish their transactions. The payment process is 

becoming more convenient with the help of technology. Generally, consumers can choose 

whichever payment method they prefer to close a deal. According to literature, there are 

many factors that can affect a consumer’s intention to use a new payment method. For 

example, the level of convenience and the level of complexity, or the discount offered if you 

pay with a certain method or the surcharge charged (Stavins, 2018). Acceptability can also be 

a factor in influencing consumer’s payment method choice (Soman, 2001). If the store only 

accepts cash, you do not have other choices but to pay by cash. Surprisingly, speed and 

security do not play an important role in consumers' payment method choice (Schuh & 

Stavins, 2016). Convenience is considered to be the most important factor that can influence 

consumers’ use of all payment methods (Schuh & Stavins, 2016). Customers usually put 

convenience at the first place to choose a payment method in their payment process (Bott & 

Milkau, 2014). Therefore, each payment method is aimed to be more convenient for 

customers.  

Currently there are three major forms of payment, namely cash, card payment, and mobile 



2 

 

payment (m-payment). Cash payment is a traditional and universal accepted payment 

method, which comes in the physical form of a currency. This type of payment method can 

be traced back to long ago in history and is still widely used. Card payment came into 

people’s sight decades ago. It involves paying by a plastic card stored with money (prepaid 

card), or linked with a personal bank account (debit card), or using a credit limit to pay and 

bears a time cycle to repay the amount (credit card). 

Mobile commerce integrates into people’s lives in recent decades. It can be defined as 

any commercial transaction or monetary value delivered by mobile networks and devices 

(Clarke III, 2001; Zhang, Yuan, & Archer, 2002). M-payment is a form of mobile commerce. 

There are four forms of m-payment mechanism, which include bill payments with mobile 

phones, mobile shopping online, person to person payments and mobile proximity payment, 

which is classified as mobile POS (Shin, Lee, & Odom, 2014). The fourth form is the newest 

one to users and it is the main focus in this study. Near field communication (NFC) 

technology is a commonly used technology in m-payment. It is a wireless communication 

technology that has a short working distance of around 10 cm (Haselsteiner & Breitfuß, 

2006). Quick response (QR) code payment is also a commonly used technology in m-

payment solutions. It is more popular in the Chinese market than NFC payment because both 

Alipay and WeChat Pay are using this technology. There are two forms of QR code payment. 

The first one is that the merchant shows the merchant QR code to the customer and the 

customer scans the code using their individual mobile devices to pay. The other form is that 

the customer shows his or her QR code to the merchant and the merchant scans the code 

using a code reading device. As some still believed that cash would last long and kept staying 

in the dominant position among the payment mechanisms (Erling, 2013), many people start 

to think that a cashless society is on the way and it’s inevitable. Cashless methods in general 

were believed to be beneficial to the society although they were usually costlier to merchants 
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than to consumers (Garcia-Swartz, Hahn, & Layne-Farrar, 2006). There exists a trend 

towards cashless (Garcia-Swartz et al., 2006). Mr. Ma Yun, the founder of Alibaba even 

stated to establish a “cashless society” in China within 5 years in 2017 (裴媛瑗, 2020). M-

payment, as an important stage in the process towards a cashless society, needs to pay much 

attention to.    

According to the yearbook of statistics 2019 by DSEC (Direcção dos Serviços de 

Estatística e Censos), the Statistical Information System of Macau and the Statistics and 

Census Service, the total number of the tourists coming to Macau in 2019 was 39.41 million, 

among which 27.92 million were Mainland Chinese tourists. They accounted for 71% of the 

total number of tourists. The yearbook of statistics also indicated that the total amount of 

visitors’ spending in 2019 was MOP64.08 billion, and per-capita spending was MOP1,626. 

The per-capita spending for Mainland Chinese visitors was MOP1,834, which was higher 

than the tourists from other origins (DSEC, 2020).  

China has experienced a rapid development in m-payment during the last two 

decades. According to the statistics, up to the end of June 2020, the number of Internet users 

in Mainland China reached around 940 million, among which the number of people that use 

their mobile phones to surf the net was around 932 million and the percentage reached 99.2% 

(CNNIC, 2020). The statistics shows that most of the netizens are using their mobile phones 

to surf the net. Among the mobile network users, the number of mobile net payments 

(includes both on-line and off-line payments) users reached 802 million and the habit of using 

m-payment off-line has been formed (CNNIC, 2020). As early as in 2017, the percentage of 

netizens using m-payment in off-line payment scenarios has already reached 65.5% (王涛, 

2018). The percentage of those off-line m-payment users who prefer to use cash and card 

payment was 31.1%, compared to 39.1% of whom chose to use m-payment more often (王涛, 

2018) 
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The 46th China Statistical Report on Internet Development (CNNIC, 2020) also 

pointed out that China has ranked the world’s number 1 in transaction scale of m-payment. 

The usage scenarios of m-payment have been continuously expanded and the scale of m-

payment transactions is constantly increasing. During the COVID-19 pandemic, a lot of off-

line merchants seized the opportunity to convert themselves to on-line business. In the first 

half of 2020, the on-line payment kept on popularizing to the older generation and the rural 

areas (CNNIC, 2020). The aggregate payment method is also helping to integrate different 

parties in the m-payment process (CNNIC, 2020). We can see that m-payment in Mainland 

China is approaching mature day by day.  

As a result of the widespread of m-payment in their daily lives, Mainland Chinese 

tourists are very familiar with this payment method in their shopping process, which imposes 

a demand for this new payment method to the Macau market. And as the largest group of 

visitors to Macau with the highest per-capita spending, their need for this payment solution 

should not be neglected. 

As a vital stage of the shopping process, payment may influence the shopping 

experience and customers’ behaviors (Falk, Kunz, Schepers, & Mrozek, 2016; Prelec & 

Simester, 2001; Runnemark, Hedman, & Xiao, 2015; Soman, 2001). Furthermore, shopping 

is an important part of the tourism industry. Therefore, the shopping experience of a tourist 

can influence his or her tourism experience and even the impression towards the tourism 

destination.  

The “Master Plan” published by Macao Government Tourism Office (MGTO) in 

2017 gave out a blueprint and a guideline for the actions of the Macau tourism industry in the 

next 15 years (MGTO, 2017). “Utilising innovative technology” was identified as one of the 

ten key issues and one of the eight key objectives and strategies in Macau tourism industry 

(MGTO, 2017). Thereinto, the “Master Plan” (MGTO, 2017) mentioned the cashless 
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payment was not widely used by tourists and there existed a large room for the development 

of new transaction methods. The 2021 Macau Government Administrative Report also 

pointed out that the government should support the local SMEs to develop e-commerce by 

technological methods and facilitate the popularization of m-payment (GCE, 2020). 

Merchants are an important group of participants in Macau tourism industry and their 

perceptions toward m-payment need to pay attention to. 

In addition, it is obvious that merchants are different from individuals. They both are 

important parties in the m-payment process. Merchants’ adoption can be seen as a 

prerequisite for customers' usage of m-payment. As a special administrative region (SAR) of 

China, the financial system of Macau is different from that of Mainland China. Despite of the 

advancement of m-payment adoption in Mainland China, Macau is still a relatively new 

market for m-payment. In view that the Mainland Chinese visitors are mature users of m-

payment and they have the intention to use m-payment, we can say that the individuals’ m-

payment adoption to Macau tourism market is mature. That makes Macau a special place to 

study the merchants’ adoption of m-payment.  

Despite the increasing number of merchants adopting m-payment in Macau (AMCM, 

2021a), what is the actual status of adoption? How do the local merchants perceive m-

payment? What are the facilitators and inhibitors for local SMEs to adopt m-payment and 

what difficulties they face during usage? These are the questions that remain unanswered and 

to be explored.  

This topic is considered to be a timely issue to study. Hopefully the results of the 

study can give an insight on the factors that influence local Macau merchants’ adoption of 

this payment system and their difficulties in the adoption process, so that the policy makers as 

well as the developers of this technology can help in smoothing this adoption process. The 
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ultimate goal is to provide better services to the tourists and thus help to build Macau world 

class tourism destination. 

 

1.2 M-payment in Macau 

Macau, a SAR of China, is also heading to the trend of m-payment technology at a 

remarkable pace in the last one and two years. Compared to Mainland China, Macau is still in 

an early stage of m-payment but is developing at a rapid pace. The Macau SAR Government 

Consumer Council (MCC) has conducted a survey targeted at supermarkets and convenience 

stores in 2019. The result showed that 7 out of 176 respondents only adopted cash payment. 

More than 90% of them adopted one or more m-payment solutions (MCC, 2020). 

According to the statistics from the Monetary Authority of Macau (AMCM), the 

number of m-payment transactions increased from 1.15 million at the beginning of 2019 to 

24.64 million at the fourth quarter of 2020 (AMCM, 2021a). The m-payment transaction 

value also went up rapidly and it reached 2.33 billion MOP by the end of 2020 (AMCM, 

2021a). The average transaction value is also increasing but at a slower pace. It changed from 

MOP77.4 to MOP94.5 per transaction by the end of  2020 (AMCM, 2021a). We can see one 

feature of m-payment transactions in Macau is usually in small amounts.  

In Macau, QR code m-payment is more popular and widely used by observation. The 

two forms of QR code m-payment mentioned in the previous part are both used in the market. 

And by our observation, the code reading terminals are more widely used by merchants.  

There are some different m-payment solutions in Macau. As a special administrative 

region of China, the financial system in Macau is different from that of Mainland China and 

Hong Kong. The following part lists the main suppliers of the m-payment services in Macau. 
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1.2.1 Alipay 

Alipay is operated by Ant Financial Services Group, which is an innovative 

technology provider and a member of Alibaba (AntGroup, n.d.). Alipay was launched in 

2004 and has become among the world’s payment and lifestyle platforms. Since its 

establishment, Alipay has brought great changes to people’s lives. m-payment service was 

officially brought online in 2009 and up to now it has more than 10 years of history 

(AntGroup, n.d.). Alipay has launched a cross-border payment service and allows its 

Mainland Chinese users to adopt this payment method overseas (AntGroup, n.d.). Alipay 

entered Hong Kong in 2017 by joint venture with the CK HuTchison Holdings Limited. Over 

50 thousand of merchants have supported m-payment methods and it has brought 

convenience to local residents’ lives (AlipayHK, n.d.). 

Alipay, ahead of WeChat wallet, has already entered the Macau local market in 2019. 

Currently, Macau local residents can register their own Alipay Macau account using their 

local mobile number and bank account. Although at this point, only a few bank accounts can 

be bound to their Alipay account, in the future, there definitely will be cooperation between 

more local banks and Alipay. 

 

1.2.2 WeChat Pay 

WeChat Pay is a third-party payment platform offered by Tencent, an integrated 

Internet services provider which was founded in Shenzhen, China in 1998. The company 

provides various services including social media and communications, social network 

platform, and other entertainment services and so on (Tencent, n.d.). WeChat Pay was 

officially brought online in 2013 and developed rapidly since then. Up to 2018, the number of 

active WeChat and WeChat Pay users reached more than 1 billion and 0.8 billion respectively 

(Tencent, n.d.). WeChat Pay service has covered millions of shops and more than 30 
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industries (Tencent, n.d.). The widely adoption and high usage frequency of WeChat has 

made WeChat Pay a part of people’s daily life. WeChat Pay HK was launched in 2016 and 

becomes convenient for Hong Kong citizens ("WeChat Pay Hong Kong," n.d.). WeChat Pay 

HK also allows the local users to pay with lots of merchants in the Greater Bay Area 

(Tencent, n.d.). 

However, WeChat Pay Macau has not yet been launched so local citizens can only 

use either WeChat Pay or WeChat Pay HK. It is not convenient at this point, but we are 

positive that WeChat Pay Macau wallet is going to be launched in the near future. As a result, 

WeChat Pay in Macau is mainly for the tourists currently. 

 

1.2.3 MPay 

MPay is developed by Macau Pass Company. It is a third-party m-payment platform 

designed for local citizens. As the first electronic payment service platform in Macau, MPay 

can be used for proximity payment in more than 14,000 spots in Macau (MPay, n.d.). 

Individual users need to download the MPay app on their mobiles and register an account by 

their telephone number. And it also needs to be linked with specified local bank accounts. Up 

to now, MPay has cooperated with several local banks and it becomes quite convenient for 

local users. The company is still seeking cooperation with other banks (MPay, n.d.). 

Moreover, it enables its users to apply the bus code function to take a bus and people can get 

rid of their bus cards (Macau Pass Card) and coins. 

On one hand, though it is convenient for local users, tourists are not able to use this 

m-payment solution because they neither have a local bank account nor a local telephone 

number.  
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On the other hand, for merchants, the m-payment POS machines from Macau Pass 

company, or so called the terminals, can accept various m-payment solutions. For example, 

MPay, Alipay, WeChat Pay, and some other mobile bank payments.  

 

1.2.4 UePay 

UePay is a third-party financial institution that provide payment service platform to 

both individuals and merchants. It is one of the first institutions in Macau that offer merchant 

service of WeChat Pay to local merchants as early as in 2017 (UePay, n.d.). UePay has also 

cooperated with many local banks to provide more convenient m-payment services to its 

customers. However, by our observation, it is not so popular in Macau.  

 

1.2.5 Bank m-payments 

Bank m-payment is a function of mobile banking. Currently in Macau, only three 

banks offer this service, namely Bank of China, Tai Fung Bank, Industrial and Commercial 

Bank of China. This service is for the local citizens because it has to use a local bank account. 

Tourists are not able to use this function of mobile banking. Bank m-payments are direct and 

they do not go through a third party. As a result, many users and merchants may perceive it 

safer. However, it is rather dispersive for merchants because they may need to open various 

bank accounts in order to receive payment if they choose to install various bank m-payment 

systems. 

 

1.2.6 Others 

Other m-payment services include Apple Pay developed by the famous electronic 

company - Apple Inc., Starbucks Pay which can be only used in Starbucks, and so on. They 
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are not the major m-payment services adopted in Macau so they are not studied in this 

research.  
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2. Literature Review 

2.1 Individual’s adoption of m-payment 

Existing literature mainly focused on the factors that influence individuals’ intention 

to adopt m-payment methods. There are some models already constructed by previous 

studies.  

Among the many studies about people’s preferences toward a technology or an 

innovation, the Technology Acceptance Model (TAM) introduced by Davis in 1989 is the 

most widely applied and various results have been obtained (Peng, Xiong, & Yang, 2012; 

Sam, Chatwin, & Zhang, 2014; Yang, Lu, Gupta, Cao, & Zhang, 2012; Zhang et al., 2002). 

The model indicates perceived usefulness and perceived ease of use are two main factors that 

influence an individual's intention to adopt a new technology (Davis, 1989). For potential 

users of m-payment, behavioral beliefs, social influences and personal traits were direct and 

influential factors; for post-adopters, perceived fee no longer has an impact (Yang et al., 

2012). One study adopted the revised TAM model indicated that both perceived ease of use 

and perceived usefulness have a positive relationship with users’ adoption of NFC in Macau 

(Sam et al., 2014). However, this study only sampled students from University of Macau 

which can influence the reliability of the results.  

Venkatesh, Morris, Davis, and Davis (2003) examined and studied eight models in 

previous studies about users’ acceptance towards a technology and came up with a Unified 

Theory of Acceptance and Use of Technology (UTAUT). This theory indicated four main 

determinants for adopting new technology by individuals, performance expectancy, effort 

expectancy, social influence, and facilitating conditions (Venkatesh et al., 2003). A study 

based in Macau extended the UTAUT model by adding “privacy concern” as a negative 

factor that influences users’ intention to adopt mobile commerce (Lai & Lai, 2014). 
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Venkatesh, Thong, and Xu (2012) developed the UTAUT to UTAUT2 by adding the 

effects of hedonic motivation, price value, and habit in the model. The study was conducted 

among Hong Kong citizens and it claimed that the impact of these three factors are 

moderated differently by age, gender, experience (Venkatesh et al., 2012).  

The previous studies on individual’s adoption of m-payment are quite abundant and 

mature. However, the field of merchants’ adoption is not deeply explored.  

 

2.2 Merchant’s adoption of m-payment 

In the process of introduction of m-payment systems, there are many players, and 

each of them is rather important. In terms of the m-payment system, the players include the 

customers, merchants, financial institutions like banks, policy makers and so on (Teo, 

Fraunholz, & Unnithan, 2005). The majority of the existing studies are focusing on the 

consumers’ side, explaining the factors that influence users’ acceptance of m-payment. 

However, only a few studied the adoption intention of merchants in this process.  

When customers accept and adopt m-payment methods, merchants need to make this 

method available for its customers (Teo et al., 2005). In other words, if the merchants are not 

ready to adopt m-payment then the customers’ adoption would be meaningless. They are not 

able to use it if no merchant adopts it. Therefore, the merchants’ adoption is as important as 

individual’s adoption and they should be studied separately.  

In the decision-making process of adopting a new technology, the management level 

of a company may consider several things. One of the objects of this study is to find out what 

are the reasons that a merchant adopts m-payment in its store.  

In terms of facilitators, there are some potential benefits that might be brought to the 

merchants by adopting m-payment. Some examples of potential advantages by m-payment 

adoption include the potential of bringing new young customers, the ability of offering better 
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service to customers, the possibility of building a better company image and so on (Mallat & 

Tuunainen, 2008). 

Nowadays, mobile phone usage is ubiquitous. By our observation, a large number of 

people carry their mobile phones with them almost everywhere. It is not hard to observe that 

people are using their phones when walking on the road, taking a bus, or even having a meal. 

For a large number of people, they may forget to bring their wallets but they would not forget 

to bring their mobiles. For merchants, adding a payment solution can prevent from losing 

potential customers because if the customers forget to bring their wallets, they can still 

complete the payment by their mobile phones instead of just abandoning the purchase and 

leaving. 

Moreover, various studies pointed out that payment methods can influence people’s 

perception of money, and hence affect their spending behavior (Falk et al., 2016; Prelec & 

Simester, 2001; Runnemark et al., 2015; Soman, 2001). This is believed to be able to bring 

profits to merchants indirectly. 

Payment methods can influence consumers’ willingness to pay. The comparison 

studies between cash and credit concluded that credit cards can trigger higher in-store 

expenditure and greater chance of in-store purchase (Hirschman, 1979). When a customer is 

instructed to use a credit card, he or she is willing to spend more on the same product and the 

willingness to pay is increased (Prelec & Simester, 2001).  

Soman (2003) related payment methods with degree of transparency. Cash is defined 

as the most transparent payment mechanism and serves as a benchmark. The transparency of 

other payment mechanisms, like credit cards and m-payment, is compared with cash (Falk et 

al., 2016). Degree of payment method transparency is positively related to pain of payment 

and negatively related with spending, which will influence spending behaviors and decisions 

(Soman, 2003). Many other researchers adopted Soman (2003)’s idea and extended it, but 
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most of them compared cash with credit cards (Chatterjee & Rose, 2012; Kamleitner & Erki, 

2013). M-payment is believed to be the least transparent payment method and thus it can 

influence consumers' perception about money (Khan & Craig-Lees, 2009). As a result, by 

using m-payment, customers tend to consume more and thus might bring profit to the 

merchants. Merchants are suggested to install m-payment technology and encourage the 

consumers to use (Falk et al., 2016).  

Consumers perceive products differently when primed with cash and credit card. In 

credit card condition, customers pay more attention to benefits than costs and in cash 

condition it is reversed (Chatterjee & Rose, 2012). That is to say, payment methods can 

influence consumers’ evaluation of a product and thus decide which to buy. Soman (2001) 

also pointed out that past payments influence future spending behavior and payment methods 

moderate this relationship.  

Generally speaking, paying by methods that the notion of money is obvious like cash, 

people will feel pain and tend to spend less (Soman, 2003). On the contrary, paying by 

methods that the notion of money is not apparent, like credit card and mobile phone, 

consumers feel less painful and tend to spend more (Falk et al., 2016). The above effects of 

payment methods directly influence consumers’ behaviors and might indirectly bring benefits 

to the merchants. These impacts are not instantaneous, and they are hard to measure. 

Therefore, they can be easily neglected. 

Ondrus and Pigneur (2004) proposed an architecture that combines m-payment with 

customer relationship management system. They believed that this new architecture enabled 

customers to complete the purchase using an all-in-one mobile device to pay with personal 

coupons attached. At the same time, the merchants would be able to gather individual 

customer information in order to provide better tailored services in the future (Ondrus & 

Pigneur, 2004). On one hand, in real life, this proposed architecture is already adopted by 
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some merchants. For example, Alipay and WeChat Pay have already cooperated with many 

merchants by incorporating their membership cards within the same App (Mobile 

Application). By doing this, consumers are able to accumulate member points, obtain and use 

coupons, and pay at the same time using these Apps. However, on the other hand, for those 

small enterprises, customer loyalty may not be their prime concern, some even do not have a 

loyalty program for their customers. So, this benefit may not be attractive to the SMEs 

because this indicates more investments. 

All the potential benefits the merchants perceived can influence their adoption 

towards m-payment. Merchants have to perceive enough value for them before they adopt the 

new payment method (Thoi, 2016).  

The above mentioned are some potential benefits and advantages for merchants by 

adopting the m-payment method and thus can encourage merchants to adopt this payment 

method. However, like an old saying goes, “there is no needle with both ends pointed”, there 

also exist some inhibitors for merchants to adopt m-payment.   

The commission charged per transaction is a visible cost to the merchants’ business 

operation. Commission charged is an influential inhibitor for SME’s adoption of m-payment 

(聂进, 周江涛, & 罗顺秀, 2019). In addition, training is needed for employees to accept a 

new technology and that would cost time and money. The high charge imposed by telecom 

companies and the low demand from customers can also inhibit merchants from adopting m-

payment (Teo et al., 2005). Mallat and Tuunainen (2008) pointed out four main barriers, 

namely the lack of user base, incompatibility with existing payment methods and the business 

itself, the difficulty of usage, and the high commission cost charged.  

After reviewing a number of relevant literature on m-commerce adoption both for 

individuals and organizations, Alfahl, Sanzogni, and Houghton (2012) proposed a model 

consisting of 15 factors that might influence Organizational m-commerce adoption. The 
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model organized the potential factors into three broad groups: Environmental and 

organizational, technological, and managerial and other factors (Alfahl et al., 2012). This 

thesis research is guided by these three groups to explore what factors in each group can 

influence Macau local merchants’ adoption of m-payment. There are too many factors 

proposed in the model and some of them are not eligible for the Macau market. Therefore, 

some factors are left out and some are adapted according to the background of the Macau 

market. Some factors are also added to this study according to the other literatures to fit in the 

Macau market. 

In recent two to three years, m-payment has developed rapidly in Macau, more 

individuals get to use m-payment and a lot of merchants have begun to adopt the m-payment 

system in their stores. While those large corporations have abundant resources, both financial 

and human, local SMEs are not as active in this field. In Macau, there exist several solutions 

of m-payment to be chosen, like WeChat Pay, Alipay, MPay and other Mobile Banking 

Applications. So, it is a difficult question for a merchant to decide which one or ones of m-

payment solutions to be installed, especially for those SMEs that do not have enough 

resources to install all of them.  

Various studies have been done on m-payment in the last decade. However, the 

majority only emphasize on the individual’s side of m-payment adoption. Reviewing the 

existing studies, there exists a research gap on how Macau merchants perceive m-payment 

methods, especially those SMEs. The majority of the tourists are from Mainland China 

(DSEC, 2020), who are very mature in the m-payment adoption as individuals. But the 

Macau market is not mature in this new payment method, which makes it a special market to 

conduct this study. As a result, it is necessary to explore the factors that can influence the 

adoption of m-payment for Macau local merchants. What stimulates them to adopt the 

technology and what inhibits them from installing the payment method. The result may help 
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to give some suggestions to local authorities on how to encourage the merchants in order to 

give better services to customers. The ultimate goal is to facilitate Macau to become a world 

class tourism destination. 
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3. Research Methodology 

3.1 Overall research design  

The definition of SME varies widely by nations and is usually based on the number of 

employees. Mainland China has different definitions to classified SME by industries. For 

Hong Kong, SME is defined to have less than 100 employees for manufacturing industries 

and have less than 50 employees for other businesses (Hall, 2010). The target SMEs in this 

study are those local merchants that have less than 50 employees. 

The objective of this study is to have a deeper understanding of Macau local SMEs’ 

perception towards m-payment, it is rather subjective. As a result, a qualitative study is more 

suitable. Moreover, one factor to be studied is the “top management support”, so the target 

respondents should be at the management level of the companies. This study applies the face-

to-face interview approach, which is a commonly used technique in a qualitative study. The 

advantages of a face-to-face interview include synchronous communication in both time and 

place, which allows a better interaction between interviewers and interviewees (Opdenakker, 

2006). The presenting of the interviewer allows mutual understanding and makes sure the 

interviewee understands the questions (DonYei, 2007). 

Interview questions are constructed and only serve as a guide in the interview. The 

questions are guided by the conceptual model presented in the later part of this chapter. The 

interview guide is attached in the appendix. Face-to-face interview allows immediate 

adjustments to the questions according to the answers of the interviewees. In addition, none-

verbal language such as the tone and the facial expressions of the speaker can be detected. 

The interviews will be conducted in the language that is most comfortable for the interviewee 

so that they can express themselves more thoroughly.  

If allowed, the interview process is recorded for the analysis. If not, the interview is 

taken notes by hand as much as possible and is summarized later for analysis. 
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The target respondents are the top management of local Macau SMEs because they 

have the authority in the decision-making process. This study applies the convenience 

sampling approach. It is a kind of non-probability sampling method and the samples are 

usually taken from the group that can be easily approached (Taherdoost, 2016). The 

advantage of a convenience sampling is less time consuming and more convenient 

(Taherdoost, 2016). The researcher enters the shops from different parts of Macau. Requests 

for interview are asked to management level personnel and those who are willing to 

participate in the study will be interviewed.   

 

3.2 Research Questions 

The following three questions are being explored in this study:  

1. What is the current status of m-payment adoption by local SME merchants in Macau?  

2. What are the main factors that influence the merchants’ adoption of m-payment in Macau? 

3. What are the problems and difficulties that the merchants face during their usage of m-

payment? 

 

3.3 Conceptual Model 

The conceptual model constructed for this study is guided by former literatures. 

Potential factors influence merchants’ adoption of m-payment can be organized into three 

broad groups: environmental and organizational, technological, and managerial and other 

factors (Alfahl et al., 2012). This study follows the three broad groups and categorizes the 

following selected factors adapted from the observation in Macau market. The proposed 

conceptual model serves as a guide for organizing the questions of the interview. The 

proposed factors are explained one-by-one in the following part.  
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3.3.1 Environmental and organizational  

The factors under this group are factors that exist in the macro environment or in the 

organizational environment that can hardly be influenced by individuals from a company. 

 

3.3.1.1 Government policy 

Government policy is a factor in the external environment that cannot be controlled 

by the merchants. They have to follow the regulations in order to stay in business. 

Government policy can be a double-edged sword for merchants’ adoption of m-payment. In 

other words, a favorable government policy can encourage the merchants to adopt m-

payment and a restriction policy can hinder the merchants to adopt m-payment.  

  

3.3.1.2 Perceived size of user base 

User base is a very important factor and it may be the initial driving force for the 

merchants to adopt a new payment system. Lack of user base is an influential inhibitor for 

merchants’ adoption of m-payment (Mallat & Tuunainen, 2008; Teo et al., 2005). If there is 

no demand, there will not be supply. When a merchant feels that a large number of its 

customers have the demand of using m-payment, in order not to lose its customers, the 

merchant will install this system and provide this service to its customers. Customer demand 

may be influenced by the target customers of the company. If the target customers are young 

generations or Mainland Chinese tourists, the demand for m-payment may be higher. Target 

customer groups can also influence merchants’ choice of m-payments installed.  

Customer demand is hard to measure and, in the interview, we are asking the 

respondents’ perception of customer demand for the company subjectively. 
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3.3.1.3 Commission charged 

Commission is charged by the payment system suppliers, usually a bank or a third-

party institution. This is similar to a card payment system. Apart from the one-time cost of 

the system installation, there exists additional commission per transaction. Commission 

charged can be related to the bargaining power of the merchant itself. Commission charged 

can inhibit SME’s adoption of m-payment (聂进 et al., 2019). For local SMEs, they usually 

have low bargaining power so they can have little control on the commission charged. This 

additional charge can be a large obstacle for merchants to encourage their customers to use 

m-payment.  

 

3.3.1.4 Threat of competition 

Competition is a very important force in the industry environment analysis. Usually 

for small and medium businesses, the threat of competition they faced is rather high. There 

exist a lot of similar players in the market and the customers can easily switch from one to 

another. At the beginning stage, having the m-payment system can be a competitive 

advantage. However, when more and more competitors install the system, not having it will 

become a disadvantage. If most of your competitors have this payment system available for 

their customers and you do not, you can easily lose your customers to your competitors. 

Threat of competition is seldom brought up in the previous studies. We add this factor in the 

study and try to find out whether this can have an impact on the merchants’ adoption of m-

payment. 

 

3.3.2 Technological 

Technological factors are those related to the specific payment system directly. They 

can be from the system providers’ side or the merchants’ side. 
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3.3.2.1 Perceived ease of use  

Perceived ease of use is referred to as how a person feels about the effort he or she 

needs to make using a particular system (Davis, 1989). The persons who need to operate the 

m-payment system are usually the cashiers. Whether they feel the systems easy to use or not 

can influence the intention to adopt m-payment in the company. If the operating staff feels 

that using the m-payment system is rather difficult, he or she may encourage the customers to 

use other payment methods or even does not allow them to use m-payment. 

 

3.3.2.2 Breakdowns of the system 

Breakdowns of the system refer to the problems of the m-payment POS machine 

appearing during the using process. If a problem comes up in the middle of a payment 

process, the process will be stuck and customers’ time will be occupied and wasted. The 

operating staff has to solve the problem immediately and the customer has to wait for the 

solution. The more time spent in the paying process, the more dissatisfaction will be caused 

and customers may complain. Then, in the future, the staff may have fear of using the system. 

As a result, the more breakdowns occur, the less likely the merchant will use the m-payment 

system. In addition, the response of the system supplier can also influence the merchants’ 

willingness to use the system continuously. If the solution supplier responds fast and 

effectively, the merchant may be encouraged to continue to use the system. 

 

3.3.3 Managerial and others 

Under this group, factors are those related to the management level and those not 

related to the macro environment directly. 
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3.3.3.1 Perceived benefit 

It is believed m-payment can influence customers’ purchase behavior in the way that 

they tend to spend more (Khan & Craig-Lees, 2009). However, it is hard to measure and 

cannot be shown in concrete figures. In addition, the merchants usually need to spend efforts, 

both human resource and time, in carrying cash to deposit into their bank accounts as long as 

they accept cash payment. If the merchants adopt m-payment, cash received will decrease 

and the efforts spent with cash related issues will decrease. Moreover, at the time of this 

study is being constructed, the whole world is suffering from the COVID-19 pandemic and 

touching is a way of getting infected. So there appears another benefit of using m-payment 

which is reducing touch both between customers and staff and between people and money 

notes.  

Perceived benefit can be some advantages to the company brought by the payment 

method and it can also be the reduced operation cost or disadvantages brought by other 

payment methods. The more benefits perceived by the merchant, the higher possibility it will 

install a m-payment system.  

In the interview, the targets are asked about the benefits they perceive that can be 

brought or will be brought to the company by m-payment. 

 

3.3.3.2 Top management support 

Top management support for information systems refers to the management level’s 

attitude towards the system is favorable and supportive (Sabherwal, Jeyaraj, & Chowa, 2006). 

For SMEs, there are only a few people in the management level. Sometimes the boss or the 

owner has the absolute authority to decide everything in the company. As a result, his or her 

attitude towards m-payment decides the adoption.   
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Figure 1 summarizes the conceptual model. The interview questions are guided by 

this model. 

 

Figure 1 Conceptual model 

 

3.4 Data collection process 

Target respondents are local SMEs in Macau. The researcher avoids selecting the 

merchants doing the same type of business as much as possible to obtain a more various view 

to the topic. The researcher enters the shops on the street of Macau and seeks the people in 

charge of the shop. The purpose and information of the study is explained to the people in the 

shop. There exist three scenarios: 

1) If the person is the owner or at the top management level of the company then 

he or she will be asked to participate in the study. The interview is conducted as the 

suitable respondent is willing to participate in the study. 
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2) If the suitable respondent is not available at that moment but is willing to 

participate in the study, an appointment is made for the interview at another time.  

3) If the people in the shop is not the suitable respondent for the interview, 

contact information of the researcher is left to the staff for arranging an appointment 

with the suitable respondent.  

If allowed, the interview conversation is recorded for data analysis. But if recording is 

not allowed, the interview process is taken by hand writing notes for analysis. The materials 

obtained from interviews are then translated into English and those that are recorded are 

converted into transcripts for analysis. And they are attached in the appendix. All the interviews 

are conducted on the anonymous base.  

 

3.5 Analytical methods 

Content analysis is applied in the data analysis phase. It is a commonly used technique 

in qualitative analysis. It is a method that systematically analyzes the content and describes the 

meaning of qualitative data (Schreier, 2014). Content analysis is a powerful technique used to 

condense many words of a text into fewer content categories by the coding process (Stemler, 

2000). It is a coding operation in nature. And coding can be defined as a process to convert the 

raw data collected into a normalized form (Babbie, 2020).  

Each single interview is divided into meaning units according to the eight factors 

proposed in the conceptual model. One additional factor is added because it is mentioned by 

the respondents. A meaning unit is a set of words, sentences or statements that reflect the same 

main idea and the tag of each meaning unit is identified as a “code” (Graneheim & Lundman, 

2004). Therefore, total nine codes are identified for the content analysis. Each coding material 

is analyzed in detail and the findings are presented in the following chapter.  
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4. Findings 

In this chapter, findings of this study are presented.  

Total 33 attempts were made but only 24 local SMEs participated in the study. They 

are doing different types of business in the catering industry, retail industry and other service 

industries. The interviewees are either the owner or at the top management level of the 

companies. Since the interviews are conducted on an anonymous base, the respondents are 

referred to as R1 to R24. The table below presents the basic information of all the respondents. 

Respondents Business Type M-payment adopted 

R1 Alcohol Retail QR code scanning 

R2 Grocery QR code scanning 

R3 Cafe None 

R4 Florist Personal mobile transfers 

R5 Florist QR code scanning 

R6 Yogurt Shop QR code scanning 

R7 Dessert Cafe QR code scanning 

R8 Education Center QR code scanning 

R9 Grain & Oil Store QR code scanning 

R10 Snacks Shop QR code scanning 

R11 Fruit Shop Personal mobile transfers 

R12 Herbal Tea Store QR code scanning 

R13 Clinic Personal mobile transfers 

R14 Marine Food Products Shop QR code scanning 

R15 Pastry souvenir shop QR code scanning 

R16 Tailor Shop QR code scanning 
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R17 Domestic Appliance Shop QR code scanning 

R18 Hong Kong Style Restaurant QR code scanning 

R19 Dessert Shop QR code scanning 

R20 Pastry souvenir shop QR code scanning 

R21 Pastry souvenir shop QR code scanning 

R22 Convenience Store QR code scanning 

R23 Bakery QR code scanning and mobile transfers 

R24 Construction Material Shop QR code scanning 

Table 1 Information of the respondents 

Each interview is analyzed in detail and they are presented in the appendix.  

 

4.1 The current status of m-payment adoption in Macau 

According to the interviews, 96% of the respondents adopted m-payment although in 

different forms. Among them, 20 respondents adopted m-payment in the merchants’ form 

instead of the individual’s form. Which means they have adopted the m-payment POS 

machine or the merchant QR code. 3 respondents accept m-payment by personal mobile 

transfers only. 2 respondents have adopted the m-payment solutions but they hardly make use 

of it. R16 indicated that the m-payment in Macau is not yet matured and he did not like to use 

m-payment in Macau. R12 thought the m-payment POS machine was too difficult for her to 

handle. Both of them stated that they would abandon m-payment after the electronic 

consumption cards are out of use.  
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Figure 2 M-payment adoption status of the respondents 

Generally speaking, the m-payment adoption among local SMEs in Macau is quite 

popular. By observation, in the past one and two years, a large number of the merchants in 

Macau began to accept m-payment methods. According to the statistics from AMCM 

(2021a), the number of m-payment terminals and QR codes was 37,000 at the end of 2019. 

The number increased to 70,000 at the end of 2020 (AMCM, 2021a). We can see the number 

of m-payment adoption by merchants increased dramatically in the second quarter of 2020. 

And that is the time when the Macau Government launched the electronic consumption cards. 

This phenomenon will be further discussed and analyzed in the following part of this chapter. 

In this study, only 1 out of 24 respondents has not yet adopted any form of m-

payment. Currently, a considerable large number of SME merchants in Macau have already 

adopted m-payment. However, by observation of the study, among the merchants that have 

adopted m-payment, a portion of them adopted it only because of the issuance of electronic 

consumption cards. While some merchants find it useful and convenient to use m-payment, 

others still do not accept this payment method. Some are even considering abandoning the m-

payment solution once the consumption cards are out of use.  

In daily life in Macau, the researcher has still encountered the situation when a 

customer requests to pay by m-payment, the merchant does not accept m-payment unless the 

83%

13%
4%

M-payment adoption status of the 
respondents

M-payment POS or QR code Personal mobile transfer None
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customer agrees that a certain amount is added to their original bills. In other words, the 

merchant converts the commission charged to the customers. When the customers, especially 

those tourists do not have enough cash with them and they are not able to withdraw cash, they 

have to accept this additional amount of bill involuntarily. This would leave a bad impression 

on the visitors to Macau and bring bad impact on the Macau tourism industry. As a result, the 

local authorities should prevent this from happening. The government should forbid the 

merchants to increase the price if the customers pay by payment methods other than cash.  

Therefore, there is still a large room for the development and improvement of the m-

payment in Macau.  

 

4.2 The main influential factors 

The interviews are conducted guided by the proposed model. The aim is to find out 

whether these factors can potentially influence the local merchants’ m-payment adoption in 

Macau and what other factors can be influential. The proposed factors serve as codes for 

content analysis. In this part, each coded content is analyzed. Total nine factors are presented. 

A summary table of the main influential factors is presented at the end of this part.  

 

4.2.1 Government policy 

The interview content in this study shows that government policy is a very important 

factor that affects merchants’ adoption of m-payment, especially in the time frame when the 

study is conducting. 13 out of 24 respondents indicated that the main reason for their m-

payment adoption was the issuance of the electronic consumption cards by the Macau 

government. And 6 respondents have only adopted the m-payment POS machine from Macau 

Pass in order to be able to accept the consumption cards.  
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Due to the strike of the COVID-19 epidemic, the economic environment of Macau 

has been hit heavily. The Macau government then launched a series of policies to subsidize 

local residents and merchants. One of them is the issuance of electronic consumption cards. 

Electronic consumption cards are the plastic cards with a certain amount of money attached 

to them issued to local residents. The residents cannot withdraw cash from the cards. Instead, 

they can only consume the money amount in the cards in those local merchants that can 

accept this payment method. Each card has a daily spending limit of MOP300 per day. And 

the cards came into use on the first day of May, 2020 (AMCM/DSE, 2020). It is not only a 

subsidy for local residents but also for local merchants. If they want to be able to accept these 

consumption cards, local merchants have to adopt the POS machine from Macau Pass. The 

POS machine can not only accept consumption cards but also some other m-payment 

methods as well, like M-pay, Alipay, WeChat pay and so on.  

When the government decided to launch the consumption cards, the Macao Economic 

Bureau (DSE) held several seminars in communities to promote the machines to the local 

merchants. On one hand, they want to help the merchants to apply and install the machines in 

order to be able to accept consumption cards. On the other hand, they also hope to take this 

opportunity to drive local merchants to adopt m-payment and further develop their business 

(DSE, 2020). 

Therefore, in order to grab this business opportunity, a large number of local 

merchants adopted the m-payment solution from Macau Pass. Moreover, according to R1 in 

this study, the transactions of consumption cards are totally free of commission. The 

application process became simpler than before, which also facilitates the merchants’ 

adoption.  

On one hand, after adoption, some merchants like R1 perceived the benefits and 

convenience brought by m-payment and they will continuously use this method. On the other 
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hand, after adoption, although the same machine can accept other m-payment methods, some 

merchants only accept electronic consumption card payment. And some merchants like R12 

and R16, despite their adoption of the machine, they hardly make use of it. They will even 

abandon this payment method when consumption cards are out of use.  

There are some possible reasons why some merchants will abandon the m-payment 

method after their adoption in this case. Firstly, some merchants adopt the m-payment 

machine mainly to be able to accept the consumption cards. In some industries, the customers 

who use consumption cards are very different from those who use m-payment. For example, 

for some older-generation residents, they think consumption cards are the same as cash. 

When the cards are out of use, these customers will transfer back to using cash payment. 

Those merchants who target this kind of customer do not see any business opportunities if 

they keep using the m-payment system so they may simply abandon it. Secondly, 

consumption card transactions are free of commission but m-payment transactions are not. 

Some merchants are not willing to pay the commission so they are not willing to accept m-

payment. Thirdly, when the merchants already have other m-payment solutions and the one 

from Macau Pass is not as good to use as the other ones, then the merchants may consider 

abandoning the one from Macau Pass when consumption cards are out of use. 

To sum up, the government policy does influence local merchants’ initial adoption of 

m-payment in Macau. However, the continuous adoption and use is influenced by many other 

factors. 

 

4.2.2 Perceived size of user base 

In a market, supply and demand always interact with each other. The lack of user base 

or the low demand of customers is one of the main barriers for merchants’ adoption of m-
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payment (Mallat & Tuunainen, 2008; Teo et al., 2005). In other words, the perceived size of 

user base can influence merchants’ adoption of m-payment.  

In this study, 18 respondents perceived a medium to large user base of m-payment. 

Some stated the user base is increasing from time to time. Among the user base of m-

payment, more than half of the respondents indicated that Mainland Chinese tourists account 

for the majority. Their frequent-used m-payment solution is WeChat pay.  

A large user base is the basic and initial force that drives merchants to adopt m-

payment. If nobody is using this payment method, then the merchants will not adopt it 

because the adoption will be useless.  

Before the m-payment solutions were launched by local financial institutions, some 

merchants had already been aware of the customers’ needs of using m-payment, especially 

those Mainland Chinese tourists. Because the m-payment method has already been 

widespread in Mainland China. Many Mainland Chinese tourists are so used to using m-

payment so when they come to visit Macau, it becomes inconvenient for them if they are not 

able to use this payment method during their journey.  

Some merchants noticed this need from their customers but at that time, no local 

financial institutions were offering this product and service to local merchants. Therefore, 

some owners of the SMEs opened their personal m-payment account in Mainland China in 

order to accept the m-payment from tourists. However, this method has some disadvantages 

like the exchange problem and accounting issues as mentioned in the previous part. So, when 

local financial institutions launched the merchant m-payment solutions and services, those 

merchants who perceive a large user base adopted the M-payment solutions.  

According to the respondents, the perceived user base also influenced their choice of 

the m-payment solution(s) adopted. For example, some merchants feel the m-payment 

solution from Macau Pass can satisfy both local residents and tourists. So, they choose to 
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adopt the m-payment solution from Macau Pass. When being asked whether they will add 

new m-payment solutions to the existing ones, all respondents who have already adopted the 

m-payment solution(s) said they would consider to add a new m-payment solution(s) only if 

it has a large user base.  

Although some respondents who have not yet perceived a large user base of m-

payment among their customers, they still indicated that they would continue to adopt and 

use m-payment. The reason is that they see the potential increase of the user base of m-

payment and they think it represents the social trend.  

In a word, perceived size of the user base is an important factor that influences 

merchants’ adoption of m-payment.  

 

4.2.3 Commission charged 

The cost of m-payment adoption includes the one-time expense of the system 

installation and the commission charged per transaction. According to the respondents in this 

study, adoption of NFC m-payment requires the installation of a m-payment POS machine. 

Adoption of QR code scanning m-payment requires a printed merchant QR code. 

Currently, the installation of the m-payment POS machines is free of charge. The 

merchants do not need to pay for the machines. Other than that, some respondents pointed out 

that even the paper receipts are offered by the solution suppliers for free.    

Similar to credit card payments, the solution suppliers charge a commission per 

transaction from merchants. The commission charged is different by merchants and by 

suppliers. Some respondents indicated the commission charged by different suppliers and 

others either do not want to reveal the exact number or cannot remember clearly. The range 

of a commission charged per transaction is around 0.6% to 1%. For the QR code scanning m-

payment, no commission is charged currently.  
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22 of the respondents thought the commission of m-payment is acceptable for their 

business. From some respondents’ point, the commission is worth paying. For example, R1 

believed that the benefits m-payment would bring to their business can offset the commission 

charged. R19 thought despite the commission charged, they can still make a profit. And the 

customers’ needs matter more than the commission charged for them.  

When comparing with cash payment and credit card payments, most respondents 

prefer cash receiving. They perceive cash receiving free of commission. Although some 

respondents pointed out that they have to spend time and effort to deal with bank issues like 

depositing cash and getting changes, most of them do not see it as the cost of business 

operation. Some respondents also stated that cash receiving gives them the sense of actual 

earning. (R9 & R16)  

In terms of credit cards, the commission charged is the highest among all the payment 

methods as perceived by many respondents. As a result, they usually avoid credit card 

payments even if they have installed the card POS machines.   

Only R14 complained much about the commission charged. They thought it was too 

costly for them since they have a low profit margin as stated. They felt like they had to share 

their profits with the m-payment solution suppliers. They also indicated clearly that the 

commission charged was a very important factor for their adoption of m-payment. If the 

commission becomes too high for them to bear, they will abandon m-payment in the future.  

Some respondents in this study, although they have adopted m-payment, they hardly 

make use of it, like R12, R16 and R24. In this case, they do not care much about the 

commission charged because it does not cost a lot to their business. But when the usage rate 

increases, they will also consider the cost of using m-payment.  

There are also two other forms of m-payment adopted by the respondents in this study 

that are free of commission. One is personal account mobile banking transfers and the other is 
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QR code scanning. R4, R11 and R13 are accepting this form of m-payment. This form has a 

disadvantage, which is when they do the accounting for the company, they have to separate 

the company earnings from personal fund flows. It may cause inaccuracy with the company’s 

account. The other form, QR code scanning, is favored by many merchants, especially R6, 

who has only one staff in the shop. This form can save the merchants’ time and effort in the 

money receiving process because the customers do all the things. They scan the code, enter 

the payment amount and complete the payment. The disadvantage of this method would be 

that the merchant is not able to know clearly whether they have received the money and the 

right amount of money or not. Because no receipts are generated and the merchants have to 

look up into their own devices to verify the transaction. When the business is busy, the 

merchants cannot check their devices in time. Then they have to bear the risk of not receiving 

the right amount of money or even not receiving any money at all.  

The commission charged also differs by solution suppliers. According to R6 and R23, 

when m-payment is becoming more and more matured in Macau, all the solution suppliers 

are offering similar products and services to the merchants. Then the commission charged is 

an important factor for the merchants when they consider which m-payment solution(s) to 

adopt.  

Commission charged per transaction is a visible deduct to the merchants’ earnings. 

The commission charged for m-payment is lower than that for credit card payment according 

to the respondents. Therefore, merchants would rather adopt m-payment than credit card 

payment. As a result, the cost of m-payment does affect merchants’ adoption. When a 

merchant has low profit margins, like R14, it concerns a lot about the commission charged.  

Generally speaking, on one hand, the commission charged is related to merchants’ adoption 

of m-payment. When the merchants have lower profit margin, this relationship will be 
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stronger. On the other hand, the commission charged can also influence the merchants’ 

choice of m-payment solutions.  

 

4.2.4 Threat of competition 

Competition exists in every industry. The market can hardly be dominated by one 

company. Threat of rivalry is one of the forces in Porter (1997)’s Five Forces Model, which 

is usually used to do the environmental analysis. Competitions are usually fiercer in but not 

limited to the following situations. Firstly, there exist a large number of similar players in the 

market. They offer similar or the same products and services. Secondly, new players can 

easily enter the market. The obstacles for new entrants are relatively low. Thirdly, the switch 

cost for the customers is low. They can easily switch to other similar suppliers. In the Macau 

market, the intensity of competition depends much on the industry. In the catering industry, 

the threat of rivalry is usually considered to be high because there are many similar 

restaurants, cafes, and other forms of dining places in Macau. They usually offer similar 

foods and drinks. Customers have so many choices and the switching cost is low. In the retail 

industry, the threat of rivalry is also considered to be high. There are many similar merchants 

selling the same products in the Macau market. Customers can easily compare them with 

each other. New players can easily enter the market as well.  

So usually when your competitors launch a business move, you would better consider 

it carefully. Otherwise you may easily lose your customers to your competitors. Adoption of 

m-payment can be seen as a new move in the Macau market and it also be seen as an 

additional service provided to the customers. Most of the SME merchants adopt m-payment 

in a recent period. Theoretically speaking, the adoption of m-payment by competitors should 

affect the merchants’ decision of m-payment adoption to some extent. But surprisingly, all 

the respondents, without exception, pointed out that they do not care about their competitors’ 
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moves. The m-payment adoption of competitors does not influence the merchants’ adoption 

of m-payment. After exploring the reasons based on the interview data, in the following of 

this study the author summarized some possible explanations for this phenomenon.  

The social atmosphere tends to be leisure in Macau compared to other cities like Hong 

Kong. This can also be felt in some of the business atmosphere. Many local merchants, 

especially those older-generation merchants in this study, are not aggressive. For example, 

according to R1, the owner is in his 60s and he thought that the business is good enough as 

long as they can earn a living. Under this circumstance, the threat of rivalry is relatively low. 

Or rather not important for these merchants.  

The target customers influence the intensity of competition in one industry. If the 

merchants target local residents, they usually have their own regular customers. They do not 

need to do promotions on purpose and their customers will return to them. These merchants 

usually have good relationships with their customers and they are not worried about losing 

customers. Although in the industry exist a bunch of similar players, each one of them has 

regular customers. The switching cost is relatively high for their customers. R3 is a good 

example. They do not offer anything special to their customers but they have a regular 

customer base. As a result, the threat of rivalry would be low. On the contrary, when the 

merchants target tourists, they need to do a lot of things to outperform their competitors in 

order to attract customers. Then for these merchants, the threat of rivalry would be high. 

For some respondents in this study, there may be something special in the products or 

services they offer. They may have a long history and be famous in social communication 

platforms. As a result, these merchants have competitive advantages in their industry. So, it is 

not because the threat of rivalry is not high. It is their strengths that allow them to ignore their 

competitors. 
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There also exists an interesting phenomenon. Some interviewees stated that they are 

not influenced by the moves of their competitors. However, in their interview content, they 

actually showed that they are invisibly influenced by their competitors. Take R14 as an 

example. R14 is located in the tourism area and they mainly target tourists. Close to them are 

many similar shops selling the same products. As a result, the threat of competition for them 

is considered to be very high. In the interview, R14 emphasized “trend” is the main reason for 

their m-payment adoption. Then how to explain “trend”? “Trend” can be interpreted in two 

aspects. One aspect is that the user base is large. A large number of customers use m-

payment. The other aspect is that the competitors adopt m-payment. The other players in the 

market are offering this payment option to the customers. Therefore, in order to survive in 

this competitive market, you have to keep the pace with your rivals.  

One more important fact is that at the time of the interviews were conducted. It is the 

period of the COVID-19 epidemic strike. This epidemic severely influences the economic 

environment in Macau. The tourism industry is especially hit heavily. The number of tourists 

dropped dramatically and a lot of shops are out of business. As a result, the respondents of 

this study are the survivors under the epidemic strike. Which means they are the stronger 

ones in the industry. As a result, the competition is not so intense for them. 

To summarize, we cannot superficially believe that merchants’ adoption of m-

payment is not related to the threat of competition. There are many other elements in the 

environment that can influence the merchants’ perception towards competition. The sample 

data in this study may be biased and not representative. This can be considered as a limitation 

of this study and this factor should be further studied in the future.  
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4.2.5 Network issue 

All the respondents have adopted m-payment for less than 5 years. They have not 

encountered many breakdowns of the m-payment solutions. 11 out of 23 respondents who 

have adopted m-payment solutions said they have encountered very few system breakdowns 

during their usage. According to the descriptions of 5 respondents in this study, the problems 

they have encountered are more often the problems of the network instead of the breakdowns 

of the m-payment systems themselves. 

We believe most people who own a mobile device have encountered problems with 

the network. Sometimes the signal is not stable and it takes some time to load a page. The 

speed of the network can also be influenced by many factors. When this happens, the m-

payment solutions may not function well. But this is rather the problem of the telecom 

companies than the m-payment solution suppliers.  

3 of the respondents indicated that when a problem occurred, it would bring a huge 

impact on their business. Sometimes the problem recovered in a short time and did not 

influence much on the transaction process. But if the machine was stuck, the whole line of 

customers would have to wait for the problem to be solved. This might cause bad shopping 

experiences for the customers waiting in line to pay the bill because their time is wasted. The 

worst scenario would be that some customers are not willing to wait for a long time to pay so 

they just abandon the purchase and leave. 

2 respondents also complained about the maintenance and back up services of the 

solution suppliers. They thought the suppliers could not solve the problem in a timely 

manner. And sometimes they even did not answer the service hotline.  

In general, this “breakdowns of the system” factor should be modified into the 

network issue. The speed and stability of network influence merchants’ using experience of 

m-payment systems. If they have encountered a lot of network issues during their usage, they 
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may think using m-payment can cause problems to their business operations and thus reduce 

their willingness to use it.  

 

4.2.6 Perceived ease of use 

20 respondents who have adopted m-payment solutions thought m-payment is easy to 

use. They indicated that they did not need to put much effort and time into learning how to 

operate the m-payment systems. Others either thought it was a little difficult at the first few 

times of usage or they thought it was too difficult to handle.  

R3 has not adopted m-payment so they have not used the m-payment solutions. They 

have not enquired about the ease of use of the m-payment solutions either. R9 is managed by 

two generations of a family. For the older generation, they had to spend some time and effort 

on learning how to operate the machines and they had made some mistakes at the initial stage 

of usage. However, they thought it could be easily mastered after a few times of usage. For 

the younger generation, they thought it was easy to use. R12 thought anything related to 

electronic devices was too difficult to handle. Even though she has adopted the m-payment 

POS machine, she never uses it. R16 also thought the machine was not simple enough for 

him to operate. Therefore, he hardly uses it. R20 thought one of the m-payment POS 

machines was difficult to use compared with the others. So, she avoids using that particular 

one. R24 also stated that the operating staff made several mistakes at the first few times of 

usage. But they were able to manage it soon and it is no longer considered as a job burden for 

them. So, they will keep using m-payment.  

R2 believed ease of use is an important factor for their continuous usage of m-

payment. The interviewee stated that if the machine was not easy to use, he would not like to 

use it. In other words, perceived ease of use is one of the reasons for their continuous 

adoption of m-payment.  
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In general, the interview contents show that perceived ease of use influences the 

merchants’ willingness to use it. This factor may not influence the initial adoption and 

installation of m-payment. Because most merchants are not concerned about how to use the 

system before adoption and installation. They only learn it after the adoption. When they find 

the system is not easy to use, they will not want to use it because they think it may bring 

troubles to their business operations.  

 

4.2.7 Perceived benefit 

When making a business decision, a merchant usually considers what benefits this 

action can bring to the company and what cost it incurs. When a merchant perceives more 

benefits of a business action than costs, it is more likely that the merchant will take the 

action.  

Perceived benefits brought to the company by m-payment can influence merchants’ 

adoption of it. It is similar to the perceived usefulness in the TAM model.  

Seemingly, m-payment is a payment method that adds to the existing payment 

methods that a merchant accepts. It adds the workload to merchants because they need to add 

new procedures in the transaction process. Also, it increases the cost because merchants have 

to pay commissions. Then what drives the merchants to adopt m-payment anyway? There 

must be some benefits that the merchants perceive m-payment can bring to them.  

According to the respondents, 11 of them feel m-payment brings convenience to their 

business operation in the payment process. 4 of them feel the adoption of m-payment can 

help them avoid losing customers. These respondents usually have a considerable amount of 

Mainland Chinese customers in their customer base. They indicated that most of the 

Mainland Chinese tourists are used to paying by m-payment and they usually do not have 

much cash with them. So, when they do not have enough cash and the merchant does not 
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accept m-payment either, they will abandon the transaction and leave. Despite avoiding 

losing customers, R7 even perceived adoption of m-payment can actually increase their 

revenue. Previous studies showed that people who use m-payment would perceive money 

differently and thus they tend to spend more when using m-payment (Khan & Craig-Lees, 

2009). However, in reality, most merchants in this study do not feel that using m-payment 

makes customers buy more things or are willing to spend more on the same product.  

Other than convenience and a smoother payment process, there are also some other 

benefits perceived by the respondents. For example, using m-payment saves the merchants 

time and effort dealing with cash issues, especially those merchants that need to hold a lot of 

small notes. They do not need to waste time to count the change to the customers and it also 

reduces the risk of giving the wrong amount of change. R1 believed when receiving cash, you 

usually need to give change back to the customers. Therefore, human errors can easily 

happen in the process and sometimes may cause loss to the business. Using m-payment can 

avoid the errors in the giving change process. Another benefit is to reduce the contact of cash. 

Cash is considered to be dirty and can carry bacteria. Especially during the epidemic period, 

people are trying to reduce personal contacts. The use of m-payment can help a lot. 

Moreover, some merchants think that using m-payment can give them a clearer and more 

accurate view of their earnings. R11 stated that the transactions presented in the mobile 

devices can give them an instant clear view of earning. Safety is also brought up by some 

respondents. They believed that guarding less cash reduces the risk of being robbed or stolen.  

In short, the more benefits perceived by the merchants, the more positive attitude they 

show towards m-payment. As a result, they are more willing to adopt and use m-payment.  
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4.2.8 Top management support 

All the respondents are the management-level personnel of the companies. Some are 

even the sole owner and the decision maker. The analysis of the interview data shows that the 

top management’s attitude towards m-payment influences merchant’s adoption of m-

payment.  

R3 is the only one that has not adopted any form of m-payment in their shop. The 

interviewee of R3 is the owner of the company. She herself does not favor m-payment. In her 

daily life, she usually uses cash and credit cards to pay. She has witnessed some m-payment 

breakdowns in other shops. For example, she indicated that sometimes when she was waiting 

in line to pay the bill, some other customer was paying by m-payment and some problems 

had occurred. Then the whole process got stuck and the other customers had to wait in line 

until the problem was solved. She was unsatisfied with these shopping experiences and so she 

had a bad impression on m-payment. She thought m-payment is not stable and would hinder 

the smoothness of the payment process. As a result, she does not want this to happen in her 

own business operation and that is one of the reasons why she does not adopt m-payment in 

her shop. 

R12 is owned by a madam in her 60s. She thought m-payment is too difficult for her 

to manage. She does not use it herself in her daily life. She has adopted the m-payment 

solution from Macau Pass but only to accept the consumption cards and only when her 

children help her in the shop. In addition, she never uses the m-payment POS machine by 

herself because she does not know how to operate. She will abandon the m-payment solution 

when the consumption cards are out of use.  

Another example concerning top management support in this study should be 

highlighted is R16. The interviewee is the sole owner of the small tailor shop. He holds the 

supportive attitude towards m-payment himself. However, he indicated that compared to 
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Mainland China, the m-payment in Macau is far from matured. Although he adopted the m-

payment solution from Macau Pass, he hardly uses it.  

Around 80% of the interviewees in this study hold a positive attitude towards m-

payment. Those who do not hold a supportive attitude towards m-payment either do not adopt 

m-payment or hardly use it after adoption. For SMEs, the owner or the top management has 

the absolute authority in the decision-making process, their subjective feelings can influence 

their business decisions to a large extent. As a result, top management support can influence 

merchants’ adoption of m-payment. If the top management holds a supportive attitude 

towards m-payment, the merchant is more likely to adopt and use m-payment.  

 

4.2.9 Relationship or “Guanxi” 

This factor is also not in the conceptual model but has been mentioned by several 

respondents in this study. Ochieng (2009) pointed out that in a qualitative analysis, the rare 

phenomena should be emphasized equally as the frequent phenomena. So, this factor is also 

added into the analysis.  

Relationship or “Guanxi” is a special factor that exists in the Chinese culture. In the 

Chinese tradition, if you have a good relationship or “Guanxi” with others, things can be 

done more easily. There is also an old saying in Chinese: Courtesy demands reciprocity. 

Which means when someone does you a favor, you need to return him the favor in other 

ways.  

Some merchants have good relationships with specific financial institutions, like 

banks. They either have friends and relatives working in the financial institutions as staff or 

they cultivate the relationships during their long-term business cooperation. When a good 

relationship is formed, it is easier for the financial institutions to promote their products and 

the merchants are getting advantages with their business operations as well.  
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Take R8 as an example. R8 has friends who work in the bank. When they started their 

business, the owner just asked her friends to handle the bank issues for her. The respondent 

indicated that nearly all the banks are offering the one package services, which include 

account opening, merchant service of credit card, m-payment and so on. According to the 

respondent, if you have acquaintances in the bank, the application process becomes easier 

and faster. R8 also stated that she had not compared the cost from different banks because she 

did not want to spend too much time and effort on those things.  

R24 is another example that adopted the m-payment solution because of “Guanxi”. 

According to the respondent, they have been in a good relationship with the bank for a long 

time. Due to their business nature, they seldom use m-payment in their business operation. 

However, when the bank launched a m-payment product promotion campaign, they needed to 

increase their market share. As a result, the bank wanted as many as possible of merchants to 

adopt their m-payment product. R24 therefore did the favor for the bank and adopted the m-

payment solution from them. It was not a big deal for R24 because the adoption did not cost 

anything. And if they do not use the m-payment, no commission charge will be generated. 

For the merchant, it is just to add a machine in the shop but for the bank, it helps with their 

business performance. R24 adopted the m-payment in order to maintain a good relationship 

with the bank for future cooperation.  

Although not so many respondents brought up this factor, relationship or “Guanxi” 

with financial institutions cannot be ignored as a factor that can influence merchants’ 

adoption of m-payment in a Chinese context. In addition, it may also influence merchants’ 

selection of the m-payment solution(s) to be adopted.  
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4.2.10 Summary of main influential factors 

According to the interviews conducted with 24 local SMEs in Macau. Eight factors 

are considered to be potentially influential to merchants’ adoption of m-payment. Namely, 

government policy, perceived size of user base, commission charged, ease of use, network 

issue, perceived benefits, management support, and relationship or “Guanxi”. Among them, 

perceived size of user base and government policy are the basic and initial driving forces for 

local Macau SMEs to adopt m-payment. These two are the most important influential factors 

that more than half of the respondents talked about them. Seemingly, the threat of 

competition does not affect local merchants’ adoption of m-payment in Macau according to 

the respondents. However, this factor is worth being further studied in the future. Some of the 

factors not only influence merchants’ adoption of m-payment but also which solution(s) to 

adopt. For example, the commission charged and “Guanxi” or relationship with specific 

financial institutions. The table below shows the potential influential factors identified from 

the study towards merchants’ m-payment adoption in Macau. 

Environmental & Organizational 

1 Government policy 2 Perceived size of user base 

3 Commission charged   

Technological 

1 Perceived ease of use 2 Network issue 

Managerial & Others 

1 Perceived benefit 2 Top management support 

3 Relationship or “Guanxi”   

Table 2 Potential factors influence merchants’ adoption of m-payment 
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The revised model is shown in Figure 2 below. The changes have been highlighted, 

the solid line for “threat of competition” has been modified into a dotted line. “Breakdowns 

of the system” has been changed to “Network issue”. Last but not least, “Relationship or 

Guanxi” has been added to the conceptual model. 

  

Figure 3 Revised model 

 

4.3 Problems and difficulties faced by the merchants 

This part is meant to figure out the problems and difficulties that the merchants face 

during their using process of m-payment. Therefore, recommendations can be given to local 

authorities and solution suppliers to provide better services to the merchants.  

According to the interview data, three main problems have been pointed out by the 

respondents that have adopted m-payment. 
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1) 5 out of 23 respondents that have adopted m-payment complain about the network 

problem. Some think the slow speed of the network happens from time to time and 

some indicated the signal is not stable sometimes. When a network problem pops up 

during payment, the process will be stuck. The customer who is paying and the 

customers who are in the line waiting to pay will waste their time waiting for the 

problem to be solved. R14 indicated that although this kind of situation does not 

happen frequently, once it occurs, it will impact their business. It leaves a bad 

impression and image to their customers.  

2) 2 of the respondents complained about the maintenance services provided by the m-

payment suppliers. When some problems occur to the m-payment POS machine, the 

merchants will call the hotline of the suppliers and ask for help. If the hotline is 

always busy or the responsible staff is not helpful. The merchants will have bad 

experiences using the m-payment POS machine and this will influence their 

willingness to adopt and use m-payment. 

3) Only one respondent(R14) in this study complained the commission charged is too 

high, 15 respondents indicated the commission is low or acceptable for them. 

However, they also expressed their hope that the commission can be lower. 

Commission charged is a visible cost for most of the merchants. They consider their 

earnings to be shared with the m-payment solution suppliers. As a result, commission 

is a problem concerned a lot by the merchants especially those that have a low profit 

margin.  

4) One respondent pointed out an interesting issue, which is the environmental issue. 

R21 thought the use of some m-payment machines can cause the waste of paper and 

thus do harm to the environment. The transactions can be viewed on the customers’ 

phones and most of them do not need a paper receipt. However, most of the m-
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payment POS machines generated two paper receipts after the payment is done. One 

for the customers and one for the merchant. As a result, the receipts for customers are 

usually useless and paper wasted.  
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5. Conclusions 

5.1 Summary of the results 

This study has the objective to seek for the answers to three questions regarding the 

m-payment adoption by merchants in Macau.  

Firstly, m-payment has been adopted by a large number of merchants in Macau. 

However, it is not yet matured and still has a large room for improvement and development.  

Secondly, eight influential factors that affect merchants’ adoption of m-payment have 

been identified in this study. Government policy and a large user base perceived are the most 

influential factors that encourage local merchants to adopt m-payment.  

Thirdly, four main problems faced by the merchants during their usage of m-payment 

have been pointed out in this study by the respondents. They are the network problem, the 

maintenance and backup service problems, the commission charged and the environmental 

issue. 

Local merchants should seize the initiative to follow this social trend and contribute to 

the vision of making Macau a world center of tourism and leisure. 

 

5.2 Implications of the study 

This study fits in the “Master Plan” of Macau tourism industry. It reveals the current 

status of m-payment adoption among local SMEs in Macau. The factors suggested by this 

study work as a guide for the authority on how to encourage local merchants’ adoption of m-

payment. And some problems pointed out can give suggestions to the authority on how to 

improve the m-payment product and service to local merchants. According to the results of 

the study, the following recommendations are given to local authorities and m-payment 

solution suppliers: 
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1) The government should continuously promote the importance and usefulness of m-

payment to local merchants. Some free lectures or seminars can be held for the owners of 

SME merchants to participate.  

2) Each financial institution that provides the merchant m-payment product and 

service should simplify the application process for merchant service of m-payment. In other 

words, they should make it easy for local merchants to adopt m-payment. In addition, the 

maintenance and back-up service should be improved. 

3) Discounts can be given to merchants in order to encourage their adoption of m-

payment and continuous usage. For example, if their annual m-payment transaction amount 

can reach a target number, they can get a rebate of a certain amount of commission charged 

or can get a discount on the commission charge for a certain period. After all, the commission 

is a concern for many merchants since it is directly related to their profits.  

4) Currently, many m-payment solution suppliers are providing the similar m-

payment product and service to the merchants. However, their machines have slight 

differences in operation from each other. It would be better for merchants if the m-payment 

POS machines from different suppliers can have the uniformed operations. That would 

reduce the possibility of making a mistake operating different machines. 

5) The solution suppliers should also improve their maintenance and backup services 

to the merchants. They should offer as timely and effective support to the merchants as 

possible. 

6) The telecom company should improve their infrastructures. The network problem 

is rather influential in the m-payment adoption process.  

7) Currently, the government is cooperating with WeChat Pay and Alipay to provide 

discounts to tourists when they use WeChat Pay or Alipay in Macau in order to increase their 

consumption in Macau. It is a good way to promote the m-payment adoption for local 
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merchants because they perceive a large user base of m-payment. So, the government should 

keep this strategy and launch discounts to tourists and local residents actively. When 

customers are used to using m-payment, the merchants are encouraged to adopt this method. 

Instead of waiting for the demand to occur, the authorities and m-payment solution suppliers 

should create the demand by themselves in order to promote their product and service to the 

merchants.  

In view of the development of the technology, the trend of cashless payment usage is 

going to be continued. Mainland Chinese tourists are the largest group of tourists that visit 

Macau and they are used to using m-payment. Therefore, if more merchants are accepting 

this payment method, they are able to offer better service to the tourists and leave them better 

shopping experience. As a result, it will bring benefits to the Macau tourism industry. 

 

5.3 Limitations of the study 

This study is an exploratory research, it gives a broad picture on the m-payment 

market in Macau from the local SME merchants’ perspectives. There are several limitations 

of this study and they are presented and explained one by one in the following part: 

1) The first limitation exists in the nature of a qualitative study. The sample size in a 

qualitative study is usually relatively small. The result therefore cannot be generalized 

because they are not statistically tested and verified (Ochieng, 2009). In this study, only 24 

local SMEs merchants participated. They are only a small portion of the merchants in Macau. 

And most of the respondents are in different fields of business. Therefore, the results are lack 

of representativeness due to the small sample size.  

2) Sample selection bias. Firstly, the sample of the study may have the limitation of 

“survivorship bias”. “Survivorship bias” or “survival bias” refers to the successful people, 

business, or strategies are usually studied but the failure ones are usually neglected (Prater, 
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2018). This term is usually applied in business, finance, and economics analysis nowadays. 

The reason why this bias occurs in this study is related to the pandemic strike. A large 

number of merchants whose customer base merely consist of tourists are out of business 

during this period. Therefore, they are not reachable and their opinions cannot be included in 

the study. Secondly, due to the method of the sample selection, the respondents that 

participate in this study are mainly mini enterprises with less than 10 employees because they 

are easier to be approached. Therefore, the result of this study may not be generalized.  

3) Some points can be missed because not all of the interviewees allowed the 

interview to be recorded. Only 14 out of 24 interviews were tape recorded for analysis. The 

other 10 interviews are recorded by handwritten notes during the interview process. 

Handwritten notes can be unreliable because some points may be left out due to the limited 

written notes (Jamshed, 2014). 

4) Qualitative studies are subjective. The results of the interviews have potential 

inconsistencies problems, which means the opinions given by the respondents might be 

subjective to the specific circumstances and can change over time (Alshenqeeti, 2014). The 

interviews of this study are carried out in 2020, a special period that is influenced heavily by 

the COVID-19 epidemic. The customer base for some merchants are changed due to the 

dramatic decrease in the number of tourists. Therefore, the perceptions of the merchants can 

be influenced by the external environment and thus cause potential biases to the results. 

Moreover, the interview is only conducted in a short time scale, respondents may not be able 

to give out all of their opinions. They just express whatever comes to their minds at that 

particular moment of the interview. It may not represent their thorough perceptions.  

5) A qualitative study may have the limitation of ambiguity, or language issue in other 

words (Ochieng, 2009). The interviews in this study were conducted in Cantonese and then 

translated into English. The expressions in different languages can hardly have exactly the 
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same meanings. Even the same word in the same language can be understood differently. 

Although this problem is trying to be avoided as much as possible, ambiguity can still exist 

and cause inaccurate interpretations in the results.  

 

5.4 Future research 

Macau is a special administrative region of China, but their financial systems are 

different from each other. It is interesting to study the topic of m-payment in Macau. M-

payment is already matured and is widely spread in Mainland China but in Macau, it is still in 

the developing stage. This study is a qualitative study and presents several potential 

influential factors for merchants’ m-payment adoption in Macau. A direction for future 

research is to conduct a quantitative study to verify the relationship between these potential 

factors and merchants’ adoption of m-payment. Moreover, the correlation between the factors 

should be tested. One factor can influence the other one. Another interesting aspect that is 

worth studying is to separate the influential factors into pre-adoption and post-adoption 

period. Some factors influence merchants’ decision to adopt m-payment, while others 

influence their continuous adopting of m-payment and some influence both. It would also be 

worth studying the differences between the merchants related to the tourism industry and the 

others. They may have different influential factors for m-payment adoption. 

At the time when this study is getting to be finalized, the Macau government is 

launching a big move of m-payment improvement. AMCM (2021b) launched the aggregate 

payment, which is called “Simple Pay” at the first quarter of 2021. This is a move that 

interconnects the banks and the other m-payment solution suppliers. This also brings a new 

idea for future research, that can be what are the impacts that “Simple Pay” bring to the 

merchants.    
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Appendix  

1. Interview Guide  

Good morning/afternoon/evening sir/madam, thank you very much for accepting my 

interview. This interview is about your perspective of merchants’ adoption of mobile 

payment(m-payment) as the management level of your company. It will take about 20-30 

minutes. This interview is totally anonymous. Your answers will only be used for research 

purpose and will not be released. Can I record this interview? 

早上/下午/晚上好，X 先生/女士，非常感謝您接受我的訪問。本次訪問是關於

您作為貴公司的管理層對於澳門本地商戶使用手機支付系統的看法。大約需要 20-30

分鐘。這次的訪問是匿名的。您的回答僅為本次研究目的所用，不會對外公開。請問

可以對本次訪問進行錄音嗎？ 

1.Please briefly introduce your company. 

煩請簡單介紹一下貴公司。 

2.What are the current payment methods your company accepts? 

請問貴公司現在接受的付款方式有哪些？ 

If the answer includes m-payment, please answer the questions of Part A. If not, 

please answer the questions of Part B. 

如果回答中包含了手機支付，請回答 A 部分的問題。如果沒有，請回答 B 部分

的問題。 
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Part A 

A 部分 

1.When does your company start to use a m-payment system? 

請問貴公司是從何時開始安裝並使用手機支付系統的？ 

2.Which m-payment system(s) have your company installed?  

請列舉一下貴公司安裝了哪個（些）手機支付系統？ 

3.Why do you choose this(these) one(s)?  

為什麼選擇安裝這個（些）呢？ 

4.What are the differences among different systems? 

不同的手機支付系統之間有什麼差別？ 

5.What are the decisive factors when your company decided to adopt m-payment? 

是哪些因素讓公司決定安裝並使用手機支付系統？ 

The answer of Question 5 will influence the following questions. If the answer 

already includes the response to the following questions, then no need to ask repeatedly. 

問題 5 的回答將影響下列問題。若回答中已包含對以下問題的回應，那就不用

重複提問。 

6.Do you feel your company has a large user base of m-payment?  

請問您覺得貴公司的客戶群中存在大量的手機支付使用者嗎？ 

7.If yes, could you estimate the proportion of the m-payment user base? 

如果有，您可以大概可以估算一下手機支付使用顧客的百分比嗎？ 

8.What are the main group of customers that use m-payment?  

一般哪一類的顧客會使用手機支付？ 

9.Will you recommend your customers to use m-payment? Why? 

公司會推薦顧客使用手機支付嗎？為什麼？ 



64 

 

10.Do you know that if your competitors have adopted a m-payment system?  

請問您是否知道貴公司的競爭對手們有沒有使用手機支付系統？ 

11.Whether your competitors’ adoption affects your decision to adopt it or not? 

競爭對手是否使用這個系統對貴公司是否安裝這個系統有影響嗎？ 

12.How much does m-payment cost? (What is the one-time cost and what is the 

commission charged per transaction?) 

安裝這個系統的花費大約是多少？（一次性花費和每次支付的手續費大概是多

少？） 

13.How would you perceive the cost of m-payment compared with other payment 

methods? 

跟其他支付方式相比您如何評價手機支付方式的花費？ 

14.Please describe your attitude towards adoption of the m-payment system in your 

company as the management level. 

請描述您作為公司管理層對公司安裝和使用手機支付系統的態度。 

15.Do you and your staff feel the m-payment system easy to use?  

您和您的員工認為操作手機支付系統簡單嗎？ 

16.Is training needed and costly?  

需要投入很多金錢，時間和精力去培訓員工使用嗎？ 

17.During usage, are there any breakdowns? (If yes, can you describe the situation?)  

在使用手機支付系統的時候，有出現過故障的情況嗎？（如果有，可不可以描

述一下當時的情景？） 

18.What is the breakdown frequency? And how does the system provider respond to 

the problem? 

故障出現的頻率高嗎？系統的供應商是如何應對這些問題的？ 
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19.What benefits do you perceive that m-payment can bring to the company? 

您認為手機支付可以為公司帶來什麼利益？ 

20.Besides the above mentioned, what difficulties do you perceive about adoption of 

m-payment? 

除了上述的以外，在安裝和使用手機支付的過程中，有沒有什麼其他的困難？ 

21. The Macau government has launched the Consumption cards, is it an influential 

factor for your adoption of m-payment? 

澳門政府推出了消費卡，這是貴公司安裝和使用手機支付的影響因素嗎？ 

22.In general, do you feel m-payment is good or bad for your business or not? Why? 

總的來說，您認為手機支付可以對公司利大於弊還是弊大於利？為什麼？ 

23.In your opinion, what can the government and system providers do to encourage 

Macau local SMEs to adopt a m-payment system? 

在您看來，政府和系統供應商可以做什麼來鼓勵澳門本地的中小企安裝並使用

手機支付系統？ 

24.Will your company continue to use your current m-payment system(s)?  

貴公司會繼續使用現有的手機支付系統嗎？ 

25.Will your company adopt other m-payment systems? Why? 

會安裝並使用其他的手機支付系統嗎？為什麼？  
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Part B 

B 部分 

1.What are the major reasons that your company does not adopt m-payment? 

請問是什麼主要原因貴公司不使用手機支付呢？ 

The answer of Question 1 will influence the following questions. If the answer 

already includes the response to the following questions, then no need to ask repeatedly. 

問題 1 的回答將影響下列問題。若回答中已包含對以下問題的回應，那就不用

重複提問。 

2.Do you feel your company has a user base of m-payment?  

請問您認為顧客群中有手機支付使用者嗎？ 

3.If yes, could you estimate the proportion of the m-payment user base? 

如果有，您可以大概可以估算一下手機支付使用顧客的百分比嗎？ 

4.Do you know whether your competitors have adopted m-payment?  

請問您是否知道貴公司的競爭對手們有沒有使用手機支付？ 

5.What will it influence your company if they adopt the system? 

他們如果有手機支付會對貴公司造成什麼影響嗎？ 

6.Please describe your attitude towards adoption of the m-payment system in your 

company as the management level. 

請描述您作為公司管理層對公司安裝和使用手機支付系統的態度。 

7.Have you inquired about the cost of m-payment adoption before?  

請問您有了解過安裝並使用手機支付對公司的開銷嗎？ 

8.How much will it cost approximately?  

大概花費是多少呢？ 

9.How do you compare the cost of m-payment and other payment methods? 
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您如何比較手機支付和其他支付方式的花費？ 

10.If your company is going to adopt m-payment, will the ease to operate the system 

be a consideration to you before adoption? 

假如貴公司要安裝並使用手機支付，系統的使用容易程度會是安裝前要考慮的

因素嗎？ 

11.What advantages and disadvantages do you think will be brought to the company if 

m-payment is adopted? 

請問您認為安裝並使用手機支付會對公司帶來哪些好處和壞處呢？ 

12. The Macau government has launched the Consumption cards. How will this affect 

your business that you do not accept this payment method? 

澳門政府推出了消費卡，貴公司不接受這種支付方式會對生意帶來什麼影響？ 

13.In your opinion, what can the government and system providers do to encourage 

Macau local SMEs to adopt a m-payment system? 

在您看來，政府和系統供應商可以做什麼來鼓勵澳門本地的中小企安裝並使用

手機支付系統？ 

14.Will you adopt m-payment in your shop in the future? Why? 

貴公司將來會安裝並使用手機支付系統嗎？為什麼？ 

15.If yes, what system(s) will you choose to install? Why?  

如果會的話，貴公司會選擇安裝那個（些）手機支付系統呢？為什麼？ 

That’s all for the interview. Thank you again for your time and wish you a booming 

business! 

本次訪問結束了。再次感謝您百忙之中抽時間參與這次訪問，祝貴公司生意興

隆，財源廣進！  
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2. Information of the interviews 

The following part presents the interview data by each respondent. The respondents 

are grouped into three industries, the catering industry, the retail industry and other service 

industries.  

2.1 Catering industry 

2.1.1 Cafe（R3） 

R3 has been in business for 5 years and mainly offers light food catering service to its 

customers. It is situated in the residential area. They have not done much advertising work. 

Instead, they have cultivated a bunch of customers through word-of-mouth effects.  

Currently, cash is the only payment method accepted. And R3 is the only one of all 

the interviewees that do not accept m-payment in any forms. The main reason that R3 does 

not adopt m-payment is that they do not want their business being relied on those electronic 

methods. To clarify, that does not fit with the value of the shop. They advocate their 

customers to have a meal with their friends or family members without those electronic 

devices like smartphones in order to facilitate better communication.  

Moreover, they have a very small shop and they do not want so many machines to 

occupy their limited space. 

In terms of the need by customers, R3 stated that a lot of young customers had asked 

to pay by m-payment. However, when talking about the influence that not accepting m-

payment can bring to the company, the respondent said: 

“Not much difference has been brought to us. Those customers come to have a meal 

and they do not mind paying by cash. Sometimes when they do not carry enough cash with 

them, we accept them to pay by the next time they come to have a meal.” (R3) 

As for cost, R3 indicated that they had not inquired about the cost of adopting m-

payment at all. R3 said that whatever the cost would be, it would bring more expense to the 
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existing expenditure. Therefore, R3 said there was no need to add cost to their business. R3 

admitted that most of their competitors have adopted m-payment but they did not care about 

what the competitors do. They did not think that would make any difference for them.  

As the owner of R3, the respondent did not hold a supportive attitude towards m-

payment. She said that in her daily life, she had experienced some breakdowns of m-payment 

in other shops and she thought that would be a waste of time for customers. She is used to 

paying by cash or credit card herself. 

R3 also felt that adding m-payment would incur obstacles to the smoothness of 

current business operation. Generally speaking, R3 sees more disadvantages of m-payment 

can bring to their business than benefits.  

For the future, R3 do not insist on not adopting m-payment at all but they do not have 

the urge to adopt it at this moment. 

 

2.1.2 Dessert Cafe (R7） 

R7 is a local dessert cafe located in a tourism area. According to the interviewee, who 

is the sole proprietor of R7, the customer base consists of half of tourists and half of local 

residents. Among their customers, young generations account for the majority. R7 has been in 

business for around 7 years and it mainly serves desserts and light food to its customers. It 

offers both eat-in and carry-out services.  

Currently, R7 accepts cash and m-payment. M-payment has been adopted for around 

2 years. As stated, around 80% of the customers have the need to pay by m-payment 

especially Mainland Chinese tourists. R7 indicated that the tourists like to pay by m-payment 

because they do not need to exchange so much cash. R7 also observes that more and more 

local residents are getting used to going out without carrying cash. Therefore, the user base 

for m-payment is increasing. At the beginning, R7 adopted the QR Code scanning method for 
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m-payment. Due to the request of receipt by some customers, R7 converted QR code 

scanning to an m-payment POS machine.  

“Some Mainland tourists are on business trips. They can get reimbursement from 

their company so they need the receipt. However, QR code scanning cannot generate 

receipts.” (R7)  

R7 does not recommend the customers to pay by m-payment on their own and they 

prefer receiving cash. Although R7 thought the cost of adopting m-payment for its business 

operation is relatively low but the cost of receiving cash they believed is the lowest. 

According to R7, the machine and the receipt papers are currently free of charge. Only a 

commission of 0.6% is charged which is considered to be acceptable. 

The machine is easy to operate and the supplier of the system sent staff to teach the 

merchants how to operate on installation. Not much effort and time was needed to learn. 

When talking about breakdowns, R7 encountered very few breakdowns, only one or two 

situations were recalled: 

“The response from the company is effective and efficient. They handled quite well 

and in time. No trouble has been brought to the business and the overall usage experience is 

smooth.” (R7) 

R7 perceives some benefits to its business by adopting m-payment. For example, the 

revenue goes up after adopting m-payment: 

“It helps avoid losing customers. Sometimes before people come to order, they ask 

whether they can pay by m-payment first. If m-payment is not accepted, they will just go 

abandon the order. After all, dessert is not a basic need but an additional product for 

people.” (R7) 
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In terms of competitors, R7 stated that there was no need to know whether they have 

adopted m-payment or not. The supplier company would come to you and promote their 

system directly.  

No other new m-payment systems will be adopted in the future because for such a 

small business, R7 does not want so many machines in the shop. Moreover, it will be 

troublesome to check different accounts for accounting purposes.  

 

2.1.3 Hong Kong Style Cafe Restaurant (R18) 

R18 is a Hong Kong Style cafe restaurant. They have two branches in Macau. One is 

situated in the residential area and the other one is situated in the tourism area. They have 

around 40 staff and have been operating for more than 20 years.  

According to R18, their main customers are nearby white-collar workers. Since the 

branch is situated in the tourism area. They also have tourist customers. Currently they accept 

cash, credit card payments, m-payment and consumption cards. R18 has adopted the m-

payment solution from Macau Pass for 1 to 2 years and they have newly adopted the one 

from BOC. Although they also have the m-payment POS machine from BOC, they prefer the 

customer to pay by QR code scanning method. R18 pointed out that the QR code scanning is 

currently commission free.  

R18 perceived a large user base of m-payment so they adopted it proactively. They 

adopted the m-payment for the convenience of their customers.  

“Nowadays many people don’t carry cash with them and they pay by m-payment. So 

even if we have to pay the commission, we accept the m-payment method or we lose the 

business. Especially at this period, the residents are using the consumption cards, they are 

more likely not to carry cash with them. Most of the tourists are using m-payment, especially 
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WeChat Pay. If we don’t accept m-payment, they will complain that they don’t have cash and 

they may leave and we lose the business.” (R18) 

R18 feels adoption of m-payment can help them avoid losing business in certain 

ways. They also think the commission charged is acceptable for their business operations and 

worthy paying.  

The respondent is the owner of the restaurant and normally it is one of her staff who 

operate the m-payment POS machine to collect money. The respondent was not so familiar 

with the operation of the machine but she thought it was her personal problem. The operating 

staff felt the machine is easy to use. The respondent also held a positive attitude towards m-

payment. 

As for breakdowns, R18 pointed out that they had encountered some problems with 

the network. The signal was weak and they had asked the telecom company to improve the 

situation.  

R18 will continue to adopt and use m-payment in the future but they are not 

considering adding new solutions to their existing ones.  

 

2.2 Retail industry 

2.2.1 Alcohol retail shop (R1) 

R1 has been in business for more than 40 years and since 2010 they have been 

concentrating on selling alcohol. R1 accepts cash, credit card and m-payment methods 

currently. R1 has recently adopted m-payment since May, 2020. The main reason for the 

adoption is the issuance of electronic consumption cards by Macau Government to the local 

citizens. 

“Because of the strike of the COVID-19 epidemic, the economy of Macau went down 

dramatically. Firstly, the local consumers are afraid to go out shopping. And secondly, we 
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lack tourists. However, the Government has introduced some policies to help local 

enterprises to survive. Although it cannot 100% subsidize all the merchants, it did help a lot. 

The issuance of electronic consumption cards is a good example.” (R1) 

Before the epidemic, there were also some customers asked to pay by m-payment or 

credit cards but R1 preferred to receive cash and prevented the customers from paying by 

other methods. 

“We had enough business, so we avoided accepting card payments. Receiving card 

payment is quite costly. For those merchants that have lower profit margins, you cannot 

convert the commission charged to the customers by increasing the price. As a result, you 

can only bear the reduction in profit by yourselves. But if the transaction is large, your profit 

will be deducted by a large amount.” (R1) 

R1 did not care that not accepting credit card or m-payment would cause the loss of 

some customers because they had a regular customer base. But experiencing the decrease of 

business in the special period, R1 is also seeking methods to break the difficult condition. So, 

when the Government issued the electronic consumption card, they seized the opportunity to 

adopt the system (m-payment POS machine from Macau Pass). The machine can accept 

electronic consumption cards and m-payment from M-Pay, WeChat Pay, Alipay and some 

other mobile bank payments.  

As pointed out, the system is easy to operate and not much time and effort was needed 

to learn how to use. R1 also said that the commission charged is quite acceptable compared to 

credit card payments. Transactions by electronic consumption cards are even commission 

free at this point. The machine itself is completely free of charge and the commission for m-

payment is relatively low (only around 0.6%).   

In terms of competitors, he did not investigate deeply whether they had adopted the 

system or not but he believed most of them had. He knew that some young and proactive 
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competitors adopted the m-payment system way before the issuance of electronic cards. 

However, the move of competitors does not cause much impacts on them: 

“We also enquired about the m-payment system before. But we felt the installation 

process troublesome and we also considered the commission charged since we had enough 

business before. There was no need to increase our cost. And there is also another important 

reason for not adopting, which is that the application procedure was quite complicated and 

difficult before. So, we gave up adopting before.” (R1) 

After installation they have not yet experienced any breakdowns. The usage process is 

considered to be smooth.  

R1 elaborated many benefits brought to the business by m-payment. Including being 

accurate with its accounts, being convenient, attracting more customers thus increasing the 

income, and saving time to go to the bank for cash depositing and asking for change of cash. 

For general evaluation, R1 thinks m-payment can bring more benefits to the company than 

disadvantages, and the only disadvantage R1 sees is the commission charged, which is also 

acceptable.  

The respondent himself holds a supportive view towards m-payment: 

“I am using WeChat Pay myself. It is very convenient. It is the trend of the society. 

Look, you do not need to carry so much cash and cards with you. The speed of payment is 

fast and you do not need to wait for the change. It is the progress of the times and we need to 

follow.” (R1) 

R1 adopted the m-payment system mainly because of being able to accept the 

electronic consumption cards used by its customers. However, in the process of using the 

system, R1 finds so many advantages that can be brought to its business by this payment 

method. R1 is sure to maintain this method in the future. 
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2.2.2 Daily Groceries (R2 & R9) 

R2 is a grocery store vending daily groceries and it has been in business for more than 

30 years. R9 is a grain and oil store and it also has around 30-year of history. Both of them 

are situated in the residential areas. Their customer groups are the local residents from nearby 

neighborhoods. R2 has only less than 5 staff and its space is quite small. R9 has around 10 

staff. R2 is managed by the owner himself and he is in his 60s. R9 is managed by two 

generations of the family.   

R2 adopted the m-payment system only a few months ago and the reason for adoption 

was the issuance of electronic consumption cards. R2 currently accepts cash payment (60%), 

m-payment including consumption cards (40%) and few cheque payments. 

R9 accepts cash and m-payment including mobile banking transfers, NFC payments, 

and consumption cards. They have adopted the m-payment solutions from BOC and TFB to 

cater to market demand. And the solution from Macau Pass was recently adopted due to the 

issuance of electronic consumption cards.  

Both R2 and R9 feel the commission charges are acceptable for them because the 

amount of m-payment transactions is low while reception of consumption cards is free of 

commission. Most of their customers are housewives and they mainly pay by consumption 

cards and cash. R9 stated some reasons why some old-generation shop owners prefer cash 

payments: 

“Some small merchants do not have accountants to deal with the accounting issues. 

They may prefer to collect cash, which is more convenient for them to check their accounts. 

Or in other words, they believe in themselves more than the banks. For those older 

generations, they may challenge the bank for the number they give. Instead, they believe in 

the cash they collect and count by themselves.” (R9) 
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Both of them indicated the m-payment machine is easy to operate. R2 also indicated 

that the ease of use is an important factor for them to adopt this system. R9 thought the older 

generations can easily make a mistake using an m-payment POS machine to collect money, 

but they would get familiar with the operation within a short time.  

They have not yet encountered any breakdowns of the system. But R9 has some 

problems using the machine at the beginning of the installation. 

“There is a shopper owner’s card. When you start or restart the machine you have to 

use that card. We were not aware of that. Maybe the staff who came to install the machine 

did not tell us clearly. But when we called the service center, they taught us and so they did 

not need to come to fix it.” (R9) 

Both of them thought adoption of m-payment can bring convenience to their business 

operation and their customers. Moreover, R9 indicated that during the epidemic period, using 

m-payment can reduce the touch of cash, which is thought to be safer.  

Both of them will continue to adopt m-payment in the future. But they won’t add new 

ones because they think more machines will cause trouble to them since their shops are small.  

 

2.2.3 Florist (R4 & R5) 

R4 is a florist situated in a new district of Macau. It is surrounded by residential 

buildings and commercial buildings. R4 mainly does the business of floral design and their 

customers are mainly white-collar workers and higher-class individuals.    

R5 is also a florist, but unlike R4, they face a more common customer base. Their 

business mainly includes retailing, wholesaling and simple flower decoration. They have 

been in business for more than 10 years. The customers of R5 include both local residence 

and Mainland customers who find their shop online and order flowers from their hotels. 

Sometimes they are not even in Macau and order flowers to their friends or family members 
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through social communication platforms or phones. For these cases, payment can only be 

accepted through mobile online transfers. 

Currently, R4 accepts cash payment, credit card payment and m-payment. R5 only 

accepted cash before and since 2017, they started to accept personal mobile online transfers 

as well. However, R5 has not adopted any m-payment POS machines from local banks or 

financial institutions. Therefore, the earnings are received by the owner’s personal account 

instead of the company’s account. By receiving money this way, there is not any commission 

charged. However, this may bring some problems on accounting issues.  

Both R4 and R5 stated the main reason for adoption was that they perceived a large 

user base of m-payment among their customers. According to R5, around 50% of their 

customers pay by m-payment. For local customers they usually use M-Pay and for Mainland 

customers they usually pay through WeChat.  

R5 stated that they would not voluntarily recommend their customers to use mobile 

transfers. They still prefer to receive cash because they see no cost for their business 

receiving cash. On the other side, R4 sees the cost of receiving m-payment similar to 

receiving cash or card payment.  

Both of the management personnel hold positive attitudes towards m-payment. They 

both like to use m-payment in their daily lives and they feel it convenient.  

R4 thought that m-payment could bring convenience to their customers and thus they 

could have a better shopping experience. And therefore, it could also bring benefits to their 

business indirectly. In addition, R4 indicated that m-payment can smooth their money 

transaction process.  

When asking whether or not having m-payment machines for the shop can bring any 

impacts on the business, R5 said no difference has been brought to their business. They 

believe the online mobile transfers serve the same function as the m-payment machines but 
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without commissions. As a result, R5 temporarily does not consider to adopt m-payment 

machines in the shop and they are quite satisfied with the current payment methods accepted. 

 

2.2.4 Yogurt Shop (R6) 

R6 is a very small shop situated near the tourism area. It sells homemade yogurt and 

their selling point is healthy and tasty. The respondent is the owner and the only staff of the 

shop and he is in his 30s. It has opened for 3 years and it has gathered some regular 

customers. The local residents account for the majority of their customers and they also have 

some Mainland Chinese tourists.  

The payment methods accepted in the shop are cash and m-payment. For m-payment, 

it accepts BOC, ICBC, M-pay, WeChat Pay and Alipay. For such a small shop, R6 has 

adopted quite a lot of m-payment solutions. R6 prefers the form of QR code scanning of m-

payment. 

“I think BOC is better because I chose the form of QR Code payment. The customers 

can scan the code themselves and thus saves my time since I am the only one in the shop. The 

one from Macau Pass requires the use of the POS machine. It may cost me some time to 

operate it. And sometimes the network does not work so well.” (R6) 

Before the adoption, R6 did not perceive a large user base of m-payment among their 

customers. After the adoption, around half of their customers pay by m-payment and most of 

them are young generations and Mainland Chinese tourists.  

The main reason for adoption was the direct marketing by banks and financial 

institutions in Macau. R6 did not concern about the moves of competitors. Instead, R6 

compared the charge by different m-payment solution providers and chose the more 

acceptable ones to adopt. R6 sees m-payment as an inevitable trend of society.  
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2.2.5 Snacks shop（R10）  

R10 is a snacks retail shop located near the Border Gate. It has only been in business 

for around one year. The interviewee is the owner of the shop in his 30s. They have less than 

5 employees and the space of the shop is quite small.  

Currently the payment methods accepted in the shop are cash and m-payment. They 

adopted the m-payment POS machine from BOC when the shop opened and they added the 

machine from Macau Pass recently.  

The customers consist of both tourists and local residents, mainly young generations 

and parents with kids. As stated, around 90% of its customers have the need to pay by m-

payment: 

“It is convenient and they get used to it. Especially those Mainland Chinese tourists, 

they are so used to using m-payment and they can barely live without it. Take WeChat as an 

example, Mainland Chinese are quite familiar with it as a communication tool. At the time 

WeChat launched WeChat Pay, they were also used to pay with Alipay. As a result, WeChat 

Pay can be successful. It is all about the habits of the customers.” (R10) 

He also pointed out m-payment is an inevitable trend for local residents: 

“When people get used to such a convenient way of payment, they will get addicted to 

it and thus form a habit.” (R10) 

R10 was not concerned about whether their competitors had adopted m-payment or 

not. R10 frankly indicated that the move of competitors would not make any difference for 

them. R10 emphasized that they make the business decisions based on the convenience of 

their customers rather than to stay in line with their competitors. 

In terms of the cost for their business operation, R10 said the cost is not high and is 

acceptable. But the cost does not matter so much for them as long as the payment method 

adopted can provide better service to their customers.  
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The interviewee himself is also very used to using m-payment in his daily life. He 

holds a positive attitude towards this payment method and feels it very convenient.  

So far, R10 found the machines easy to operate and no breakdowns had been popped 

up. However, speaking of preference, R10 prefers to receive cash than m-payment. The main 

reason is about the smoothness of the transaction process. Sometimes the waiting line at the 

cashier is long and the use of m-payment can slow the paying process due to some network 

issues. Receiving cash does not have such problems.  

R10 is satisfied with their existing m-payment machines and they do not plan to add 

others: 

“We do not need so many machines in our small shops as long as we have adopted 

the main solutions that can satisfy most of our customers. And I believe what we have is 

enough.” (R10) 

 

2.2.6 Fruit shop (R11) 

R11 is a fruit shop that mainly sells fresh fruits. They also sell small amounts of 

vegetables, frozen meat and some other byproducts. At the time of the interview, they only 

had the online shop and they were preparing for their physical shop. They were newly opened 

for just a few months. Their customers are mainly local housewives and young couples. They 

accepted cash payment and m-payment only in the mobile banking transfer form.  

They have not yet adopted the m-payment POS machine because they were doing 

online business only. But they have applied for the m-payment solutions from Macau Pass, 

BOC and ICBC for their physical shop and they will install the m-payment POS machines.  

The main reason for m-payment adoption was that R11 perceived a large user base of 

m-payment among their customers.  
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“The main reason is that we feel that in the current market, the majority of consumers 

are using on-line payment. Few are carrying cash with them. It seems like society has 

changed. Even those parent-aged people have access to on-line payment.” (R11) 

R11 is the only one respondent that would actually recommend their customers to pay 

by m-payment.  

“We feel troublesome to bring so much cash around. Especially we need to carry 

those 10 or 20 dollars notes as change. It is really annoying sometimes. So, we just ask our 

customers to pay by on-line transfers.” (R11) 

R11 also indicated that m-payment can give them a clearer image on the money 

earned. To clarify, if they receive cash, they have to count the cash and go to the bank to 

deposit. But if they receive m-payment, they can see the amount of money being collected 

and transferred to their account directly.     

Because R11 had not yet opened their physical shop at the time of the interview, they 

had not yet operated the m-payment POS machines. They could not evaluate the ease of use. 

However, the respondent pointed out that according to his usage of mobile banking transfers, 

he thought it is easy to use but not easy enough. He believed that the operation steps can be 

more simplified.    

 

2.2.7 Herbal tea store (R12) 

R12 is a herbal tea store whose main customers are local residents in the nearby 

neighborhood. The respondent is in her 60s and she is the owner of R12. The business is 

mainly run by herself with some help from her children occasionally. R12 has been doing 

herbal tea business for more than 40 years and it started in the form of a vending cart on the 

street. In the last 10 years R12 has its own small shop situated in the old residential area. And 

now the area is also becoming a tourism area.  
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Because of the issuance of electronic consumption cards from the Macau 

Government, R12 adopted the M-pay machine recently to seize the business opportunity. 

However, as stated by the respondent, she does not use the machine and only accepts cash 

when she is alone in the shop. M-payment is only accepted when her children are helping in 

the shop and if the customer insists on paying by this method. She feels m-payment is 

bothersome and she has trouble using the machine. She herself does not use m-payment in 

her daily life and she feels it too difficult to use. 

Moreover, she did not think m-payment can bring any benefits to her business.  

“We are a very small business and there is no need to add more cost to it. The amount 

is small for each transaction and the commission is high respectively. And if we accept m-

payment we also need to spend time checking the accounts which increases our workload. As 

a result, it brings a lot of cost to our business.” (R12) 

As for future usage, R12 is considering abandoning this payment method. The 

adoption is only for accepting consumption cards. When the consumption cards are out of 

use, they will stop using the m-payment POS machine.  

 

2.2.8 Marine Food Products shop (R14) 

R14 runs a business of retailing and wholesaling of marine food products. It is a 

family business and has been operating for around 40 years. Macau was once a fishing 

village. So marine food products are popular in Macau. Before the strike of the epidemic, 

most of R14’s customers were Mainland Chinese tourists.  

R14 accepts cash, credit card payments and m-payment. They have adopted m-

payment 3 to 4 years ago. According to R14, the main reason for their adoption of m-

payment was the “trend”. To clarify, trend means the new payment methods appear and 

become popular among consumers. Since most of R14’s customers are Mainland tourists and 
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they are the users of m-payment, R14 does not have the choice but to adopt m-payment to 

avoid losing customers. R14 feels it is the society trend that forces them to adopt m-payment. 

They do not think m-payment can bring any benefits to them but instead, R14 sees m-

payment as a burden for them and costs them a lot more. The respondent complained that the 

commission charged was too high for them. R14 thinks they have to share their earnings with 

the m-payment solution providers. If they have the choice, they prefer to receive cash because 

cash is considered to be free of charge.  

The machines are said to be easy to use but that is not an important factor of adoption.  

When talking about breakdowns, although that does not happen frequently, R14 has 

some complaints too. 

“It does not necessarily have to be frequent. When it appears, it brings trouble. You 

are in the middle of the money collecting process and you cannot receive the money. Then 

you call the customer service hotline and they cannot respond in a timely manner. But your 

customer is still waiting. You cannot close the deal and you lose your customer. So sometimes 

the customers get impatient. There is no reason for them to wait for half an hour to forty-five 

minutes in your shop.” (R14) 

Generally speaking, R14 does not favor m-payment. They think m-payment is too 

costly for their business and they have to adopt it to keep their business.  

 

2.2.9 Pastry souvenir shop (R15, R20 & R21) 

Pastry souvenir retailing is a traditional and leading industry in the tourism market in 

Macau. Usually these shops are located in the tourism area and mainly sell the Portuguese-

style pastries to customers. Many of these shops are family owned and operated. There are 

some famous pastry souvenir shops in Macau that have many branches. They have sufficient 

funds and human resources. The three respondents only have one or two branches in Macau, 
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their scales are relatively small. All three of the respondents have been in business for a long 

time.  

Their customers are mainly tourists from Mainland China and Hong Kong. However, 

the strike of the epidemic caused a large impact on their business. The number of tourists has 

dropped dramatically and their business went down.  

All three of them accept cash payment, consumption cards and m-payment. Only R15 

accepts credit card payment. R21 pointed out that the commission charged for credit card 

payments is too high for them to adopt.  

In terms of the reason for adoption. R15 indicated that they had perceived a large user 

base of m-payment among their customers. According to the interviewee of R15, Mainland 

Chinese tourists prefer to use m-payment because they usually do not carry lots of cash with 

them and they also do not need to exchange their cash in advance. In addition, m-payment is 

a very common payment method in their daily lives.  

R20 said they got the suggestion from their customers. Many Mainland Chinese 

tourists suggested they adopt m-payment because most of them have the need to pay by m-

payment.  

For R21, the reason for adoption is also similar to R15 and R20. They adopted this 

method several years ago but recently they have adopted one more m-payment solution from 

Macau Pass due to the issuance of electronic consumption cards by Macau government. They 

want to seize this business opportunity with local residents.  

Although there are many pastry souvenir shops in Macau and the threat of 

competitors is thought to be high, they do not care about the moves of their competitors.  

“We have never paid attention to competitors. We just focus on ourselves and do what 

we need to do. The competitions exist anyway.” (R20) 
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“we do not normally care what others do. They have their business operations and we 

have ours. That does not matter to us. It is more important to do our own things well.” (R21) 

All of them thought the commission charged by m-payment transactions is acceptable 

for their business operations. However, they prefer cash payment because they think it is free 

of charge. Although they admitted that cash payments bear the cost of time and effort with 

bank issues, they do not see it as a cost to their business.  

The respondents think most of the m-payment POS machines are easy to use. 

According to R20, the ease of use would influence the use rate of the m-payment POS 

machine. She thought one the machine is not easy to use then she would avoid using that 

machine.  

R15 and R21 complained about the speed of the network. They have encountered 

such situations when a customer was paying, the machine got stuck and the page kept 

loading. When that happened, they were not sure whether they had received the money or 

not. So, the customers had to wait. They claimed that had brought some impact on their 

business and would bring a bad shopping experience and impression to their customers. R20 

is quite satisfied with the m-payment solution suppliers because they respond to the problems 

in time. However, R15 and R21 stated that the maintenance and back-up service of the 

supplier did not meet with their expectation.  

R15 feels that m-payment can bring convenience and safety to their company. 

Compared with before, not so much cash is needed to be guarded in the shop and thus R15 

feels safer. R20 thinks adoption of m-payment helps them prevent themselves from losing 

business. On the contrary, R21 does not see any benefits can be brought to them. They think 

m-payment can only bring convenience to their customers. But for them, it brings more cost 

and lower profit margins.   
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R21 pointed out that some of their customers would not tell them in advance which 

one of m-payment solutions they are paying by. This may cause some confusion for the 

merchants because different m-payment solutions require different m-payment POS 

machines. As a result, R21 hopes the customers could make it clear when they pay by m-

payment.  

In addition, R21 mentioned the issue of environmental protection. 

“Take M-Pay as an example. When you use M-Pay, you can see the transaction 

amount on your mobile phone. But the m-payment POS machine still produces the receipt, 

and it produces two receipts at one time. However, when using the machine from BOC, it is 

better. When I complete a transaction using the m-payment POS machine from BOC, it 

produces one receipt first. Then I ask the customer whether they want the receipt or not. If 

they don’t want the receipt I don’t need to produce the other one. That’s more 

environmentally friendly. For M-Pay, there’s no need to produce two receipts. It is a waste of 

paper. Because the customers can see the transaction clearly on their phones and they do not 

need the paper receipt.” (R21) 

All the three respondents will continuously adopt m-payment and they will also 

consider to add new m-payment solutions if the new ones have a large user base.  

  

2.2.10 Household appliance retailing shop (R17) 

R17 is a small shop selling small household appliances to local residents in the nearby 

neighborhood. The owner of R17 is in his 70s and the shop is now managed by his daughter, 

the interviewee. R17 has been in business for around 30 years. 

R17 accepts cash payment, m-payment and consumption cards. They have adopted 

the m-payment POS machine from Macau Pass because of the issuance of electronic 

consumption cards. Before adoption, they had not considered adopting m-payment because 
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the owner thought he was too old to manage m-payment systems. Actually, they are 

considering abandoning the m-payment solution after the period of consumption cards. 

R17 did not pay much attention to the commission charged by m-payment because the 

amount of transactions is really small.  

The interviewee indicated that the machine is easy to use and she had not encountered 

any breakdowns during her using process.  

R17 did not see any difference brought by the adoption of m-payment to their 

business other than the acceptance of electronic consumption cards.   

“More customers use the electronic consumption cards issued by the government. But 

very few use M-Pay. Yes, the number of customers who use the ‘cards’ is large. Maybe, how 

to say, we are situated in the old city district, not so many young people live here. The 

neighborhood mainly consists of old generations. Most of the young generations have moved 

to newer districts of the city.” (R17) 

 

2.2.11 Ice cream and dessert shop (R19) 

R19 is a famous ice cream and dessert retail shop in Macau and they have a long 

history. Unlike R7, R19 does not provide dine-in service. R19 has two branches and both of 

them are situated in tourism areas. Their customers are mainly tourists. However, since the 

epidemic strike, the number of tourists has decreased dramatically. So, they had temporarily 

stopped the operation of one of their shops. As indicated, they will reopen the other branch 

when the market recovers. 

Currently, they accept cash payment, bus card and consumption card payment, and m-

payment. They have adopted two m-payment POS machines (Macau Pass and UE Pay) and 

they also have adopted two merchant QR codes (BOC and TFB). These m-payment solutions 

were adopted last year roughly when m-payment became popular in the market of Macau as 
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stated by R19. However, before, a lot of Mainland tourists also had the need to pay by m-

payment. But at that time, no financial institutions in Macau provided these kinds of products 

and services to local merchants. So, the owner of the shop adopted the QR code payment 

solutions of WeChat Pay and Alipay from Mainland China. In other words, the owner had to 

go to Mainland China to open an account for receiving WeChat Pay and Alipay. This method 

has some problems like the currency exchange and the accounting issues. As a result, when 

Macau Pass launched the m-payment merchant service, R19 applied for it and adopted m-

payment. The choice of Macau Pass was because their solution can satisfy both local 

residents and tourist customers. 

The respondent estimated around one third of their customers pay by m-payment. 

They would let the customers choose what payment methods they like to pay the bill because 

R19 thinks the convenience of their customers matters most to them.  

R19 does not care about what their competitors do. 

“It is not about the competitors. It’s about what our customers need. We offer what 

our customers need instead of what other merchants have. You have to improve your 

products and services to provide better shopping experience to your customers. We follow the 

trend of the society and try our best to stand in the front.” (R19) 

R19 thought the m-payment POS machines are easy to use but the older generations 

must be more careful when operating.  

R19 also indicated that the commission charged is not an influential factor to their 

adoption of m-payment but they hope the commission can be lower as well. They perceived 

that m-payment makes their money transaction process faster. They also believed that by 

adopting m-payment, they are providing better service and purchase experience to their 

customers.  
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2.2.12 Convenience store (R22) 

R22 is a small convenience store located in the tourism area. They mainly sell snacks 

like hotdogs and convenience goods to the customers. Because of their location, they mainly 

target tourists. R22 has only been in business for one year and they adopted m-payment as 

soon as they started business.  

According to R22, the main reason for their adoption of m-payment is for the 

convenience of their customers. In other words, R22 had perceived a large user base of m-

payment among their target customers.   

“A lot of tourists do not have cash with them. So, I don’t need to ask them to pay by 

certain methods. Most of them choose to use m-payment. They are used to pay by m-payment 

in Mainland China.” (R22) 

Like most of the respondents, R22 prefers cash payments because they think it is free 

of charge. They do not see the time and effort spending on bank issues a cost to their business 

operation. But for the commission charged by m-payment transactions, R22 stated it was 

acceptable for them.  

R22 has encountered some disconnection of network during their using process of m-

payment. But the problem usually recovers soon and no impact has been brought to their 

business so far.  

Talking about the competitors, R22 believes most of them have adopted m-payment 

because of the issuance of electronic consumption cards by the government. However, the 

moves of competitors would not influence R22’s decision making. 

R22 also pointed out that the point is not about whether to adopt the m-payment 

solution or not. Most of the merchants in Macau have adopted m-payment and most of the 

banks and the financial institutions have their own m-payment solutions. So, the point is 
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which one or ones to adopt. For R22, they think commission charged is the most important 

factor for their decision.  

“Other system suppliers have not come to me and promote their products and 

services. So, I will not consider it unless they come to me with a good deal. If they come to 

me, then I will compare their commissions charged. I will choose the lowest cost ones.” 

(R22) 

 

2.2.13 Bakery (R23) 

R23 is a franchise brand from Mainland China. They are situated in a residential area. 

R23 mainly sells fresh-made birthday cakes and afternoon tea desserts. Their business pattern 

is on-line retailing and off-line product and service providing. R23 usually takes orders 

through social communication platforms like WeChat and takeaway platforms like Aomi (a 

popular local takeaway platform in Macau). Their customers usually do not go to their 

physical shop but order online instead. Then the cakes are made and delivered to the 

designated place at the appointed time.  

The payment methods accepted are cash payment and m-payment, which includes 

mobile bank transfers and NFC payment.  

R23 prefers to receive BOC online transfers. The respondent indicated some reasons. 

Firstly, online bank transfers are free of commission. Secondly, the transaction is made at the 

time of the order, which means the money is received before the delivery. This method 

guarantees the merchant to receive the money.  

“We usually deliver the cake to the restaurants and sometimes when the cake is 

delivered the customer has not yet arrived. Then we can leave the cake in the restaurant 

because it is already paid. Receiving cash can cause some problems. For example, the 

change problem. In addition, some customers can turn down the odder for various reasons on 
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delivery and they haven’t paid for the product. That would cause a heavy loss for us because 

we cannot do anything. Currently, M-Pay is not yet popular among our customers and 

frankly speaking most of the time we are receiving cash.” (R23)  

NFC m-payment is not yet popular among their customers. They also do not prefer 

this payment method as a merchant mainly due to their business pattern. For example, if the 

customer requires to pay by m-payment on delivery, they need to carry the well-charged m-

payment POS machine with them when delivering the products. If some problems pop up at 

the transaction spot, they are not able to react as soon as possible. Then the customer may 

have a bad experience and thus have a bad impression on the merchant.   

The respondent pointed out that the m-payment in Macau is not yet mature and well 

developed. Compared with the one in Mainland China, it still has a lot to be improved.  

Moreover, R23 stated that the decision of choosing which solution supplier can be 

influenced by the relationship between the merchant and the financial institutions. For 

example, they have close business cooperation with BOC so they are more likely to adopt the 

m-payment solution from BOC.  

 

2.2.14 Hardware building material shop (R24) 

R24 is a supplier of building materials to local integrated resorts, schools, government 

construction projects and so on. They also have a physical shop located in a residential area 

retailing hardware to individual customers. But the individual customers account for a small 

portion of their customer base.  

Due to their business model, the transactions are usually in large amounts. As a result, 

they mainly receive money in the form of cheques. Besides, for retail customers, R24 also 

accepts cash payment and m-payment. But actually, really few of R24’s customers pay by m-

payment.    
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“We have a close relationship with our bank. We nearly go to the bank every day. 

Our accountants are on good terms with the bank. We have frequent cash and cheque 

transactions so we need to deal with bank issues very often. As a result, our relationship with 

the bank is good. In return for their good service to us, when they asked us to adopt the m-

payment, we agreed as long as it is easy to adopt. It was not a big deal for us. Some banks 

knew that you don’t use m-payment often but they have the job target of getting their 

customers to adopt. So, some merchants adopt m-payment just to return their favor.” (R24) 

To clarify, the main reason for R24’s adoption of m-payment is the relationship with 

banks. It is also mentioned by some other respondents in the earlier paragraphs.  

The interviewee is one of the owners of R24. He holds a supportive attitude towards 

m-payment. He thought m-payment had not yet been widely used in their industry but he 

believed m-payment could bring some benefits to their business. As a result, they will 

continue to adopt m-payment.  

 

2.3 Others  

2.3.1 Education Center (R8) 

R8 is an education center that offers various courses to kids and adults. It started its 

business a year ago. The respondent is the owner and the core management of the company. 

R8 has around 15 staff including the part-time workers. Their customer group mainly consists 

of local parents, which accounts for around 90%. They are usually middle-aged ranging from 

30-50.  

Currently R8 accepts card payments, m-payments and cash payment. They have 

installed 3 POS machines to fulfill the payment methods accepted.  

R8 installed the payment machines, including card POS machine and m-payment POS 

machine at the beginning of their business. The main reason for the adoption was the good 
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relationship with the bank staff. The owner has friends that work in some of the banks and 

she just asked them to handle the issues for her directly. She thought that would be a favor to 

her friends and at the same time that can save her time and effort. So, she had not compared 

the cost with other financial institutions. R8 also indicated that each bank has the whole 

package of payment methods that can be installed and that is convenient.                  

As for the payment by customers, R8 estimated half of them pay by credit card and 

half of them pay by m-payment. There are also a few customers who pay by cash, but in a 

small amount. They usually do not recommend their customers to use a certain payment 

method but let them choose by themselves instead. Despite the low usage rate, R8 preferred 

to receive cash because it sees cash receiving as free of charge to their business.                                            

In terms of competitors, R8 did not proactively get to know their moves on m-

payment adoption. However, R8 believed most of them had adopted the m-payment system. 

R8 indicated that the move of their competitors does not influence their own decision 

making. 

The commission charged by m-payment was acceptable according to R8. R8 pointed 

out that m-payment cost less for their business operation than credit card payment. The 

commission charged by Macau Pass is lower compared to other m-payment solutions. Cash 

was considered to have the lowest cost but with the highest risk.  

The respondent expressed her personal attitude towards m-payment, which was quite 

positive. She uses m-payment in her daily life and she thinks it is convenient. 

R8 also indicated that the m-payment POS machine is easy to use compared to the 

credit card POS machine. Moreover, they have not encountered any breakdowns using m-

payment but they have encountered some problems using credit card POS machines instead. 

R8 said that the credit card POS machine is not stable enough. 
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R8 perceived some advantages that m-payment brought to their business like the 

convenience and fast speed of the transaction process. No other difficulties have been found 

during usage.  

In the future R8 will continue to adopt m-payment because they see it as a trend of the 

society. However, they do not consider adding new solutions to the existing ones because too 

many solutions may cause accounting problems. 

 

2.3.2 Clinic (R13) 

R13 is a clinic that provides simple medical care services to local residents. It has 

only been in business for 3 months. The respondent is the owner of R13. In Macau, 

Government sends out medical coupons to local residents every year. As a result, when 

seeing a doctor, people usually pay by medical coupons.  

Currently, R13 accepts cash, medical coupons and sometimes bank transfer payment 

via mobile banking. R13 has not installed any m-payment machines. The bank transfers are 

received by the owner’s personal bank account.  

The main reason for not having a m-payment system is because of the customers’ 

paying habits when getting medical services. Since the customers who go to a local clinic are 

mostly local residents, they do not have the need to use m-payment. Only when they do not 

carry enough cash with them they can pay by bank transfers for small amounts.  

On another aspect, R13 is only run by the owner and she prefers simple ways of 

payment by her customers. More payment methods would increase her workload. She also 

stated that commission charged was also a reason for not accepting other forms of payment. 

Speaking of the future, R13 does not insist not to adopt m-payment. It depends on the 

trend of paying habits of its customers and also the cost of adoption as stated. 
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2.3.3 Tailor shop (R16) 

R16 is a tailor shop and the owner is in his 50s. It has been in business for over 30 

years and it is solely run by the owner himself. R16 is situated in the residential area. The 

customer base is mainly local residents in the neighborhood.  

Currently R16 can accept cash, consumption cards and m-payment. The m-payment 

POS machine was newly installed because of the issuance of electronic consumption cards. 

However, R16 prefers to receive cash and the respondent stated that the machine is only used 

when the customer does not have enough cash and insists on using m-payment.  

The respondent said that he simply does not like to use the m-payment POS machine 

and cash receiving gives him more sense of earning. The m-payment machine is more like a 

decoration than a useful tool. Also, he claims that the machine is not simple enough for him 

to operate and up to now he has not completely managed to use the system.  

The owner said that for himself, he also uses m-payment but only in Mainland China 

where this technology is quite mature. However, he never uses it in Macau.  

“The technology and atmosphere of using m-payment is not yet mature in Macau. It is 

not popular among the old generations.” (R16) 

Moreover, R16 has not yet decided whether to continue to accept m-payment in the 

future depending on the whole trend of society, especially for his customers. 

 


