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Ⅰ. Introduction
1)

After the presence of the internet, positive

aspects and concerns of customers’ perception on

online transaction systems have been paid attention.
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　** Graduate, KDI School of Public Policy and Management

With the development of the 4th industrial

revolution, how customers transact in the online

environment has been changed rapidly. Diverse

digital payment services have been introduced by

changing customer perception toward online

transactions. A study by [1] addressed that the

digital economy, electronic commerce, and

electronic banking are now being used by the new
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<Abstract>

The purpose of this study is to explore factors that affect millennials and generation Z
customers’ perception on intention to recommend to use the digital payment services and
invesetigate factors that affect perception on sustainable growth of the digital payment
services. This study applied the following research questions: i) how perceived brand value,
easy to use, personalization, open to public, and social value affect intention to recommend
to use the digital payment services and ii) how perceived public policy, promotional strategy,
and prspects affect intention to recommend to use the digital payment services to others.
This study conducted an online survey. This study applied factor, ANOVA, and regression
analysis to test hypotheses. The results of this study found that effects of personalization,
open to public, and social value on intention to recommend the service showed significance
in the case of millennials, while effects of brand value, easy to use, and open to publis on
intention to recommend the service showed significance in the case of generation Z. The
results provide managerial and policy implications on how to apply better strategies and
pepare policies to enhance adoption of the digital payment service in cases of millennials
and generation Z.
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technologies and the wide global network,

especially internet, within and outwardly. A study

by [2] explored that the era of Information and

Communication Technology (ICT) and digital

innovation lead to dynamic change in the business

environment, where business transactions continue

to shift from cash-based transactions to

electronic-based transactions. A study by [3]

explored that the proliferation of mobile simple

payment services has been increasingly affecting

people’s lives and the continuous development of

simple mobile payment services will be significantly

important in the future. According to [4], despite its

growth potential, until now there is a lack of

research providing a comprehensive synthesis and

analysis of factors affecting the use, adoption, and

acceptance of digital payment methods.

The purpose of this study is to explore factors

that affect millennials and generation Z customers’

perception of intention to recommend using the

simple payment services and investigate factors that

affect millennials and generation Z customers’

perception on sustainable growth of the simple

payment services. By classifying millennials and

generation Z, This study applied the following

research questions: i) how perceived brand value,

easy to use, personalization, open to public, and

social value affect intention to recommend to use

the simple payment services and ii) how perceived

public policy, promotional strategy, and prospects

affect intention to recommend to use the simple

payment services to others. The results of this study

provides policy and managerial implications on

how to foster the adoption and usage of the simple

payment service. Previous studies have examined

determinants on willingness to use digital payment

services particularly in the case of millennials [5],

while there are lack of research on comparisons

between millennials and generation Z.

Ⅱ. Literature Review

2.1 Definition of Digital Payment System

A study by [6] defined that the digital payments

system (also referred to as “fintech”), coincided with

the 4th industrial revolution, is a technologically

advanced payment system that enables individuals,

businesses, and nations to become self-sufficient,

contactless, and tap-less when conducting transactions.

According to previous studies [1, 7], a digital payment,

also known as an electric payment, is the transfer of

value from one payment to another using a digital

device such as a mobile phone, POS, or computer as

well as a digital communication channel such as

mobile wireless data or Society for the Worldwide

Interbank Financial. A study by [2] defined that

electronic payment systems is a type of

inter-organizational information related to transaction

systems linking various associations that need for

complex integration and linking to individual clients.

The term Fintech payment service (e.g., [8]) is also

applied in various studies. According to [8], Fintech

payment service enables users who are using a specific

financial institution to use an independent customized

payment service that is not dependent on the payment

service of the financial institution but that is tailored to

the convenience of the user.
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2.2 Development of Digital Payment System

According to [9], the development of the Internet

and the arrival of e-commerce fostered digitalization in

the payment processes by providing a variety of

electronic payment options including payment cards,

digital and mobile wallets, electronic cash, contactless

payment methods, etc. a study by [10] discussed that

recognizing the growing importance of digital

payments both the government and private service

providers have seized the opportunity and embraced

the change as they recognize the growing relevance of

digital payments. A study by [11] addressed that the

centrality of data in the digital economy has enabled

the entry into financial services and rapid growth of

big tech firms that have existing businesses in

e-commerce and social media, among others, from

which they can expand into finance. A study by [8]

investigated that the need for mobile Fintech payment

service that enables easy online and offline payment

has increased due to the rapidly growing online

market and supply of mobile devices. A study by [4]

addressed that the omnipresent penetration of mobile

devices, along with unambiguous developments in

wireless telecommunication, has fueled widespread

adoption of mobile technology and a significant boost

to e-commerce, mainly e-commerce through mobile

devices or mobile commerce.

A research by [12] examined that the development

of internet access and smart phones led to a profound

transformation of the habits and preferences of

consumers for making digital payments. By using the

term, smart card-based e-payment systems, a study by

[13] addressed understanding of user adoption

behavior of e-payment systems that employ smart card

technology that are receiving increasing attention as

the number of implementations is witnessed on the

rise globally. A research by [5] investigated the impact

of changes in transaction styles in the 4.0 era with

more depth, how consumers from various level start to

use technology in ease of everyday life and consumer

choices in the use of applications and their willingness

to pay for the transaction fee by considering

effectiveness, security, and public enthusiasm with

digital payment technology. In South Korea,

particularly, the term, simple payment service is

widely used and based on portable devices like

smartphones that are composed of the most growth

potential fintech service [14]. A research by [15]

investigated that generality which defines pay

regardless of which provided services, is a more

powerful factor adopting simple payment services even

on the security factor.

Previous studies also researched the development of

financial inclusion. According to [16], fintech has been

driven by the need for development and the

inefficiencies in the existing financial system, combined

with the rapid introduction and reach of new

technology, particularly mobile communications.

According to the [17], financial inclusion starts with

payments that serve as a gateway to other financial

services, such as savings, credit and insurance. A study

by [18] explored that payment systems and remittances

are considered the backbone of the financial sector,

fostering economic growth and financial development

by reducing systemic and settlement risks, facilitating

proper liquidity management, and central importance

for supporting financial inclusion; a transaction account

allows people to make and receive payments in a

cost-effective way. A research by [2] addressed that the
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online payment system has many financial risks that

may occur during the transaction process and negative

impacts of online payment can occur because of the

nature of the internet such as authenticity and security

issues.

2.3 Millennials and Generation Z

KPMG[19] addressed that millennials are broadly

classified as individuals born between around

mid-1980s to 2000 and have been shaped by the

technology revolution that saw computeres, tables, and

the Web become central to work and life, while

generation Z are hailed are the first tribe of true digital

natives or screenagers. [20] explored that technology,

in particular the rapid evolution of how people

communicate and interact, is one of the

generation-shaping consideration with an example

saying that millennials came of age during the internet

explosion. According to [21], generation Y, so called

millennials are impatient as they were raised in a

world of technology and instant gratification, therefore,

marketers need to reach them digitally with websites

and web marketing, etc., while generation Z will likely

continue trends in increased technology use and is

influenced by new media, virtual friends, and the

power that comes with technology. While millennials

and generation Z have similar characteristics such as

digital natives [22], a study by [23] addressed that

differences between generations are confounded with

changes due to ageing, experience, life stage and career

stage.

The term MZ generation is applied as a

combination of millennials and generation Z,

particularly in S. Korea [24], as both generations have

experienced smiliar environment such as the internet

environment and have characteristics such as

open-mindedness, prefer to explore new

products/services and environment, while they are

sensitive to economic consumption activities [25] that

are different from older generations such as generation

X and babyboomers.

Ⅲ. Hypotheses Development

According to [26], the main driver for adopting a

new payment method was either the new method was

the option they could use in a certain situation or

customers changing shopping behavior. A study by

[10] investigated functional quality, perceived value,

trust, perceived risk, and service quality on satisfaction

toward digital payments. This study investigated how

customers perceive factors that affect intention to

recommend the digital payment service (Study 1) and

how customers perceive sustainable growth of digital

payment service (Study 2). For study 1, this study

proposed factors including perceived brand value, easy

to use, personalization, openness, and social value on

intention to recommend the digital payment service.

For study 2, this study proposed factors including

public policy, promotional strategy, and prospects on

intention to recommend the digital payment service.

3.1 Study 1: How Customers Perceive Factors 

that Affect Intention to Recommend the 

Digital Payment Service?

A research by [27] investigated the impact of

customer brand value dimensions on relationship
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marketing dimensions through consumer hope in the

context of digital payment applications services and

considered the role of consumer engagement by

applying customer perceived value. A study by [28]

stated that people who prefer to use simple digital

payment service feel more familiar with being serviced

by the same platform. Therefore, perceived brand

value will help enhance the usage of digital payment

services. Based on the consideration, this study

hypothesized the effects of customers’ perceived brand

value on intention to recommend the digital payment

service. This study also hypothesized that the effect

might differ based on millennials and generation Z.

This study applied “a” in the case of millennials and

“b” in the case of generation Z.

H1a~b: Perceived brand value affects intention to

recommend the simple digital payment service.

H1c: Effects of brand value on intention to

recommend the digital payment service differ based on

millennials and generation Z.

A study by [29] examined that many people feel

helped by the existence of digital payments because

with the existence of digital payments the public feel

easier in making transactions. A research by [23]

addressed that digital payments allow for services to

afford greater scalability and greater ease of access. A

study by [31] addressed that the characteristic of easy

to use simple mobile payment impacts on the

perceived usefulness. Based on the consideration, this

study hypothesized the effects of customers’ perceived

easy to use on intention to recommend the digital

payment service. This study also hypothesized that the

effect might differ based on millennials and generation

Z.

H2a~b: Perceived easy to use affects intention to

recommend the simple digital payment service.

H2c: Effects of easy to use on intention to

recommend the digital payment service differ based on

millennials and generation Z.

A research by [32] addressed that users who

download payment applications to pay using simple

payment service prefer simple payment service because

of analyzing their consumption patterns based on their

records on their application card. A study by [33]

investigated that innovating business models to

flourish quality of lifestyle, personalization serviced by

the characteristics of smart technology provides a

unique customer experience. Based on the

consideration, this study hypothesized the effects of

customers’ perceived personalization on intention to

recommend the digital payment service. This study

also hypothesized that the effect might differ based on

millennials and generation Z.

H3a~b: Perceived personalization affects intention to

recommend the simple digital payment service.

H3c: Effects of personalization on intention to

recommend the digital payment service differ based on

millennials and generation Z.

A study by [34] examined that the degree of openness

to the platform differentiates from the growth potential

to sustain in the future. According to [35], the fiscal

Brand Value

Easy to Use

Personalization

Perceived Openness

Social Value

Intention to 

Recommend

<Figure 1> Effects of Proposed Factors on Intention to 

Recommend
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incentive to adopt POS terminals for merchants and

consumers will help to make opportunities open to

public to meet more digital payment services to achieve

financial inclusion using digital payment. Based on the

consideration, this study hypothesized the effects of

customers’ perceived openness on intention to

recommend the digital payment service. This study also

hypothesized that the effect might differ based on

millennials and generation Z.

H4a~b: Perceived openness to the public affects

intention to recommend the simple digital payment

service.

H4c: Effects of perceived openness to the public on

intention to recommend the digital payment service

differ based on millennials and generation Z.

A study by [36] addressed that the more digitized

banking sectors work like financial intermediation with

deposit or lending, the more rising the transformation

of liquidity to the public. According to [37], even users

who prefer to use simple payment services consider

the privacy risk of using digital payment methods,

they already choose simple payment services rather

than traditional payment services because of the

experience of the user’s convenience and effectiveness

matured on social value. A research by [26] examined

that brand social value influences consumer hope

toward digital payment app services. Based on the

consideration, this study hypothesized the effects of

customers’ perceived social value on intention to

recommend the digital payment service. This study

also hypothesized that the effect might differ based on

millennials and generation Z.

H5a~b: Perceived social value affects intention to

recommend the simple digital payment service.

H5c: Effects of social value on intention to

recommend the digital payment service differ based on

millennials and generation Z.

3.2 Study 2: How Customers Perceive 

Sustainable Growth of Digital Payment 

Service?

A study by [6] found that policy makers need to be

informed about the design of digital payment systems,

policy initiatives, and other policy measures related to

digital payment systems. A research by [28] also

addressed that initiatives taken by the government

have created a catalytic environment for the greater

proliferation and growth of digital payments.

A study by [6] found that policy makers need to be

informed about the design of digital payment systems,

policy initiatives, and other policy measures related to

digital payment systems. A research by [28] also

addressed that initiatives taken by the government

have created a catalytic environment for the greater

proliferation and growth of digital payments.

According to [17], transaction accounts operated by a

regulated payment service provider are at the heart of

retail payment services and need to enable end users

to meet most, if not all, of their payment needs and to

safely store some value for financial inclusion

Public Policy

Promotional 

Strategy

Prospects

Intention to 

Recommend

<Figure 2> Effects of Sustainable Growth of Digital Payment 

System on Intention to Recommend
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improving. Therefore, preparation of better policy will

help enhance the usage of digital payment services.

Based on the consideration, this study hypothesized

the effects of customers’ perceived public policy on

intention to recommend the digital payment service.

This study also hypothesized that the effect might

differ based on millennials and generation Z. This

study applied “a” in the case of millennials and “b” in

the case of generation Z.

H6a~b: Perceived public policy affects intention to

recommend the digital payment service.

H6c: Effects of perceived public policy on intention

to recommend the digital payment service differ based

on millennials and generation Z.

A research by [38] addressed that promoters of

digital financial services, managers of

telecommunication companies, and financial inclusion

advocates should consider strengthening the existing

digital consumer protection laws on the mobile money

platform and applying collaborative approaches

between the mobile network operators, financial

institutions, and regulators. Big techs can establish a

substantial presence in financial services very quickly

through the “data-network-activities” (DNA) loop that

the greater user activity generates yet more data,

reinforcing the advantages that come from network

effects [11]. This study posits that preparation of better

promotional strategy will help enhance the usage of

digital payment services. Based on the consideration,

this study hypothesized the effects of customers’

perceived promotional strategy on intention to

recommend the digital payment service. This study

also hypothesized that the effect might differ based on

millennials and generation Z.

H7a~b: Perceived promotional strategy affects

intention to recommend the simple digital payment

service.

H7c: Effects of promotional strategy on intention to

recommend the digital payment service differ based on

millennials and generation Z.

A research by [28] addressed that digital payments

can enable greater economic growth, growth in

international e-commerce, and aid in social and

financial inclusion. According to [39], rapid advances

in financial technology are transforming the economic

and financial landscape, offering wide-ranging

opportunities while raising potential risks and Fintech

can support potential growth and poverty reduction by

strengthening financial development, inclusion, and

efficiency. A study by [40] found that an emerging

mobile payment method has an effect on rural

household consumption and verified the benefits of

mobile payment in improving financial inclusion and

convenience of consumption activities for rural areas.

By enabling consumers to make and receive payments

more safely, cheaply, and efficiently, payment inclusion

may allow consumers to participate in the economy

more fully and enhance their economic well-being [41].

Therefore, perceived prospects will help enhance the

usage of digital payment services. Based on the

consideration, this study hypothesized the effects of

customers’ perceived prospects on intention to

recommend the digital payment service. This study

also hypothesized that the effect might differ based on

millennials and generation Z.

H8a~b: Perceived prospect affects intention to

recommend the simple digital payment service.

H8c: Effects of perceived prospect on intention to

recommend the digital payment service differ based on

millennials and generation Z.
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Ⅳ. Methodology

This study conducted an online survey. The

questionnaire consisted of major questions with warm

up and demographic questions. Major questions

included questionnaire items based on proposed

factors that affect intention to recommend the simple

digital payment service. The study applied 5-point

Likert scales for major questionnaire items. This study

applied stratified sampling by considering

demographics, such as age for generation, gender,

education, etc. The survey was distributed via SNSs

including KakaoTtalk, Whatsapps, etc. The survey was

developed in English and translated to Korean. Back

translation will be applied to check reliability of

original and translated versions. The survey was

collected anonymously and voluntarily with agreement.

The data was stored confidentially and for the research

purposes only. This study applied factor analysis,

ANOVA, and multiple regression analysis to test main

hypotheses. A total of eighty millennials and sixty

generation Z answered the survey. Table 1

summarized demographics of respondents. Regarding

the age classification for millennials and generation Z,

this study followed applied previous research [35~37]

stating that millennials are born early 1980 and

mid-1990 and generation Z are born after mid-1990.

V. Data Analysis

5.1 Perceived Customer Awareness of the 

Digital Payment System

Among respondents, 95.7% (94.9% in the case of

millennials and 97.4% in the case of generation Z)

answered that they are aware of the simple digital

payment system, while 4.3% are not aware of the

digital payment system. 94.9% (93.7% in the case of

millennials and 97.4% in the case of generation Z) of

<Table 1> Demographics of Respondents

%

(Millennials

%

(Gen Z)

Gender
Male
Female

55.7
44.3

42.1
57.9

Age
20-24 years old
25-29 years old
30-34 years old
35-39 years old
40-44 years old

-
-

72.7
16.2
11.1

29.1
70.9

-
-
-

Jobs
Employee in the Educational Institution
Employee in the Public Sector
Employee in the Profit Sector
Employee in the Research Institution
Public Officer
Self-employed
Housewife
Student
Others

8.9
13.9
16.5
12.7
7.6
-

1.3
34.2
5.1

0
5.3
28.9
21.1
5.3
-
-

34.2
5.3

Education
High School Graduate
Bachelor’s Degree
Master’s Degree (Included MBA)
Ph.D.

3.8
75.9
19.0
1.3

2.6
71.1
26.3

0

Annual Salary
Below KRW 10,000,000
More or equal to KRW 10,000,000 ~
below KRW 20,000,000
More or equal to KRW 20,000,000 ~
below KRW 30,000,000
More or equal to KRW 30,000,000 ~
below KRW 40,000,000
More or equal to KRW 40,000,000 ~
below KRW 50,000,000
More or equal to KRW 50,000,000 ~
below KRW 60,000,000
More or equal to KRW 60,000,000 ~
below KRW 70,000,000
More or equal to KRW 70,000,000

7.6
13.9

12.7

35.4

8.9

3.8

1.3

16.5

5.3
10.5

13.2

36.8

7.9

2.6

0

23.7
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respondents answered that they currently use the

simple digital payment system, while 5.1% answered

that they do not use the simple digital payment

system. Approximately 82.3% respondents in the case

of millennials and 84.2% respondents in the case of

generation Z stated that the motivation to use the

simply digital payment system is to purchase products

from e-commerce service, 12.7% respondents in the

case of millennials and 23.7% respondents in the case

of generation Z stated that they use the simply digital

payment system to purchase products from offline

payment settlement, 11.4% respondents in the case of

millennials and 7.9% respondents in the case of

generation Z use the simply digital payment system

for remittance, 1.3% respondents in the case of

millennials and 2.6% respondents in the case of

generation Z use the simply digital payment system

for deferred payment. The results of independent

samples t-test found that the mean value of motivation

stated “as an early adopter, I enjoy using new

technology and service” differs based on millennials

and generation Z. Table 2 summarized motivations for

the usage of simple payment service in both cases of

millennials and generation Z.

5.2 Hypotheses Testing – Study 1

This study also conducted Cronbach alpha to check

reliability. The results of Cronbach alpha in the case of

millennials include the following: 0.686 for brand

value, 0.691 for easy to use, 0.770 for personalization,

0.627 for open to public, and 0.669 for social value.

The results of Cronbach alpha in the case of generation

Z include the following: 0.685 for brand value, 0.854

for easy to use, 0.658 for personalization, 0.662 for

open to public, and 0.556 for social value. This study

conducted factor analysis. Scale items were extracted

by the constructs by applying factor analysis. Principal

component analysis was applied as the method for

extraction with maximum iterations for convergence

and factors’ eigenvalue was greater than 1 are

extracted. VARIMAX with Kaiser Normalization was

applied as the rotation method with maximum

iterations for convergence. Table 3~4 summarized

component matrix including factor loadings.

Questionnaire items applied in this study as follows: i)

for brand value, items include perceived experience of

simple digital payment service on building brand

value on platform’s corporation, platform’s brand

value if the platform provides good simple digital

payment service, and confidence about the brand value

of the platform that has competitiveness on simple

digital payment service; ii) for easy to use, items

include preference to use simply digital payment

service because of easy to use than other methods,

perceived saving time to purchase product and use

services by using simple payment service, and

<Table 2> Summary of Motivations 

Agree

(%)

Strongly 

agree (%)

M Z M Z

1 As an early adopter, I enjoy
using new technology and
service.

22.8 42.1 20.3 5.3

2 From my friends, relatives, or
colleague’s recommendation.

19.0 5.3 5.1 10.5

3 The simple payment methods
are related on my work.

5.1 5.3 1.3 0

4 I used the other corporation’s
service before, so I trusted the
service providing on using
platform.

62.0 34.2 16.5 44.7

* M: Millennials, Z: Generation Z
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importance of convenient use of simply digital

payment service; iii) for personalization, items include

individualized recommended promotional services

through transaction records and trust the

recommended customized services; iv) for open to

public, items include compatibleness of simple digital

payment services with integrated services, adoption of

the new technology system to develop better financial

services, and coexistence with incumbent payment

services; v) for social value, items include accessibility

without restriction of places and time and likelihood of

using simple payment service due to sharing

experience with friends and co-workers.

This study conducted multiple regression analysis to

test hypotheses. Factor scores were used for regression

analysis. This study applied effects of brand value,

easy to use, personalization, openness to the public,

and social value on the intention to recommend the

simple payment service by classifying millennials and

generation Z. The results of ANOVA showed that the

overall model is significant at 0.01% with F = 10.692

(R-square = 0.513) in the case of millennials and F =

14.808 (R-square = 0.776) in the case of generation Z.

As shown in Table 5, the results of this study found

that effects of personalization, open to public, and

social value on intention to recommend the service

showed significance in the case of millennials, while

effects of brand value, easy to use, and openness to

public on intention to recommend the service showed

significance in the case of generation Z. Therefore,

hypothesis 1b, 2b, 3a, 4a, 4b, and 5a were accepted.

Regarding the effect size, this study found that effect

size of social value on intention to recommend the

service was stronger than other factors, followed by

personalization and open to public in the case of

millennials, while the effects of easy to use on the

intention to recommend the service was stronger than,

followed by brand value and open to public in the

case of generation Z. For both generations, the effect of

open to the public on the intention to recommend the

<Table 3> Component Matrix for Brand Value, Easy to Use, 

Personalization, Open to Public, & Social Value (Millennials)

Component

1 2 3 4 5

BV4
BV3
BV1

.816

.776

.744

EU1
EU3
EU2

.853

.852

.638

PE2
PE1

.905

.904

OP1
OP2
OP3

.837

.723

.710

SV2
SV1

.792

.791

* BV: Brand Value; EU: Easy to Use; PE: Personalization; OP:
Openness to Public; SV: Social Value

<Table 4> Component Matrix for Brand Value, Easy to Use, 

Personalization, Open to Public, & Social Value (Generation Z)

Component

1 2 3 4 5

BV4
BV1
BV3

.859

.730

.660

EU3
EU1
EU2

.942

.926

.776

PE2
PE1

.835

.834

OP3
OP2
OP1

.711

.710

.665

SV1
SV2

.711

.710

* BV: Brand Value; EU: Easy to Use; PE: Personalization; OP:
Openness to Public; SV: Social Value
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service showed significance, while the effect size was

higher with millennials rather than generation Z.

Therefore, hypothesis 4c was accepted as both groups

show significance but with different effect size. The

results do not show multi-collinearity as values of VIF

were lower than 10.

5.3 Hypotheses Testing – Study 2

This study also conducted Cronbach alpha to check

reliability. The results of Cronbach alpha in the case of

millennials include the following: 0.649 for public

policy, 0.59 for promotional strategy, and 0.765 for

prospect. The results of Cronbach alpha in the case of

generation Z include the following: 0.621 for public

policy, 0.519 for promotional strategy, and 0.722 for

prospect. This study conducted factor analysis. Table

6~7 summarized component matrix including factor

loadings. Questionnaire items applied in study 2

include as follows: i) for public policy, items include

necessity of regulation policy for the big tech

company’s simply payment services, policy preparation

for facilitation of simple payment services, and

government-led policy to increase the diversity of

payment methods so that government agencies can

increase the acceptance of simply digital payment

services; ii) for corporate’s promotion strategy, items

include development of affiliated services for better

usage of simple payment services, more rewards or

discount promotions through simply digital payment

services for market participants including customers

and merchants, and promotion using social network

systems for accelerating the use of simple digital

payment services; and iii) for prospect, items include

<Table 5> Effects of Proposed Factors on Intention to 

Recommend 

Independent Variables ⇒ 

Dependent variable

Standardized 

Coefficient 

(t-value/sig)

Millennials

Standardized 

Coefficient 

(t-value/sig)

Generation Z

Brand Value ⇒ Intention
to Recommend

.065(.418) .331(2.332**)

Easy to Use ⇒ Intention to
Recommend

.189(1.293) .773(3.949***)

Personalization ⇒ 

Intention to Recommend
.317(2.212**) .064(.649)

Openness to Public ⇒ 

Intention to Recommend
.290 (2.136**) .261 (1.704*)

Social Value ⇒ Intention
to Recommend

.337(2.166**) .125(1.023)

*** p < 0.01; ** p < 0.05; ** p < 0.10 denotes statistical significance

<Table 6> Component Matrix for Public Policy, 

Promotional Strategy, & Prospect (Millennials)

Component

1 2 3

PP2
PP3
PP1

.904

.875

.676

PS2
PS1
PS3

.840

.708

.660

PR2
PR1
PR3

.903

.870

.687

* PP: Public Policy; PS: Promotional Strategy; PR: Prospect

<Table 7> Component Matrix for Public Policy, 

Promotional Strategy, & Prospect (Generation Z)

Component

1 2 3

PP2
PP3

.897

.894

PS3
PS2

.883

.641

PR2
PR1
PR3

.934

.908

.676

* PP: Public Policy; PS: Promotional Strategy; PR: Prospect
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perceived continue to grow, contribution to the

development of platform-based financial economy, and

importance of simple digital payment service for future

customers.

This study conducted multiple regression analysis to

test hypotheses. Factor scores were used for regression

analysis. This study applied effects of public policy,

corporate promotional strategy, and prospect of digital

payment service on intention to recommend the service

by classifying millennials and generation Z. The results

of ANOVA showed that the overall model is

significant at 0.01% with F = 38.857 (R-square = 0.609)

in the case of millennials and F = 38.857 (R-square =

0.335) in the case of generation Z. As shown in Table

8, the results of this study found that effects of

perceived public policy, promotional strategy, and

prospect on intention to recommend the service

showed significance in the case of millennials, while

effects of perceived public policy and prospect on

intention to recommend the service showed

significance in the case of generation Z. Therefore,

hypothesis 6a, 6b, 7a, 8a, and 8b were accepted.

Regarding the effect size, the results of this study

found that the effects of corporate’s promotional

strategy on intention to recommend the service was

stronger than other factors, followed by prospect and

public policy in the case of millennials, while the

effects of prospect on the intention to recommend the

service was stronger than effects of public policy. The

effect of corporate’s promotional strategy on intention

to recommend the service was not significant in the

case of generation Z. Therefore, hypothesis 6c and 8c

were accepted as both groups show significance but

with different effect size. The results do not show

multi-collinearity as values of VIF were less than 10.

VI. Conclusion

The purpose of this study is to explore factors that

affect millennials and generation Z customers’

perception of intention to recommend using the simple

payment services and investigate factors that affect

millennials and generation Z customers’ perception on

sustainable growth of the simple payment services. By

classifying millennials and generation Z, This study

applied the following research questions: i) how

perceived brand value, easy to use, personalization,

open to public, and social value affect intention to

recommend to use the simple payment services and ii)

how perceived public policy, promotional strategy, and

prospects affect intention to recommend to use the

simple payment services to others.

The results of this study found that effects of

perceived personalization, open to public, and social

value on intention to recommend digital payment

service showed significance in the case of millennials,

while effects of perceived brand value, easy to use,

and open to public on intention to recommend digital

payment service showed significance in the case of

<Table 8> Effects of Proposed Factors on Intention to 

Recommend

Independent Variables ⇒ 

Dependent variable

Standardized 

Coefficient 

(t-value/sig)

Millennials

Standardized 

Coefficient 

(t-value/sig)

Generation Z

Public Policy ⇒ Intention
to Recommend

.198 (2.450**) .321 (2.121**)

Promotional Strategy ⇒ 

Intention to Recommend
.372 (2.656***) .124 (.813)

Prospect ⇒ Intention to
Recommend

.348 (2.645***) .340 (2.315**)

*** p < 0.01; ** p < 0.05 denotes statistical significance
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generation Z. Therefore, factors that affect intention to

recommend digital payment service differ based on

millennials and generation Z except effects of open to

public. This study also found that effects of open to

public on intention to recommend digital payment

service were higher with millennials rather than

generation Z. From study 1, generation Z perceives

that the experience of the digital payment service

effects on building brand image on the platform’s

corporation and positive image on the platform’s

brand image is significant for the usage of the digital

payment service. Generation Z prefers to use the

digital payment service because it is easier to use and

convenient than any other methods and saves time to

purchase products and use services. Millennials

perceive that customized recommendations by

commercials enhance to use of the digital payment

services and experiences of friends and co-workers

made them more likely to use the digital payment

services.

From study 2, this study found that factors

including perceived policy and prospects on intention

to recommend the digital payment service showed

significance in both groups of millennials and

generation Z, while the effect of promotional strategy

on intention to recommend the digital payment service

showed significance in the case of millennials. The

results of this study provide managerial and policy

implications. The results of this study implied that

generation Z consider brand value and easy to use the

digital payment service important, while millennials

consider personalized service and social value related

to the digital payment service important. Both

generations of millennials and generation Z perceive

that better public policy related to the digital payment

service should be prepared and perceive that digital

payment service will grow and contribute to the

development of platform-based economy. Both

generations of millennials and generation Z perceive

that big tech companies’ digital payment services

require proper government relations, government

should create policies to further encourage the use of

digital payment services, and government-driven policy

is needed related to increased acceptance of diverse

payment methods. Millennials perceive that

corporations need to provide better promotional

strategies related to the digital payment service such as

more rewards or discount promotions to accelerate the

use of digital payment service. The results of this

study show how to apply better strategies related to

the digital payment service for customer relationship

management.

This study has limitations and provides implications

on future studies. The sample size will be increased in

future study. Future study might consider comparison

analysis by including older generations such as

generation X. Cross cultural analysis might also be

considered in the future study.
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