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Introduction. The U.S. mobile payment market is valued at 465.1 billion dollars (Walk-

Morris, 2021). However, despite the projected 49% growth by 2023, the U.S. market still falls 

behind China and many other Asian countries (Walk-Morris,2021). Mobile pay uses a mobile 

device to complete commercial transactions (Au and Kauffman, 2008). However, regardless of 

the increasing population of smartphone users, U.S. consumers are not switching to m-pay at 

the rate initially believed. Additionally, the onset and continued aftermath of the covid-19 

pandemic resulted in fashion retailers and consumers seeking digital solutions. Thus, retailers 

must understand what motivates and inhibits consumers' migration to mobile pay. Research 

has shown the barriers to adoption and usage, as well as some of the most significant 

predictors of behavioral intentions for mobile commerce (Shaw & Sergueeva, 2019), mobile 

banking (Muñoz- Leiva, Climent-Climent,& Liébana-Cabanillas, 2017), and mobile payment 

(Cao & Niu, 2019) through the usage of many technology theories. Drawing upon the push-

pull-mooring theory, this study examines risk and trust, UTAUT on attitude and intention to 

use mobile pay through a generational cohort lens. 

 

Hypotheses Development. The Push-Pull-Mooring (PPM) theory (Moon, 1995) developed as 

a migration theory to explain why people leave. Due to the parallels between human migration 

and consumer switching behavior, PPM has been utilized in consumer behavior and marketing 

research (Quan et al., 2023; Loh et al., 2021). U.S. consumers' behavioral intentions with 

mobile pay are similar to human migration as consumers shift away from traditional payment 

methods. In the context of mobile payment intention behavior, the beginning point for 

migration is conventional payment methods, and the destination is mobile payments. 

Additionally, the reduction of usage of traditional payment accompanied by an increase in 

mobile payment usage is considered the switching behavior from traditional to mobile 

payments. PPM conceptualized human migration as an effect of three factors: push factors, 

pull factors, and mooring factors. Several studies have shown the influence of PPM effects in 

using a new service (Cai et al., 2022; Gao & Shao, 2022; Yu & Chen, 2022). Push factors are 

negative influences that drive users to leave traditional payments. In previous studies (Quan et 

al., 2023; Hseih, 2021; Loh et al., 2021), risk and trust were examined as push-oriented effects 

as consumer perception of high risk and low trust in mobile payment providers may negatively 

influence a consumer's attitude and intention towards mobile payment (H1 & H2). Pull factors 

influence consumers toward alternative services or products and are created by positive factors 
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of alternative payment methods. UTAUT also suggests consumers' intentions toward 

technology are affected by various factors (Venkatesh et al., 2012). Two of the most prevalent 

and robust predictors of UTAUTs are performance and effort expectancy, which are analyzed 

as the pull factor (Lin et al., 2021; Yoon & Lim, 2021). Performance expectancy is consumers' 

perception of the usefulness of the technology (H3), and effort expectancy is the ease of use 

with which a consumer can utilize the technology (H4). Additionally, from UTAUT, social 

influence is the extent to which a consumer's social circle believes they need to use the 

technology and has been shown to influence attitude and behavioral intentions positively (Wu 

et al., 2022; Hseih, 2021) (H5; H6). Furthermore, to better understand the complexity of the 

U.S. mobile pay marketplace and from the theory of reasoned action, attitudes towards mobile 

payment should influence consumers' intention to use mobile pay (Quan et al., 2023) (H7). 

Mooring factors are situational and personal factors that can keep consumers with the current 

service or assist in switching to an alternative payment method (Fan et al., 2021). Mooring 

factors moderate all paths. Consumers identify with a generational cohort sharing similar 

values and ideas, and their belonging to a specific cohort will affect their attitudes and 

intentions toward products and services such as mobile payment (Wu et al., 2022). Thus 

generational cohort serves as the mooring factor in this study. 

 

Method. An online survey administered through Qualtric collected responses in June 2021 to 

test the influence of trust, risk, and UTAUT2 on attitude and use intention adapted from 

Venkatesh et al. (2012) and measured on a 7-point Likert scale. The sample consisted of U.S. 

adults who owned a smartphone with m-pay capability. The sample description was 65.8 

percent female, 84.9 percent white with a mean age of 50 years, totaling 1,130 respondents 

with baby boomers=382; gen x:372; and millennial=376. 

Results. After the 

measurement model was 

found to have reliability and 

validity, the SEM results were 

found to have a good model 

fit CMIN/df = 2.26, p=0.0, 

RMSEA=.033, TFI=.96, 

CFI=.96. To test 

moderation with 

generational cohort, a 

multi-group SEM was 

performed in Amos 29. Risk 

was found to have a negative 

impact on attitude (baby 

boomers β = .- 13; gen x β = -

.19; millennial β= -.13, all at p 

= .001). Trust had a negative  
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impact on Risk (baby boomers β = -.56; gen x β = -.34, both at p < .001 ; millennial β = -.13, p < 

.05). Performance (baby boomers β = .54; gen x β = .55; millennial β = .52, all at p < .001) , 

Effort (baby boomers β = .28, p < .001, ; gen x β = .14, p< .01; millennial β = .24, p < .001) and 

Social Influence (baby boomers β = .11, p < .05 ; gen x β= .21, p < .01; millennial β = .26, p < 

.001) had positive impact on Attitude. Therefore, H1-5 was supported for all generational 

cohorts. Social influence did not significantly impact usage intention (baby boomers β = .09, p 

= .09; gen x β =-.01, p = .83; millennial β =-.04, p = .52); therefore, H6 was rejected. Finally, 

attitude had a positive impact on usage intention (baby boomers β = .74, p < .001; gen x β = 

.74, p < .01; millennial β = .87, p < .001), supporting H7.  

 

Discussion. The study's results had several implications. First, the results showed that the pull 

effects are more impactful than the push effects on attitude. When present, UTAT factors have a 

more substantial influence on attitude, impacting use intention. Second, social influence needs 

attitude as a mediator, as social alone did not significantly impact behavioral intentions. Third, 

all moderation effects of the mooring factors of generational cohorts were supported. The 

difference lies in the strength of the relationship; specifically, baby boomers had the most 

impact of trust to risk; gen x had the lowest impact on attitude, and baby boomers had the 

lowest impact of social influence on attitude. Finally, a pre covid study (Martinez & 

McAndrew, 2022) of mobile pay usage intention demonstrated a significant difference between 

the generations; however, post-pandemic, these findings show that for consumers’ migration to 

mobile pay, generational cohorts are not a factor anymore. 
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