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ABSTRACT

Thisstudybuildsonrelationshipmarketing literatureandextendsexistingcontinuance intention
theoriesbyapplyingdual-factormodeltounderstandthecomplexbehaviorsofJapaneseconsumers
andcontinuance intentionofusingmobile financialapplications,suchasmobilebankingand/or
mobilewallet.Theresearchmodel,originallydevelopedbyAmorosoandChen,hasbeenadopted
and data collected with a sample of 513 Japanese mobile banking app consumers. A predictive
structuralequationmodelwasderivedfromthecovariancematrixandwasproducedtoanalyzethe
pathcoefficients.Theresultsshowageneralsupportforcontinuanceintentiontousemobilebanking
technologiesamongJapaneseconsumers.TheresultsshowJapaneseconsumersatisfactionisfound
tobeastrongpredictorofloyaltyandcontinuanceintention,directlyaffectedbyperceivedvalue,
perceivedenjoyment,andinertia/habit.Whileloyaltyisfoundtobeakeyconstructtodirectlyaffect
continuance intention, a very strong predictor of continuance intention among Japanese mobile
bankingappsusers.

KeywoRDS
Consumer Satisfaction, Continuance Intention, Dual-Factor Model, Habit, Loyalty, Mobile Banking, Perceived 
Enjoyment, Perceived Value, Personal Innovativeness, Switching Costs

INTRoDUCTIoN

Mobilefinancialtransactions,includingmobilebankingandmobilewalletapplications,thatallow
customers to transfermoney,makepayment, anddeposit checksonlineviamobiledeviceshave
penetratedboththeJapaneseandChineseculturesinthepastfiveyears.In2019alone,Chinese
consumersspentnearly17trillionUSDthroughmobilepaymentplatforms,manytimesmuchmore
thanmanyAsiancountriescombined(CGAP.org,2019).InChina,withitsuniquecultureandmarket
structure,mobileshoppingandbankingstartedwithasocialplatformandthenmovedtoapayment
facilitator.Withthismodel,Chineseconsumershaveshowntobethefastadoptersofonlineretail,
financialandon-demanddevicesandservices.Theywereabletogostraightfromcashtosmartphones,
skippingtheuseofcreditanddebitcards.AsChineseconsumersprefertheconveniencethatthe
mobilebankingappsoffers.
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UnlikeChinahowever,inJapan,consumeracceptanceofmobilewalletandbankingservices
arestillatalowlevel-exceptforusewithtrainandbuse-ticketsusingSuica.In2017,theshare
ofcashless (includingmobile)paymentwasonly20% inprivate finalconsumptionexpenditure,
accordingtoICTResearch&ConsultingInc.(2019).However,forthelastthreeyears,thediffusion
rateofmobilebankinginJapanhasbeenimproved.“YanoResearchInstituteexpectsthatthemarket
sizeofmobilepaymentwillreach48millionUSDby2023,whichismorethan4timesthaninthe
mobilepaymentmarketsizein2017”(Morlan,2019).

ManyJapaneseshopsandconsumersstillrelyonandbelieveincashdespitetheelectronicage.
“Japanisacash-basedsociety”(Dornhege,2020),“cashremainsking,defyingmobilepayments”
(Beade,2019),andbusiness,especiallysmallandmedium-sizedenterprises,arereluctanttomove
tomobilepayments(Fukumoto,2019;TheStraitsTimes,2019;Xincheng,2019).Morlan(2019)
listedthreereasonsthatJapaneseconsumersdonotusemobilepaymentas(1)cashpaymentsare
convenientandreliable,(2)highinstallment/operationcostspreventstoresfromadoptingcashless
mobilepaymentmethods,and(3)Japanesepeoplearefundamentallyagainstthecashlesssociety.

Withdifferentstageoftechnologyadoption(whiletheJapaneseconsumersaremoreorlesslate
adopters,theChineseconsumers,incontrast,aretheworldleaderinfastmobilebankingadoption),
this study focuses on different factors, such as perceived value, perceived enjoyment, personal
innovativeness,switchingcostsandhabitthataffectJapaneseandChineseconsumersatisfactionand
loyaltyincontinuanceintentioninusingmobilefinancialapplications,mobilebankingormobile
wallet.Derivedfrompriorstudies,asurveywasdesigned,thesurveyitemspretested,andreliability
and validity tests were conducted. Data were collected using the snowball sampling technique
accessingtherespondent’ssocialmedia.Also,toverifytheproposedhypotheses,reliabilitytesting
wascalculated,correlation,andregressionanalysistoanalyzetherelationships.

Asaresultofexpandingexistingconsumersatisfactionmodels,thisresearchpresentsatheoretical
modeltobenefitboththeacademicandmanagementcommunities.Fromatechnologyperspective,
thisresearchhelpstounderstandhowspecificfactorsinfluencethesatisfactionwithmobilewallet
andbankingapplications,andultimatelywhatdrivesconsumers’decisionstobeloyal,committed,
andsatisfied.Ourmodelalsoservesasanimportantsteptowardsubsequentpredictivemodelingof
JapaneseandChineseconsumers’onlinecontinuanceintention.

Thus,themainresearchquestionsarewhatkeydedication-basedandconstraint-basedfactors
thataffect satisfaction, loyalty,andcontinuous intentionof JapaneseandChineseconsumers for
mobilewalletandbankingapplicationsandhowJapaneseandChineseconsumersbehavedifferently
orsimilarlyinanonlinecontinuanceintentioncontext.

LITeRATURe ReVIew

Inpredictinganddevelopingthecausalrelationshipbetweenconstructs,thisstudyusestheDual-
Factor Model that examines the dedication-based and constraint-based mechanism collectively
toexplainpost-adoptionusagebehavior(Kim&Son,2009). In theirmodel, theypurported two
mechanisms fundamentally independent fromeachother - in termsofantecedent,mediator,and
outcome. Bendapudi & Berry (1997) proposed that the dedication-based mechanism (want to)
measuresthedesireofcontinuanceofexistingrelationships.Whiletheconstraint-based(haveto)
mechanismmeasurethepreservationoftherelationshipordependenceontherelationshippartner
duetoeconomic,social,andpsychologicalcosts.Kimet.al.(2014)foundthatthededication-base
mechanismhastodowithperceivedbenefits,whateveraconsumermayfeelappreciationbyusing
theproductsorservices,whereastheconstraint-basedmechanismisrelatedto“investments”inusing
servicesorproducts.

AsproposedbyBendapudiandBerry(1997),theuseoftheDual-FactorModelhelpstoexplain
consumers’ post consumption experiences. The model specifies both the dedication-based and
constraint-basedfactorstoexplaintheconsumerloyalty,satisfactionandconsequentrelationshipon
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