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[bookmark: _Toc233580892]ABSTRACT

This study examines consumer behavior toward the use of the Myanmar Quick Response (MMQR) digital payment system in restaurants in Myanmar. The study focuses on how perceived usefulness, payment convenience, ease of use, trust, and security influence consumer behavior toward MMQR usage in restaurant payments. The research used a quantitative approach. Data were collected using a structured questionnaire. Respondents were selected using systematic sampling at the Junction City Mall Food Court during the last week of April 2026. A total of 144 respondents who had experience using MMQR in restaurants participated in the study. The collected data were analyzed using descriptive statistics, correlation analysis, and multiple regression analysis with SPSS software. The results show that MMQR is generally well accepted among restaurant customers. Most respondents reported positive experiences and showed willingness to continue using MMQR in the future. Among the factors examined in this study, payment convenience was found to be the strongest factor influencing consumer behavior. Ease of use and security were also found to have significant effects on consumer behavior toward MMQR usage in restaurants. On the other hand, perceived usefulness and trust did not show significant effects on consumer behavior in this study. This suggests that customers are more likely to use MMQR because it is simple, convenient, and easy to use in daily restaurant transactions rather than because they fully understand its benefits or have a high level of trust in the system. Based on these findings, restaurants, banks, and mobile wallet providers should continue improving the convenience and usability of MMQR services. Efforts should also be made to maintain system security and provide a smooth payment experience for users. These improvements may help encourage continued usage and support the growth of digital payments in Myanmar.
Keywords: MMQR, digital payment, restaurant payments, Myanmar, payment convenience, ease of use, consumer usage behavior
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CHAPTER I
[bookmark: _Toc233580898]INTRODUCTION

1. [bookmark: _Toc233580899]Background information of the study
Technology has become an important part of everyday life and business activities. Over the past decade, the increasing use of smartphones, mobile applications, and internet services has changed the way people communicate, shop, and make payments. Many activities that previously required physical interaction can now be completed digitally with greater speed and convenience. As technology continues to develop, consumers are becoming more familiar with using digital platforms to support their daily needs.
One area that has experienced significant change is the payment system. Traditionally, cash was the primary method used for most transactions. However, the development of digital payment technologies has provided consumers with alternative ways to make payments. Mobile banking applications, digital wallets, and QR code payment systems now allow users to complete transactions without carrying physical cash. These payment methods are often viewed as faster and more convenient, particularly for small and frequent transactions.
The adoption of digital payment systems increased further during the COVID-19 pandemic, as consumers and businesses sought contactless methods of payment to reduce physical interaction. Since then, digital payments have continued to gain popularity and have become an increasingly common part of daily commercial activities. As a result, businesses across various industries are adopting digital payment solutions to improve transaction efficiency and enhance customer experience (Tomi Dahlberg, 2015).
Among these industries, the restaurant sector has become one of the most common places where digital payments are used. In Myanmar, the restaurant industry plays an important role in both economic and social life. Restaurants and tea shops are popular places where people gather with family, friends, and colleagues for meals and social activities. Traditionally, cash has been the most widely used payment method in restaurants because it is familiar and easily accepted. However, the growing availability of smartphones, mobile banking applications, and digital wallets has gradually encouraged consumers to use digital payment methods, especially in urban areas where access to technology is more widespread (Cobanoglu, Yang, Shatskikh, & and Agarwal, 2015).
Among the various digital payment methods available today, QR code payments have become increasingly popular because they allow customers to make payments quickly using their smartphones without the need to handle physical cash. The use of contactless payment methods also increased during the COVID-19 pandemic, when many consumers preferred safer ways to complete transactions.
In Myanmar, digital payments were previously provided through different mobile wallet companies and banks. Popular mobile wallets such as KBZ Pay, Wave Pay, CB Pay, AYA Pay, and other banking applications operated separately with their own QR codes and systems. As a result, restaurants often needed to display multiple QR codes to accommodate customers using different payment providers. Also, from a consumer point of view, using different mobile wallets before MMQR could be inconvenient. Some customers needed to download multiple applications or maintain balances in different wallets. If the restaurant did not accept their specific wallet, they had to switch to cash payment. This reduced the overall convenience of digital payment. This created inconvenience for both businesses and consumers.
To address this issue, the Central Bank of Myanmar introduced the Myanmar Quick Response (MMQR) system as a standardized QR payment platform. MMQR allows customers to make payments using different banks and mobile wallets through a single QR code. This system helps simplify the payment process and improves interoperability among payment service providers (CBM eyes digital payment growth, 2023).
The introduction of MMQR has brought several benefits to restaurant transactions. For businesses, it reduces the need to manage multiple QR codes from different providers. For consumers, it offers greater flexibility and convenience when making payments. Customers can use their preferred mobile banking application or mobile wallet without needing to check whether a specific QR code is accepted.
Although MMQR has become increasingly common in restaurants, there is still limited research on how consumers perceive and use this payment system in Myanmar. In particular, little is known about the factors that encourage customers to adopt MMQR and continue using it when making restaurant payments. Understanding these factors is important because consumers' experiences and perceptions may influence their payment preferences and future usage behavior.
Therefore, this study aims to examine the adoption of the MMQR digital payment system and its effect on consumer behavior in the restaurant industry. Specifically, the study investigates how perceived usefulness, payment convenience, ease of use, trust, and security influence consumers' behavior toward using MMQR when making payments in restaurants (Davis, 1989).
2. [bookmark: _Toc233580900]Problem Statement of the Study
Although the Myanmar Quick Response (MMQR) system is now widely available in many restaurants, it is still not very clear whether customers fully understand how useful it really is. Some people may just use MMQR because it is already there at the payment counter, not really because they know or think about its advantages like faster payment or easier management of money. This also shows that people sometimes adopt new systems not only because they are useful, but also because they are easy to access and simple to use (Davis, 1989). If customers do not really see its value in restaurant situations, then it is not sure whether they will continue using it in the long run.
Another issue is whether MMQR actually makes payment more convenient in restaurants compared to the older system where different mobile wallets had their own QR codes. Before MMQR, restaurants usually had to show several QR codes from different providers, which sometimes confused customers. MMQR was introduced to fix this problem by making one standard system. However, there is still not enough clear evidence showing whether customers really feel that payments are smoother and more convenient after MMQR was introduced. This is important because how easy or smooth the payment feels can also affect how satisfied customers are when they dine in restaurants (Cobanoglu, Yang, Shatskikh, & and Agarwal, 2015).
Trust and security are also still concerns when it comes to digital payments in restaurants. When people pay digitally, especially for small and regular purchases, they expect everything to go smoothly without mistakes. If customers worry about things like transaction errors, delays, or whether their information is safe, they may still prefer to use cash instead. Research also shows that people are more likely to use digital payment systems when they trust that the system is safe and reliable (Thaker, 2022). At the moment, there is still not enough research focusing on how trust and security affect the use of MMQR in restaurant settings.
In addition, most previous studies about digital payment systems were done in other countries, not really focusing on Myanmar restaurants. But consumer behavior can be different depending on local habits, culture, and how familiar people are with digital tools. Because of this, there is still a gap in understanding how customers in Myanmar actually adopt and use MMQR in restaurants. Earlier research also suggests that more studies are needed in different countries to better understand digital payment behavior (Thaker, 2022).
Therefore, this study is necessary to clearly identify the key factors that influence MMQR usage in restaurant settings and to understand how these factors affect consumer payment behavior and experience. The findings are expected to fill the existing research gap by providing evidence from Myanmar’s restaurant industry.
3. [bookmark: _Toc233580901]Research Objectives
The objectives of this study are:
a) To identify the key factors, including convenience, speed, trust, and social influence, that encourage consumers to adopt MMQR in restaurants.
b) To analyze the impact of MMQR adoption on consumers’ payment behavior and their satisfaction with digital payment experiences in restaurants.
c) To explore possible ways for restaurants and financial institutions to improve the MMQR payment experience to better meet consumer needs.
4. [bookmark: _Toc233580902]Research Questions
a) What factors, such as convenience, speed, trust, or social influence, encourage consumers to adopt MMQR in restaurants?
b) How does the adoption of MMQR influence consumer behavior and their satisfaction with the digital payment experience in restaurants?
c) How can restaurants and financial institutions improve the MMQR payment experience to better meet consumer needs?
5. [bookmark: _Toc233580903]Scope and Limitation of the Study
This study focuses only on the adoption of the Myanmar Quick Response (MMQR) digital payment system and its effect on consumer behavior in the restaurant industry. It does not include other industries or other types of digital payment systems. The study is limited to restaurants in Myanmar and to consumers who have experience using MMQR when making payments in this setting.
The study focuses on key factors such as perceived usefulness, payment convenience, ease of use, trust, and security in relation to MMQR usage in restaurants. The findings of this study are based on respondents’ personal opinions and perceptions, which may not fully represent actual behavior or the entire population of MMQR users in Myanmar. The study is also limited to consumers in Yangon who have experience using MMQR in restaurant transactions.
6. [bookmark: _Toc233580904]Organization of the Study
This study is divided into five chapters. Chapter I gives the introduction of the study. It includes background of the study, problem statement, objectives, research questions, scope and limitation, and the organization of the study. Chapter II covers the literature review. It explains related studies on digital payment systems, MMQR, and consumer behavior, along with some theories related to the topic. Chapter III explains the research methodology used in this study. It includes research design, data collection method, sampling method, and how the data will be analyzed. Chapter IV presents the findings of the study. It shows the analysis of the collected data and explains the results. Chapter V gives the conclusion of the study. It includes summary of findings, conclusion, and recommendations for future studies and practical use.


[bookmark: _Toc233580905]CHAPTER II
[bookmark: _Toc233580906]LITERATURE REVIEW

2.1 [bookmark: _Toc233580907]Importance of Digital Payment System
This study focuses on digital payment systems and how they influence consumer behavior, especially in service industries like restaurants. In general, digital payments have become an important topic in both business and academic research because they are changing the way people make everyday transactions. Instead of using cash, many consumers now use mobile-based payment methods, which makes transactions faster and more convenient (Ruoyuan Wang, 2023).
From a research point of view, this area is important because consumer behavior plays a key role in whether a new technology is accepted or not. Even if a system is technically good, it will not be successful if people do not feel comfortable using it. For this reason, many studies focus on understanding what factors influence users’ decisions when adopting digital payment systems. These factors often include usefulness, ease of use, trust, convenience, and security.
In recent years, QR code-based payment systems have become one of the widely studied digital payment methods. This is because they are simple to use and can be applied in many real-life situations, especially in retail and restaurant environments (LY Yan, 2021). Researchers are interested in QR payment systems because they connect technology adoption with real consumer behavior in daily life.
In the context of Myanmar, digital payment systems are still developing compared to some other countries. However, usage has been increasing, especially in urban areas where mobile banking and digital wallets are more common. Systems like MMQR have been introduced to improve the overall payment experience by making transactions more consistent across different providers. Even though this system is becoming more available, consumer acceptance and behavior toward it are still not fully understood.
This makes the topic important for research, as it helps to understand how people in Myanmar respond to new financial technologies in real situations like dining in restaurants. Studying this area can help explain not only whether people use digital payments, but also why they choose to use them and what affects their continued usage.
Overall, this subject area is important because it connects technology, consumer behavior, and real-world business practices. Understanding it can provide useful insights for improving digital payment systems and encouraging smoother adoption in everyday life.
2.2 [bookmark: _Toc233580908]Technology Acceptance Model (TAM) and Unified Theory of Acceptance and Use of Technology (UTAUT)
This study uses some basic theories to help explain how people decide to use new technology. Since this research is about MMQR digital payment in restaurants, these theories help to understand why people use or do not use the system.
One of the main theories used is the Technology Acceptance Model (TAM) (Susan Lew, 2020). This theory says that people usually decide to use a technology based on two things. The first one is perceived usefulness. This means whether people think the system is helpful or makes their work easier. In this study, it means whether customers think MMQR helps them pay faster and more easily in restaurants. The second one is perceived ease of use. This means how easy the system is to use. If people think MMQR is simple and not difficult, they are more likely to use it.
Another theory used in this study is the Unified Theory of Acceptance and Use of Technology (UTAUT). This theory explains more factors that affect technology use. One of them is social influence. This means people may use a system because their friends, family, or people around them are using it (Palau-Saumell, 2019). Another factor is facilitating conditions. This means whether people have the tools and support they need to use the system. For example, having a smartphone, internet connection, and MMQR available in restaurants (Namahoot, 2023).
Trust and security are also important ideas in this study. Trust means users believe the system will work properly without problems. Security means users feel safe when they use the system and share their payment information. These two factors are important because people will not use digital payment systems if they do not feel safe (Xin Lin, 2022).
In short, these theories help explain why people decide to use MMQR in restaurants. They show that people think about usefulness, ease of use, trust, and social influence before they use a new payment system. This helps to understand consumer behavior in this study in a simple way.
2.3 [bookmark: _Toc233580909]Variables of the Study
This study includes different types of variables that are used to understand how people use MMQR in restaurants in Myanmar. In this study, there are independent variables and one dependent variable. The independent variables are the factors that may influence people’s decision to use MMQR, and the dependent variable is the final outcome that shows how people actually behave when using the system.
2.3.1 [bookmark: _Toc233580910]Independent Variables
There are five main independent variables in this study, and each one explains a different part of why people may choose to use MMQR in restaurants.
a) Perceived Usefulness
Perceived usefulness means how much a person believes that MMQR is helpful for them when they make payments in restaurants. If a person feels that using MMQR can help them pay faster, save time, and make their payment experience better, then they will most likely have a positive feeling toward using it.
In this study, perceived usefulness is measured through questions that ask whether MMQR helps users complete payments more efficiently, whether it improves their overall payment experience in restaurants, whether it saves time during transactions, and whether it is generally useful when they make payments (Kim J, 2022).
b) Payment Convenience
Payment convenience refers to how easy and comfortable it feels for a person when they use MMQR to make payments. If the payment process is smooth and does not create any difficulty, people will feel that it is more convenient compared to other payment methods like cash.
In the questionnaire, this is measured by asking respondents whether MMQR allows them to pay quickly in restaurants, whether it makes the payment process more convenient, whether they can complete transactions easily, and whether it reduces the need to carry cash. It also includes whether users feel more comfortable because they can use different mobile wallets through one system (Quan He, 2023).
c) Ease of Use
Ease of use means how simple it is for a person to understand and use MMQR without facing difficulty. If the system is easy to learn and does not require extra help, then users will feel more confident in using it regularly.
In this study, ease of use is measured through questions that ask whether learning MMQR was easy, whether the payment process is easy to understand, whether scanning and paying is simple, and whether users can operate it without assistance. It also checks whether users feel that MMQR is generally user-friendly (Chinnasamy Agamudainambi Malarvizhi, 2022).
d) Trust
Trust refers to how much a person believes that MMQR will work properly without any problems during payment. If users trust the system, they feel more confident that their transactions will be completed successfully and without failure.
In the questionnaire, trust is measured by asking whether users believe MMQR usually works without issues, whether transactions are reliable, whether it performs as expected in restaurants, and whether users feel confident when using it for payments. It also includes whether users consider it a trustworthy payment method based on their experience.
e) Security
Security refers to how safe users feel when they use MMQR, especially when it comes to their money and personal information. If users feel that their data and transactions are protected, they will be more willing to use the system.
In this study, security is measured by asking whether users believe their payment information is safe, whether MMQR provides enough protection during transactions, whether they worry about losing money, and whether they feel their personal information is protected. It also includes whether users feel that MMQR is a safe way to make payments (Gia-Shie Liu, 2016).
2.3.2 [bookmark: _Toc233580911]Dependent Variable
a) Consumer Behavior
The dependent variable in this study is consumer behavior. Consumer behavior refers to how consumers make decisions, respond, and behave when using a product or service. It reflects their preference, actual usage behavior, intention to continue using the service, and overall satisfaction based on their experience.
In this study, consumer behavior is measured through questions that examine users' preference for digital payment over cash, regular usage behavior, intention to continue using the payment method in the future, preference for restaurants that provide digital payment services, and overall satisfaction with their payment experience (Koenig-Lewis, 2015).
In simple terms, this study aims to examine how perceived usefulness, payment convenience, ease of use, trust, and security influence consumer behavior. The relationships between these variables are analyzed based on responses collected from consumers who have experience using digital payment services in restaurants in Myanmar.
2.4 [bookmark: _Toc233580912]Review of Empirical Studies
(Davis, 1989) conducted a study on technology acceptance and user behavior to understand why individuals adopt or reject new technologies. The study found that perceived usefulness is a key determinant of users’ intention to use a system. Users are more likely to accept a technology when they believe it helps them complete tasks more efficiently, improves performance, and saves time.
The study also identified perceived ease of use as an important factor influencing technology adoption. When a system is easy to learn and operate, users develop a more positive attitude toward its use. However, if a system is perceived as complicated, users may avoid using it even if it provides useful benefits. These two factors formed the basis of the Technology Acceptance Model (TAM), which has been widely applied in studies related to information systems and digital technologies.
In the context of this study, MMQR is a digital payment system that requires users to interact with mobile applications during transactions. Therefore, perceived usefulness and perceived ease of use are considered important factors that may influence consumers’ adoption of MMQR in restaurant settings.
(Arush Pal, 2026) examined the impact of digital payment convenience on consumer buying frequency, focusing on UPI and Buy Now Pay Later systems in India. The study found that payment convenience has a significant influence on the adoption of digital payment systems. Consumers preferred digital payments because they are fast, simple, and reduce the need to carry cash.
The study further explained that digital payment systems allow users to complete transactions anytime and anywhere, which reduces effort and improves the overall transaction experience. In addition, greater payment convenience was found to increase the frequency of consumer purchases, as users are more likely to engage in repeated transactions when the payment process is smooth and efficient.
These findings suggest that payment convenience plays an important role in shaping consumer behavior in digital payment systems. In relation to this study, MMQR was introduced in Myanmar to improve payment convenience in restaurant transactions by providing a standardized QR code system that can be used across different mobile banking applications.
Empirical research by (Pandey V, 2026)shows that perceived ease of use is not only important for the initial use of digital payment systems, but also plays an important role in shaping consumer behavior after users start using the system. Their study explains that when a payment system is simple and requires less effort, users feel more satisfied during the transaction process and are more likely to continue using it in their daily payment choices.
They also found that trust strengthens this relationship. When users trust the system, they tend to have more positive behavior toward using it, such as preferring it over other payment methods and using it more frequently in real transactions.
In the context of this study, MMQR in Myanmar restaurants is designed to simplify the payment process. Based on this, when consumers find MMQR easy and smooth to use, it directly influences their payment behavior in restaurants. This includes their preference to use MMQR instead of cash and their repeated use during restaurant payments.
In addition, trust and security also influence consumer behavior toward MMQR usage. A study by (Nurrela, 2025) found that perceived security has a strong effect on user satisfaction and continued behavioral intention in digital financial services. Since digital payments are used in real-time transactions without physical cash, consumers depend on system security to feel safe while making payments.
2.5 [bookmark: _Toc233580913]Conceptual Framework of the Study
The conceptual framework of this study looks at how different factors are related to consumer behavior toward MMQR usage in restaurant settings in Myanmar. It is based on the idea that people do not just use digital payment systems randomly. Their decision usually depends on how they feel and think about the system when they use it in real situations.





Figure 2.1 Conceptual Framework of the Study
[image: ]
Source: Own compilation (2026)
In this study, five main factors are used as independent variables. These are perceived usefulness, payment convenience, ease of use, trust, and security. Each one represents a different part of the user experience when people use MMQR to make payments in restaurants. The dependent variable is consumer behavior toward MMQR usage in restaurants. This means how people actually behave when they use the system. It includes whether they use MMQR or not, how often they use it, whether they prefer it over cash, and whether they plan to continue using it in the future. Perceived usefulness is about whether people feel MMQR helps them make payments faster and easier. Payment convenience is more about how smooth and comfortable the whole payment process feels for users. Ease of use is whether the system is simple enough to understand and use without help or confusion. Trust is related to whether users believe the system will work properly without problems during payment. Security is about how safe people feel when using MMQR, especially when it comes to their money and personal information. Overall, this framework simply shows that consumer behavior toward MMQR is affected by these five factors. If users feel MMQR is useful, easy, convenient, trusted, and secure, they are more likely to use it in restaurant payments and continue using it later on.


[bookmark: _Toc233580914]CHAPTER III
[bookmark: _Toc233580915]RESEARCH METHODOLOGY

3.1 [bookmark: _Toc233580916]Research Method
This study uses a quantitative research method. In simple terms, this means the study focuses on collecting numerical data and analyzing it using basic statistical tools. The reason for choosing this method is because the study aims to understand consumer behavior toward MMQR usage in restaurants in a structured and measurable way.
This research is also applied in nature. It focuses on a real-life issue that is already happening in Myanmar, where digital payment systems like MMQR are being used more in restaurants. Even though the system is available, people may not all use it in the same way or for the same reasons. Some may use it because it is convenient, while others may still prefer cash or other mobile wallets. So, the purpose here is to understand these actual user experiences in a simple and practical way.
A quantitative method is suitable because it allows information to be collected from many respondents and turned into numbers that can be compared. This makes it easier to see patterns, such as which factors matter more when people decide to use MMQR in restaurants. Instead of focusing on personal stories, this method helps to summarize overall behavior from a group of users (Chih-Pei, 2017).
3.2 [bookmark: _Toc233580917]Research Design
This study follows a cross-sectional survey design. This means the data was collected at one point in time from people who already have experience using MMQR in restaurants (Saunders, 2003). It does not track changes over time, but instead captures current opinions and behavior.
The main focus of the design is to study the relationship between several factors and consumer behavior. The independent variables in this study include perceived usefulness, payment convenience, ease of use, trust, and security. The dependent variable is consumer behavior toward MMQR usage in restaurants. The idea is to see how these factors may influence how people decide to use MMQR when paying in restaurants.
A structured questionnaire was used as the main tool for data collection. The questionnaire was designed in a simple way so that respondents could easily understand and answer based on their real experience. It contains two main parts: basic background information and questions related to MMQR usage.
All the main questions were measured using a five-point Likert scale, from strongly disagree to strongly agree. This scale was chosen because it is simple for respondents and commonly used in studies that measure behavior and attitudes (Joshi, 2015).
For the sampling procedure, this study applied a systematic sampling technique in addition to availability-based selection. Specifically, respondents were selected at regular intervals by approaching every 10th individual who entered or passed through the Junction City Food Court area and had experience using MMQR for restaurant payments. This approach was used to reduce selection bias and improve the representativeness of the sample within the available population. The data collection was conducted over a one-week period during the last week of April 2026 at the Junction City Mall Food Court, where respondents were approached in real time and invited to participate in the survey based on their willingness and prior experience using MMQR for restaurant payments.
3.3 [bookmark: _Toc233580918]Data Collection Method
The data for this study was collected using a structured questionnaire designed in a simple and easy-to-understand format so that respondents could answer based on their real experiences using MMQR in restaurant payments. The main purpose of the questionnaire was to gather information about consumer behavior toward digital payment usage in Myanmar’s restaurant environment, as well as the factors that influence their adoption and usage patterns.
The questionnaire was created using Google Forms, which was suitable for this study because most respondents in Myanmar, especially in urban areas like Yangon, are already familiar with mobile phones and social media platforms. Using an online form made it easier to distribute the survey quickly and reach different types of people without needing physical interaction, which also matched the nature of digital payment users who are already comfortable with technology-based systems.
The respondents of this study were individuals who had prior experience using MMQR when making payments in restaurants. In Myanmar, especially in cities, MMQR is commonly used in restaurants, tea shops, cafes, and fast food stores, so the target group was relatively easy to identify. The questionnaire was shared through personal networks such as friends, family members, colleagues, and also through social media groups related to food, dining, and lifestyle. These groups were chosen because people in these communities usually share restaurant experiences and are more likely to have used digital payments in real life situations.
Before starting the questionnaire, a short explanation was provided at the beginning of the Google Form. It briefly described the purpose of the study and clarified that the research is part of a Bachelor thesis at Swiss School of Business Research. This helped respondents understand why the information was being collected and reduced confusion, especially for participants who may not be familiar with academic research processes.
It was also clearly stated that participation was completely voluntary. In Myanmar context, especially when surveys are shared through friends or colleagues, people sometimes feel social pressure to respond. To avoid this, respondents were reminded that they were free to participate only if they wanted to and could skip or stop at any time.
The questionnaire consisted of two main sections. The first section collected demographic information such as age, gender, occupation, monthly income, frequency of restaurant visits, and how often they use MMQR in restaurants. This section helped to understand the background of respondents, especially how different groups in Myanmar such as students, office workers, and small business owners use digital payment systems differently in their daily lives.
The second section focused on key research variables including perceived usefulness, payment convenience, ease of use, trust, security, and consumer behavior toward MMQR usage. Each item was measured using a five-point Likert scale ranging from strongly disagree to strongly agree. This method was chosen because it is simple for respondents to understand and commonly used in survey-based research in business and social studies.
After data collection, all responses were carefully checked to ensure completeness. Some responses that were incomplete or inconsistent were removed to maintain data quality. The final dataset was then prepared for statistical analysis using SPSS, which will be explained in the next section.
Overall, this method of data collection helped to capture real-life experiences of Myanmar consumers who are gradually shifting from cash-based payments to digital payment systems in restaurant settings. It reflects how MMQR is being used in everyday life rather than in a purely theoretical context.
3.4 [bookmark: _Toc233580919]Ethical Consideration
Ethical considerations were carefully followed throughout the entire process of data collection in order to ensure that all respondents were treated fairly and their privacy was respected. Since this study involves personal opinions and experiences related to digital payment usage in Myanmar restaurants, it was important to maintain trust and transparency with participants.
At the beginning of the questionnaire, respondents were given a short introduction explaining the purpose of the study. It clearly stated that this research is part of a Bachelor of Business Administration thesis and focuses on understanding consumer behavior toward MMQR digital payments in restaurant settings in Myanmar. This helped respondents understand the context before answering any questions.
In Myanmar culture, especially when surveys are shared through personal networks such as friends, colleagues, or social groups, people may sometimes feel indirectly obligated to participate. To avoid this, it was clearly emphasized that participation was completely voluntary. Respondents were informed that they could choose whether to take part or not, and they were free to stop the survey at any point without any pressure or consequence.
Confidentiality was strictly maintained throughout the study. No personal identifying information such as names, phone numbers, email addresses, or exact addresses was collected. This was important to ensure that respondents could answer honestly without worrying about being identified. All responses were recorded anonymously, and no individual data could be traced back to any participant (Bell, 2007).
Since the questionnaire was distributed through Google Forms, respondents were able to complete it using their mobile phones at their own convenience. This is particularly suitable in Myanmar, where mobile phone usage is high and most people are already familiar with online forms and social media platforms. It also allowed respondents to answer in a relaxed environment without any external pressure.
All collected data was used strictly for academic purposes only. It was not shared with any organization, business, or third party. The information was solely used for analysis in this thesis. After completion of the study, the data will be stored securely and handled responsibly to avoid any misuse.
Respondents were also given the option to skip any question they did not feel comfortable answering. This was included to respect personal choice and ensure that participants did not feel forced to disclose any information they did not want to share.
Overall, the ethical approach of this study was based on respect, honesty, voluntary participation, and confidentiality. These principles were followed to ensure that the research was conducted in a responsible manner while maintaining the trust of Myanmar respondents.


[bookmark: _Toc233580920]CHAPTER IV
[bookmark: _Toc233580921]ANALYSIS AND RESULTS

4.1 [bookmark: _Toc233580922]Description of Population and Sample
This section presents the demographic characteristics of the respondents who participated in this study. A total of 144 respondents were selected to examine the factors influencing consumer behavior toward MMQR usage in restaurants in Myanmar. The demographic information collected in this study includes gender, age, occupation, frequency of visiting restaurants, frequency of using MMQR in restaurants, monthly income, and marital status.
The purpose of this section is to provide a general overview of the respondents and to better understand the characteristics of the sample population. The demographic data are presented using frequency and percentage distributions. The results help explain the background of the respondents and provide context for the analysis of the study variables presented in the following sections.
4.1.1 [bookmark: _Toc233580923]Age Distribution of Respondents
Age is one of the important demographic characteristics used to describe the respondents in this study. Understanding the age distribution helps provide insight into the different age groups of consumers who use MMQR payment services in restaurants. The age distribution of the respondents is presented in Table 4.1, which shows the number and percentage of respondents in each age group.
Table 4.1 Age Distribution of Respondents
	Age
	Frequency
	Percent

	25 - 35 years
	78
	54.2%

	36 - 45 years
	49
	34.0%

	Over 45 years
	7
	4.9%

	Under 25 years
	10
	6.9%

	Total
	144
	100.0%


Source: Survey Data, 2026
According to Table 4.1, the largest proportion of respondents belonged to the 25–35 years age group, with 78 respondents representing 54.2% of the total sample. This was followed by the 36–45 years age group, which consisted of 49 respondents or 34.0% of the respondents. Respondents under 25 years accounted for 10 respondents or 6.9%, while respondents over 45 years represented the smallest group with 7 respondents or 4.9% of the total sample.
The findings indicate that the majority of respondents were between 25 and 35 years old. This suggests that MMQR usage in restaurants is more common among individuals within the working-age population, who are generally more familiar with digital payment technologies and mobile financial services.
Overall, the age distribution demonstrates that respondents from various age groups participated in the study, providing diverse perspectives on MMQR usage in restaurants. However, the sample was primarily concentrated among respondents aged 25–35 years, who formed more than half of the total respondents. The findings indicate that female respondents were more highly represented in this study than male respondents. This suggests that females were more active participants in the survey and contributed a larger share of the responses regarding MMQR usage in restaurants. Nevertheless, both genders were represented in the study, allowing the research to capture opinions and experiences from different groups of restaurant customers
4.1.2 [bookmark: _Toc233580924]Gender Distribution of Respondents
Gender is one of the basic demographic characteristics used to describe the respondents in this study. Understanding the gender distribution helps to identify the composition of the sample and provides insight into the different groups of respondents who participated in the survey. The gender distribution of the respondents is presented in Table 4.2, which shows the number and percentage of male and female respondents who participated in this study.
Table 4.2 Gender Distribution of Respondents
	Gender
	Frequency
	Percent

	Female
	94
	65.3%

	Male
	50
	34.7%

	Total
	144
	100%


Source: Survey Data, 2026
According to Table 4.2, the respondents consisted of both male and female participants. Female respondents represented the majority of the sample with 94 respondents, accounting for 65.3% of the total sample, while male respondents accounted for 50 respondents or 34.7%.
The findings indicate that female respondents were more highly represented in this study compared to male respondents. This suggests that female participants were more active in responding to the survey regarding MMQR usage in restaurants in Myanmar. However, both genders were included in the study, ensuring that the analysis reflects perspectives from different groups of respondents.
4.1.3 [bookmark: _Toc233580925]Occupation Distribution of Respondents
Occupation is an important demographic variable that helps to identify the professional background of the respondents in this study. Understanding the occupation distribution provides insight into the types of individuals who use MMQR payment services in restaurants. The occupation distribution of the respondents is presented in Table 4.3, which shows the number and percentage of respondents based on their occupation.
Table 4.3 Occupation Distribution of Respondents
	Occupation
	Frequency
	Percent

	Business Owner
	5
	3.5%

	Employee
	135
	93.8%

	Student
	4
	2.8%

	Total
	144
	100%


Source: Survey Data, 2026
According to Table 4.3, the majority of respondents were employees, accounting for 135 respondents or 93.8% of the total sample. This was followed by business owners with 5 respondents (3.5%), while students represented the smallest group with 4 respondents (2.8%).
The findings indicate that employees form the dominant group among MMQR users in restaurants. This suggests that working individuals are more likely to use digital payment systems such as MMQR due to convenience and frequent engagement in restaurant transactions. Business owners and students were less represented in the sample.
Overall, the occupational distribution shows a strong concentration of respondents in the employee category, indicating that the study primarily reflects the behavior and preferences of working professionals.
4.1.4 [bookmark: _Toc233580926]Frequency of Visiting Restaurants
The frequency of visiting restaurants is an important characteristic that helps to understand the dining habits of the respondents. It provides insight into how often respondents engage in restaurant-related activities and their potential exposure to MMQR payment services. The frequency of restaurant visits among the respondents is presented in Table 4.4, which shows how often respondents visit restaurants.

Table 4.4 Frequency of Visiting Restaurants
	Frequency of Visiting Restaurants
	Frequency
	Percent

	1–2 times per week
	85
	59%

	1–3 times per month
	49
	34%

	3–5 times per week
	7
	4.9%

	Less than once a month
	1
	0.7%

	More than 5 times per week
	2
	1.4%

	Total
	144
	100%


Source: Survey Data, 2026
According to Table 4.4, the majority of respondents visited restaurants 1–2 times per week, accounting for 85 respondents or 59.0% of the total sample. This was followed by respondents who visited restaurants 1–3 times per month, representing 49 respondents or 34.0% of the sample. Respondents who visited restaurants 3–5 times per week accounted for 7 respondents or 4.9%, while those who visited restaurants more than 5 times per week represented 1.4%. Only 0.7% of respondents reported visiting restaurants less than once a month.
The findings indicate that most respondents visit restaurants regularly, suggesting that they have sufficient experience with restaurant payment methods and are familiar with MMQR payment services. Overall, the results show that restaurant visits are a common activity among the respondents included in this study.
4.1.5 [bookmark: _Toc233580927]Frequency of Using MMQR in Restaurants
The frequency of using MMQR in restaurants provides information about respondents’ usage behavior and their level of engagement with digital payment services in restaurant settings. The frequency of MMQR usage in restaurants is presented in Table 4.5, which shows how often respondents use MMQR when making payments in restaurants.
Table 4.5 Frequency of Using MMQR in Restaurants
	Frequency of Using MMQR in Restaurants
	Frequency
	Percent

	Always
	5
	3.5%

	Often
	59
	41%

	Rarely
	14
	9.7%

	Sometimes
	54
	37.5%

	Very often
	12
	8.3%

	Total
	144
	100%


Source: Survey Data, 2026
According to Table 4.5, the largest group of respondents reported that they often use MMQR in restaurants, accounting for 59 respondents or 41.0% of the total sample. This was followed by respondents who sometimes use MMQR, representing 54 respondents or 37.5%. Respondents who rarely use MMQR accounted for 14 respondents or 9.7%, while those who very often use MMQR represented 8.3% of the sample. Only 3.5% of respondents indicated that they always use MMQR when making restaurant payments.
The findings indicate that MMQR is commonly used among restaurant customers, with the majority of respondents reporting frequent usage. This suggests that MMQR has become an established payment method among the respondents included in this study.
4.1.6 [bookmark: _Toc233580928]Monthly Income Distribution
Monthly income is an important demographic variable that helps describe the economic background of the respondents. Understanding income distribution provides insight into the financial characteristics of consumers who use MMQR payment services in restaurants. The monthly income distribution of the respondents is presented in Table 4.6, which shows the number and percentage of respondents in each income group.
Table 4.6 Monthly Income Distribution
	Monthly Income 
	Frequency
	Percent

	1,000,001 - 2,000,000 MMK
	15
	10.4%

	500,000 - 1,000,000 MMK
	87
	60.4%

	Below 500,000 MMK
	28
	19.4%

	Over 2,000,000 MMK
	14
	9.7%

	Total
	144
	100%


Source: Survey Data, 2026
According to Table 4.6, the majority of respondents reported a monthly income between 500,000 and 1,000,000 MMK, accounting for 87 respondents or 60.4% of the total sample. Respondents earning below 500,000 MMK represented 28 respondents or 19.4%. Meanwhile, 15 respondents or 10.4% reported a monthly income between 1,000,001 and 2,000,000 MMK, while respondents earning over 2,000,000 MMK accounted for 14 respondents or 9.7%.
Overall, the income distribution shows that respondents from different income levels participated in the study, with the majority falling within the 500,000–1,000,000 MMK income range.
4.1.7 [bookmark: _Toc233580929]Marital Status Distribution
Marital status is one of the demographic characteristics used to describe the respondents in this study. It helps provide additional information regarding the personal background of the participants. The marital status distribution of the respondents is presented in Table 4.7, which shows the number and percentage of respondents based on their marital status.
Table 4.7 Marital Status Distribution
	Marital Status 
	Frequency
	Percent

	Married
	75
	52.1%

	Single
	69
	47.9%

	Total
	144
	100%


Source: Survey Data, 2026
According to Table 4.7, married respondents accounted for 75 individuals or 52.1% of the total sample, while single respondents represented 69 individuals or 47.9%.
The findings indicate that both married and single individuals were well represented in the study. Although married respondents formed a slight majority, the distribution is relatively balanced between the two groups. This allows the study to capture responses from respondents with different personal backgrounds and life situations.
4.2 [bookmark: _Toc233580930]Statistical Analysis and Interpretation of Results
4.2.1 [bookmark: _Toc233580931]Reliability Analysis
Reliability analysis was conducted to test the internal consistency of the measurement items used in this study. Cronbach’s Alpha was applied to measure how well the items in each variable are related to each other. A Cronbach’s Alpha value of 0.70 or above is generally considered acceptable for social science research.
Table 4.8 Reliability Test of the Variables
	No
	Variable
	Cronbach’s Alpha
	No. of Items

	1
	Perceived Usefulness
	0.827
	5

	2
	Payment Convenience
	0.879
	5

	3
	Ease of Use
	0.924
	5

	4
	Trust
	0.901
	5

	5
	Security
	0.891
	5

	6
	Consumer Behavior toward MMQR Usage in Restaurants
	0.841
	5


Source: Survey Data, 2026
The results of the reliability test show that all variables in this study achieved Cronbach’s Alpha values above the recommended level of 0.70. This indicates that the measurement items used for perceived usefulness, payment convenience, ease of use, trust, security and consumer behavior toward MMQR usage in restaurants are consistent and reliable. Therefore, all variables are considered suitable for further statistical analysis in this study.
4.3 [bookmark: _Toc233580932]Descriptive Analysis of Study Variables
This study includes independent variables and one dependent variable. The independent variables are Perceived Usefulness, Payment Convenience, Ease of Use, Trust, and Security. The dependent variable is Consumer Behavior toward MMQR usage in restaurant payments. All variables are measured using a five-point Likert scale, from 1 (Strongly Disagree) to 5 (Strongly Agree). The data are analyzed using mean and standard deviation. The mean shows the average response of the participants, while the standard deviation shows how close or different the responses are from each other. In general, higher mean values show higher agreement from respondents, while lower values show less agreement. This section presents the results of each variable separately.
4.3.1 [bookmark: _Toc233580933]Descriptive Analysis of Perceived Usefulness
Perceived usefulness refers to how MMQR helps users complete restaurant payments more effectively, save time, and improve their payment experience.
Table 4.9 Descriptive Analysis of Perceived Usefulness
	Statement
	Mean
	Std. Deviation

	1. MMQR helps me complete restaurant payments more efficiently.
	3.91
	0.658

	2. MMQR improves my overall payment experience in restaurants.
	3.8
	0.705

	3. MMQR is accepted in most restaurants.
	4.14
	0.686

	4. MMQR saves me time when making payments in restaurants.
	3.98
	0.674

	5.    MMQR is useful when making payments at restaurants.
	4.04
	0.835


Source: Survey Data, 2026
The results show that the mean values range from 3.80 to 4.14, indicating that respondents generally agree that MMQR is useful in restaurant payment situations.
Among the items, “MMQR is accepted in most restaurants” records the highest mean value (4.14), suggesting that availability and acceptance of MMQR is strongly recognized by users. Other items such as saving time, efficiency, and improving payment experience also show moderate to high agreement.
The standard deviation values range from 0.658 to 0.835, which indicates that responses are fairly consistent among respondents.
Overall, the findings suggest that MMQR is generally perceived as useful in supporting restaurant payment activities.
4.3.2 [bookmark: _Toc233580934]Descriptive Analysis of Payment Convenience
Payment convenience refers to how easy it is to use MMQR when paying in restaurants.
Table 4.10 Descriptive Analysis of Payment Convenience
	Statement
	Mean
	Std. Deviation

	1. MMQR allows me to pay quickly in restaurants.
	4.24
	0.669

	2. MMQR makes restaurant payments more convenient.
	3.91
	0.689

	3. I can complete transactions easily using MMQR.
	4.13
	0.741

	4. MMQR reducing the need to carry cash.
	4.26
	0.677

	5. MMQR is more convenient because I can use any mobile wallet to make payments.
	3.95
	0.618


Source: Survey Data, 2026
The mean values range from 3.91 to 4.26, which shows that respondents generally agree MMQR is convenient.
The highest score (4.26) is for the statement “MMQR reduces the need to carry cash.” This means people like that they can pay without cash.
Other items like quick payment, easy transaction, and general convenience also show positive results.
The standard deviation values range from 0.618 to 0.741, which means most people answered in a similar way.
Overall, MMQR is seen as a convenient way to pay in restaurants.
4.3.3 [bookmark: _Toc233580935]Descriptive Analysis of Ease of Use
Ease of use refers to how simple it is for users to learn and use MMQR when making payments in restaurants.
Table 4.11 Descriptive Analysis of Ease of Use
	Statement
	Mean
	Std. Deviation

	1.    Learning to use MMQR was easy for me.
	4.18
	0.599

	2.    The MMQR payment process is easy to understand.
	4.09
	0.647

	3.    Scanning and paying with MMQR is simple.
	4.24
	0.594

	4.    I can use MMQR without assistance.
	4.19
	0.689

	5.    MMQR is user-friendly.
	4.29
	0.728


Source: Survey Data, 2026
The results show that the mean values range from 4.09 to 4.29, indicating that respondents generally agree that MMQR is easy to use. The highest mean value is 4.29 for the statement “MMQR is user-friendly,” showing that users feel the system is simple and comfortable to use. Other items such as scanning, understanding the process, and using MMQR without assistance also show similar positive results.
The standard deviation values range from 0.599 to 0.728, which shows that responses are fairly consistent among respondents.
Overall, MMQR is considered easy and simple to use in restaurant payments.
4.3.4 [bookmark: _Toc233580936]Descriptive Analysis of Trust
Trust refers to how confident users feel when using MMQR for restaurant payments.
Table 4.12 Descriptive Analysis of Trust
	Statement
	Mean
	Std. Deviation

	1. I trust MMQR when making restaurant payments because it usually works without issues.
	3.99
	0.689

	2. MMQR performs transactions reliably during my actual payment experience.
	3.76
	0.682

	3. I believe MMQR works as expected when I use it in restaurants.
	3.88
	0.657

	4. I feel confident that MMQR will complete my transactions without problems.
	3.95
	0.703

	5. MMQR is a trustworthy payment method based on my experience in restaurants.
	3.83
	0.787


Source: Survey Data, 2026
The results show that the mean values range from 3.76 to 3.99, which indicates a moderate to high level of trust among respondents. The highest mean value is 3.99 for the statement that MMQR usually works without issues, showing that users generally feel it is reliable. Other items such as transaction reliability, confidence in completing payments, and overall trust also show similar moderate agreement.
The standard deviation values range from 0.657 to 0.787, which means responses are fairly consistent among respondents.
Overall, respondents moderately trust MMQR when using it in restaurant payments.
4.3.5 [bookmark: _Toc233580937]Descriptive Analysis of Security
Security refers to how safe users feel when they use MMQR for making payments in restaurants, especially in terms of data and transaction protection.
Table 4.13 Descriptive Analysis of Security
	Statement
	Mean
	Std. Deviation

	1. I believe my payment information is secure when using MMQR.
	3.76
	0.617

	2. MMQR provides adequate protection for my transactions during payments.
	3.81
	0.618

	3. I am not worried about losing money when using MMQR.
	3.88
	0.62

	4. I believe MMQR protects my personal information during transactions.
	3.71
	0.688

	5. I feel that MMQR is a safe payment.
	3.76
	0.626


Source: Survey Data, 2026
The results show that the mean values range from 3.71 to 3.88, indicating a moderate level of agreement among respondents. The highest mean value is 3.88 for the statement “I am not worried about losing money when using MMQR,” showing that users generally feel some level of safety in financial transactions. Other items such as protection of transactions, security of personal information, and overall safety also show similar moderate results.
The standard deviation values range from 0.617 to 0.688, which indicates that the responses are fairly consistent.
Overall, respondents moderately agree that MMQR is a secure and safe payment method.
4.3.6 [bookmark: _Toc233580938]Descriptive Analysis of Consumer Behavior toward MMQR Usage in Restaurants
Consumer behavior refers to how frequently users choose MMQR, their preference for using it, and their intention to continue using it in the future.
Table 4.14 Descriptive Analysis of Consumer Behavior toward MMQR Usage in Restaurants
	Statement
	Mean
	Std. Deviation

	1. I prefer MMQR over cash when paying in restaurants.
	4.22
	0.786

	2. I regularly use MMQR when it is available.
	4.52
	0.637

	3. I intend to continue using MMQR in restaurants.
	4.25
	0.798

	4. I prefer restaurants that offer MMQR payment options.
	4.42
	0.585

	5. I am satisfied with my experience using MMQR in restaurants and intend to continue using it.
	4.65
	0.535


Source: Survey Data, 2026
The results show that the mean values range from 4.22 to 4.65, which indicates a high level of agreement among respondents. The highest mean value is 4.65 for the statement “I am satisfied with my experience using MMQR in restaurants and intend to continue using it,” showing strong positive behavior and intention for continued use. Other items such as regular usage, preference over cash, and preference for MMQR-enabled restaurants also show high agreement.
The standard deviation values range from 0.535 to 0.798, which indicates that responses are fairly consistent.
Overall, the findings suggest that respondents show strong positive behavior toward MMQR usage in restaurants and are likely to continue using it in the future.
4.4 [bookmark: _Toc233580939]Correlation Analysis
This section shows the relationship between the independent variables (Perceived Usefulness, Payment Convenience, Ease of Use, Trust, and Security) and the dependent variable (Consumer Behavior toward MMQR usage in restaurants). Correlation analysis is used to check whether the variables move together and in the same direction. The value of Pearson correlation ranges from -1 to +1. A positive value means both variables increase together.
[bookmark: _Toc219464125]Table 4.15 Correlation between variables and Consumer Behavior
	No.
	Variables
	Consumer Behavior (r)
	Sig. (p)

	1.
	Perceived Usefulness
	0.833**
	0.000

	2.
	Payment Convenience
	0.864**
	0.000

	3.
	Ease of Use
	0.822**
	0.000

	4.
	Trust
	0.716**
	0.000

	5.
	Security
	0.434**
	0.000


Source: Survey Data, 2026
The results show that all independent variables have a positive relationship with consumer behavior. This means when users feel MMQR is useful, easy, convenient, trustworthy, and secure, they are more likely to use it in restaurants.
Perceived Usefulness has a very strong relationship with Payment Convenience (r = 0.969) and Ease of Use (r = 0.906). It also has a strong relationship with Consumer Behavior (r = 0.833). This means if people think MMQR is useful, they usually also think it is convenient and easy.
Payment Convenience also has a strong relationship with Consumer Behavior (r = 0.864). This shows that convenience is an important reason people use MMQR.
Ease of Use and Trust also have strong positive relationships with Consumer Behavior (r = 0.822 and r = 0.716). This means people use MMQR more when it is simple and they trust it.
Security has a weaker relationship with Consumer Behavior (r = 0.434) compared to the other variables. This means security still matters, but not as much as usefulness or convenience in this study.
Overall, all variables are positively related to consumer behavior, which means they all move in the same direction.
4.5 [bookmark: _Toc233580940]Multiple Regression Analysis
Multiple regression analysis was conducted to examine the effect of perceived usefulness, payment convenience, ease of use, trust, and security on consumer behavior toward MMQR usage in restaurants. In this study, consumer behavior was used as the dependent variable, while perceived usefulness, payment convenience, ease of use, trust, and security were used as independent variables.
The regression model can be expressed as:
Y = β₀ + β₁X₁ + β₂X₂ + β₃X₃ + β₄X₄ + β₅X₅ + ε
Where:
Y = Consumer Behavior toward MMQR Usage in Restaurants
X₁ = Perceived Usefulness
X₂ = Payment Convenience
X₃ = Ease of Use
X₄ = Trust
X₅ = Security
β₀ = Constant
ε = Error Term
	Table 4.16 Model Summary of Multiple Regression Analysis

		Model
	R
	R Square
	Adjusted R Square
	Std. Error of the Estimate
	Durbin-Watson

	1
	.914a
	0.836
	0.83
	1.09114
	1.705


a. Predictors: (Constant), Security, Ease_of_Use, Trust, Perceived_Usefulness, Payment_Convenience

	b. Dependent Variable: Consumer_Behavior


Source: Survey Data, 2026
According to the Model Summary table, the R Square value is 0.836 and the Adjusted R Square value is 0.830. This indicates that 83.0% of the variation in consumer behavior toward MMQR usage in restaurants can be explained by the five independent variables included in this study. The remaining 17.0% may be explained by other factors that were not included in the model.
	Table 4.17 ANOVA Results of Multiple Regression Analysis

		Model
	 
	Sum of Squares
	df
	Mean Square
	F
	Sig.

	1
	Regression
	836.359
	5
	167.272
	140.496
	.000b

	
	Residual
	164.3
	138
	1.191
	 
	 

	
	Total
	1000.66
	143
	 
	 
	 


a. Dependent Variable: Consumer_Behavior

	b. Predictors: (Constant), Security, Ease_of_Use, Trust, Perceived_Usefulness, Payment_Convenience


Source: Survey Data, 2026
The ANOVA table shows an F value of 140.496 with a significance value of 0.000. Since the significance value is less than 0.05, the regression model is statistically significant and suitable for explaining consumer behavior toward MMQR usage in restaurants.
Table 4.18 Coefficients of Multiple Regression
	Variable
	B
	Beta
	t
	Sig.

	Perceived Usefulness
	-0.031
	-0.033
	-0.222
	0.825

	Payment Convenience
	0.909
	0.958
	6.14
	0.000

	Ease of Use
	0.267
	0.288
	3.409
	0.001

	Trust
	-0.039
	-0.044
	-0.443
	0.659

	Security
	-0.394
	-0.394
	-6.566
	0.000


Source: Survey Data, 2026
Based on the coefficient results, payment convenience has a positive and significant effect on consumer behavior (β = 0.958, p = 0.000). This indicates that consumers are more likely to use MMQR when they perceive the payment process as convenient.
Ease of use also has a positive and significant effect on consumer behavior (β = 0.288, p = 0.001). This suggests that consumers are more likely to use MMQR when they find the system easy to understand and operate.
Security also has a significant effect on consumer behavior (β = -0.394, p = 0.000). However, unlike payment convenience and ease of use, the relationship is negative. This means that security is significantly related to consumer behavior, but the relationship moves in the opposite direction. The result suggests that higher security perceptions are associated with lower consumer behavior toward MMQR usage in this study. The reason for this negative relationship cannot be explained by the regression analysis alone and may require further investigation.
On the other hand, perceived usefulness (p = 0.825) and trust (p = 0.659) do not show significant effects on consumer behavior because their significance values are greater than 0.05.
Overall, the results indicate that payment convenience, ease of use, and security are significant factors influencing consumer behavior toward MMQR usage in restaurants, while perceived usefulness and trust do not have a significant effect in this study.


[bookmark: _Toc233580941]CHAPTER V
[bookmark: _Toc233580942]CONCLUSION

This chapter presents the main findings of the study based on the research objectives and theoretical framework of the Technology Acceptance Model (TAM) and Unified Theory of Acceptance and Use of Technology (UTAUT). It explains how perceived usefulness, payment convenience, ease of use, trust, and security influence consumer behavior toward MMQR usage in restaurant payments in Myanmar.
5.1 [bookmark: _Toc233580943]Findings and Discussions
The results of this study show that MMQR is generally well accepted among restaurant customers in Myanmar. Most respondents already use the system in their daily transactions and show a strong intention to continue using it. This indicates that MMQR has become part of normal payment behavior in restaurant settings.
The regression results reveal that three factors significantly influence consumer behavior: payment convenience, ease of use, and security. Among these, payment convenience is the strongest predictor. This suggests that consumers mainly use MMQR because it makes payment faster, reduces the need for cash, and fits smoothly into everyday restaurant transactions.
Ease of use also has a significant positive influence. This means that when users find MMQR simple and easy to operate, they are more likely to adopt and continue using it. In the local context, where users have different levels of digital experience, simplicity plays an important role in adoption.
Security shows a statistically significant relationship, but the effect is negative. This may suggest that although users are aware of security aspects in digital payments, it does not encourage usage in a positive way. This may indicate that users who pay greater attention to security tend to be more cautious when using MMQR. However, the regression analysis alone cannot explain the exact reason for this relationship.
On the other hand, perceived usefulness and trust do not show a significant influence on consumer behavior. This indicates that even if users recognize MMQR as useful or trustworthy, these factors alone are not strong enough to directly influence actual usage in restaurant environments.
From the perspective of the Technology Acceptance Model (TAM), ease of use remains an important factor influencing consumer behavior toward the use of digital payment systems. The findings of this study support this idea, as ease of use significantly influences consumer behavior toward MMQR usage (Davis, 1989).
However, perceived usefulness does not have a significant effect. This suggests that in real restaurant situations, users are not primarily driven by their perception of usefulness, but rather by how simple and convenient the system is during actual payment.
From the Unified Theory of Acceptance and Use of Technology (UTAUT), facilitating conditions such as convenience play a central role in shaping usage behavior. This study strongly supports this explanation, as payment convenience is found to be the most influential factor (Namahoot, 2023).
This can also be linked to the current digital payment environment in Myanmar. Although MMQR has become widely available in restaurants, digital payment adoption is still developing. Many users focus more on whether the payment process is fast, simple, and convenient than on evaluating the technical benefits of the system. While QR-based systems and mobile wallets are increasingly available in urban areas, users still rely heavily on practical experience rather than evaluating system benefits in a technical way. Differences in digital familiarity and payment habits also contribute to why ease and convenience matter more than perceived usefulness or trust.
Security is found to be significant but negatively related to consumer behavior. This may suggest that users are aware of security issues, but it does not increase usage motivation. In some cases, higher concern about security may even make users more cautious in using the system (Gia-Shie Liu, 2016).
Trust does not show a significant effect on consumer behavior in this study. This indicates that trust is already a basic expectation among users and does not strongly influence their decision to use MMQR in restaurants.
The findings directly relate to the research problem, which questioned whether customers use MMQR because they understand its benefits or simply because it is easy to access and use.
The results clearly show that ease of use and payment convenience are the main drivers of consumer behavior toward MMQR usage. This indicates that usage is largely based on practical experience during payment rather than awareness of system advantages.
This also reflects the current digital payment situation in Myanmar, where users are still adapting to cashless systems and tend to prioritize simplicity and availability over deeper evaluation of benefits.
Overall, this study concludes that MMQR usage in restaurants is mainly driven by payment convenience and ease of use, while perceived usefulness and trust play a weaker role (Susan Lew, 2020).
Security is found to have a significant but complex influence, suggesting that user awareness of risk exists but does not necessarily increase adoption in a positive way. The findings confirm that in digital payment systems such as MMQR, actual user behavior is shaped more by real-life transaction experience than by perception alone. In Myanmar, where digital payment adoption is still developing, practical factors such as speed, simplicity, and accessibility remain the key drivers of consumer behavior. Based on the findings of this study, several suggestions can be made to improve the use of the MMQR system in restaurant payments in Myanmar.
5.2 [bookmark: _Toc233580944]Suggestions and Recommendations
First, payment convenience should be continuously improved. Since it is the strongest factor influencing consumer behavior, restaurants and payment providers should make the MMQR payment process even faster and smoother. This can include better scanning speed, stable system performance, and fewer transaction errors. In the Myanmar context, where users value speed and simplicity, improving convenience will directly support higher usage.
Second, ease of use should also be maintained and improved. Even though most users already find MMQR easy, continuous improvement in user interface design and payment instructions can help new users adapt more quickly. This is especially important for customers who are less familiar with digital payment systems.
Third, although security does not strongly encourage usage, it still plays an important role. Payment providers should continue to strengthen system security and also improve user awareness. Clear communication about safety features may help reduce hesitation among users who are still cautious about digital transactions.
Fourth, trust should not be ignored even though it is not a significant factor in this study. Trust can be strengthened through consistent system performance and reliable transaction history. In Myanmar’s developing digital payment environment, long-term trust building is important for sustainable adoption.
Finally, restaurant owners should continue promoting MMQR as a standard payment option. Since many users already use it regularly, wider availability and better visibility in restaurants can further encourage usage and support cashless payment adoption in the country.
5.3 [bookmark: _Toc233580945]Suggestions for Further Research
This study has some limitations that should be considered for future research. First, this study focused only on restaurant customers in Myanmar. Future studies can expand the research to other sectors such as retail stores, transportation, or online shopping to compare consumer behavior across different industries.
Second, this study used only five factors: perceived usefulness, payment convenience, ease of use, trust, and security. Future research can include additional variables such as social influence, price incentives, government support, or system reliability to gain a deeper understanding of digital payment adoption.
Third, the study used a quantitative approach with survey data. Future research can use qualitative methods such as interviews or focus groups to better understand why users behave in a certain way when using MMQR.
Finally, future studies can also examine differences between urban and rural areas in Myanmar. Since digital infrastructure and user experience may vary across regions, this could provide more detailed insights into MMQR adoption behavior.
Overall, this study shows the main factors that affect how people use MMQR when paying in restaurants in Myanmar. The results help explain why customers choose to use the system, mainly because it is convenient and easy to use. This study also gives some useful ideas for improving MMQR in real restaurant settings and adds to understanding of digital payment use in Myanmar.
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QUESTIONNAIRE
Section A: Demographic Information
Age
· Under 25 years
· 25–35 years
· 36–45 years
· Over 45 years
Gender
Male
· Female
· Prefer not to say
Occupation
· Student
· Employee
· Self-employed
· Business Owner
· Other
Frequency of visiting restaurants
· Less than once a month
· 1–3 times per month
· 1–2 times per week
· 3–5 times per week
· More than 5 times per week
Frequency of using MMQR in restaurants
· Rarely
· Sometimes
· Often
· Very often
· Always

Monthly Income
· Below 500,000 MMK
· 500,000 – 1,000,000 MMK
· 1,000,001 – 2,000,000 MMK
· Over 2,000,000 MMK
Marital Status
· Single
· Married
· Other
Section B: Factors Influencing MMQR Usage

Instruction:
Please indicate your level of agreement with the following statements using a five-point Likert scale.

Scale:
5 – Strongly Agree
4 – Agree
3 – Neutral
2 – Disagree
1 – Strongly Disagree
	Perceived Usefulness
	1
	2
	3
	4
	5

	1
	MMQR helps me complete restaurant payments more efficiently.
	 
	 
	 
	 
	 

	2
	MMQR improves my overall payment experience in restaurants.
	 
	 
	 
	 
	 

	3
	MMQR is accepted in most restaurants.
	 
	 
	 
	 
	 

	4
	MMQR saves me time when making payments in restaurants.
	 
	 
	 
	 
	 

	5
	MMQR is useful when making payments at restaurants.
	 
	 
	 
	 
	 






	Payment Convenience
	1
	2
	3
	4
	5

	1
	MMQR allows me to pay quickly in restaurants.
	 
	 
	 
	 
	 

	2
	MMQR makes restaurant payments more convenient.
	 
	 
	 
	 
	 

	3
	I can complete transactions easily using MMQR.
	 
	 
	 
	 
	 

	4
	MMQR reduces the need to carry cash.
	 
	 
	 
	 
	 

	5
	MMQR is more convenient because I can use any mobile wallet for payment.
	 
	 
	 
	 
	 



	Ease of Use
	1
	2
	3
	4
	5

	1
	Learning to use MMQR was easy for me.
	 
	 
	 
	 
	 

	2
	The MMQR payment process is easy to understand.
	 
	 
	 
	 
	 

	3
	Scanning and paying with MMQR is simple.
	 
	 
	 
	 
	 

	4
	I can use MMQR without assistance.
	 
	 
	 
	 
	 

	5
	MMQR is user-friendly.
	 
	 
	 
	 
	 



	Trust
	1
	2
	3
	4
	5

	1
	I trust MMQR when making restaurant payments because it usually works without issues.
	 
	 
	 
	 
	 

	2
	MMQR performs transactions reliably during my payment experience.
	 
	 
	 
	 
	 

	3
	I believe MMQR works as expected when I use it in restaurants.
	 
	 
	 
	 
	 

	4
	I feel confident that MMQR will complete my transactions without problems.
	 
	 
	 
	 
	 

	5
	MMQR is a trustworthy payment method based on my experience in restaurants.
	 
	 
	 
	 
	 



	Security
	1
	2
	3
	4
	5

	1
	I believe my payment information is secure when using MMQR.
	 
	 
	 
	 
	 

	2
	MMQR provides adequate protection for my transactions.
	 
	 
	 
	 
	 

	3
	I am not worried about losing money when using MMQR.
	 
	 
	 
	 
	 

	4
	I believe MMQR protects my personal information during transactions.
	 
	 
	 
	 
	 

	5
	I feel that MMQR is a safe payment method.
	 
	 
	 
	 
	 



	Consumer Behavior toward MMQR Usage
	1
	2
	3
	4
	5

	1
	I prefer MMQR over cash when paying in restaurants.
	 
	 
	 
	 
	 

	2
	I regularly use MMQR when it is available.
	 
	 
	 
	 
	 

	3
	I intend to continue using MMQR in restaurants.
	 
	 
	 
	 
	 

	4
	I prefer restaurants that offer MMQR payment options.
	 
	 
	 
	 
	 

	5
	I am satisfied with my experience using MMQR in restaurants and intend to continue using it.
	 
	 
	 
	 
	 



	1.Age

	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	25 - 35 years
	78
	54.2
	54.2
	54.2

	
	36 - 45 years
	49
	34.0
	34.0
	88.2

	
	Over 45 years
	7
	4.9
	4.9
	93.1

	
	Under 25 years
	10
	6.9
	6.9
	100.0

	
	Total
	144
	100.0
	100.0
	



	2.Gender

	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	Female
	94
	65.3
	65.3
	65.3

	
	Male
	50
	34.7
	34.7
	100.0

	
	Total
	144
	100.0
	100.0
	



	3. Occupation

	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	Business Owner
	5
	3.5
	3.5
	3.5

	
	Employee
	135
	93.8
	93.8
	97.2

	
	Student
	4
	2.8
	2.8
	100.0

	
	Total
	144
	100.0
	100.0
	





	4.Fequency of visiting restaurants

	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	1–2 times per week
	85
	59.0
	59.0
	59.0

	
	1–3 times per month
	49
	34.0
	34.0
	93.1

	
	3–5 times per week
	7
	4.9
	4.9
	97.9

	
	Less than once a month
	1
	.7
	.7
	98.6

	
	More than 5 times per week
	2
	1.4
	1.4
	100.0

	
	Total
	144
	100.0
	100.0
	



	5.Frequency of using MMQR in restaurants

	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	Always
	5
	3.5
	3.5
	3.5

	
	Often
	59
	41.0
	41.0
	44.4

	
	Rarely
	14
	9.7
	9.7
	54.2

	
	Sometimes
	54
	37.5
	37.5
	91.7

	
	Very often
	12
	8.3
	8.3
	100.0

	
	Total
	144
	100.0
	100.0
	



	 6.Monthly Income

	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	1,000,001 - 2,000,000 MMK
	15
	10.4
	10.4
	10.4

	
	500,000 - 1,000,000 MMK
	87
	60.4
	60.4
	70.8

	
	Below 500,000 MMK
	28
	19.4
	19.4
	90.3

	
	Over 2,000,000 MMK
	14
	9.7
	9.7
	100.0

	
	Total
	144
	100.0
	100.0
	



	7.Marital Status

	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	Married
	75
	52.1
	52.1
	52.1

	
	Single
	69
	47.9
	47.9
	100.0

	
	Total
	144
	100.0
	100.0
	




	Reliability Statistics

	Cronbach's Alpha
	N of Items

	.827
	5



	Item Statistics

	
	Mean
	Std. Deviation
	N

	1.    MMQR helps me complete restaurant payments more efficiently.
	3.91
	.658
	144

	2.    MMQR improves my overall payment experience in restaurants.
	3.80
	.705
	144

	3.    MMQR is accepted in most restaurants.
	4.14
	.686
	144

	4.    MMQR saves me time when making payments in restaurants.
	3.98
	.674
	144

	5.    MMQR is useful when making payments at restaurants.
	4.04
	.835
	144



	Reliability Statistics

	Cronbach's Alpha
	N of Items

	.879
	5




	Item Statistics

	
	Mean
	Std. Deviation
	N

	1.    MMQR allows me to pay quickly in restaurants.
	4.24
	.669
	144

	2.    MMQR makes restaurant payments more convenient.
	3.91
	.689
	144

	3.    I can complete transactions easily using MMQR.
	4.13
	.741
	144

	4.    MMQR reducing the need to carry cash.
	4.26
	.677
	144

	5.    MMQR is more convenient because I can use any mobile wallet to make payments.
	3.95
	.618
	144





	Reliability Statistics

	Cronbach's Alpha
	N of Items

	.924
	5



	Item Statistics

	
	Mean
	Std. Deviation
	N

	1.    Learning to use MMQR was easy for me.
	4.18
	.599
	144

	2.    The MMQR payment process is easy to understand.
	4.09
	.647
	144

	3.    Scanning and paying with MMQR is simple.
	4.24
	.594
	144

	4.    I can use MMQR without assistance.
	4.19
	.689
	144

	5.    MMQR is user-friendly.
	4.29
	.728
	144



	Reliability Statistics

	Cronbach's Alpha
	N of Items

	.901
	5



	Item Statistics

	
	Mean
	Std. Deviation
	N

	1.    I trust MMQR when making restaurant payments because it usually works without issues.
	3.99
	.689
	144

	2.    MMQR performs transactions reliably during my actual payment experience.
	3.76
	.682
	144

	3.    I believe MMQR works as expected when I use it in restaurants.
	3.88
	.657
	144

	4.    I feel confident that MMQR will complete my transactions without problems.
	3.95
	.703
	144

	5.    MMQR is a trustworthy payment method based on my experience in restaurants.
	3.83
	.787
	144



	Reliability Statistics

	Cronbach's Alpha
	N of Items

	.891
	5



	Item Statistics

	
	Mean
	Std. Deviation
	N

	1.    I believe my payment information is secure when using MMQR.
	3.76
	.617
	144

	2.    MMQR provides adequate protection for my transactions during payments.
	3.81
	.618
	144

	3.    I am not worried about losing money when using MMQR.
	3.88
	.620
	144

	4.    I believe MMQR protects my personal information during transactions.
	3.71
	.688
	144

	5.    I feel that MMQR is a safe payment.
	3.76
	.626
	144



	Reliability Statistics

	Cronbach's Alpha
	N of Items

	.841
	5




	Item Statistics

	
	Mean
	Std. Deviation
	N

	1.    I prefer MMQR over cash when paying in restaurants.
	4.22
	.786
	144

	2.    I regularly use MMQR when it is available.
	4.52
	.637
	144

	3.    I intend to continue using MMQR in restaurants.
	4.25
	.798
	144

	4.    I prefer restaurants that offer MMQR payment options.
	4.42
	.585
	144

	5.    I am satisfied with my experience using MMQR in restaurants and intend to continue using it.
	4.65
	.535
	144

	
Correlations

	
	Perceived_Usefulness
	Payment_Convenience
	Ease_of_Use
	
	
	

	Perceived_Usefulness
	Pearson Correlation
	1
	.969**
	.906**
	
	
	

	
	Sig. (2-tailed)
	
	.000
	.000
	
	
	

	
	N
	144
	144
	144
	
	
	

	Payment_Convenience
	Pearson Correlation
	.969**
	1
	.906**
	
	
	

	
	Sig. (2-tailed)
	.000
	
	.000
	
	
	

	
	N
	144
	144
	144
	
	
	

	Ease_of_Use
	Pearson Correlation
	.906**
	.906**
	1
	
	
	

	
	Sig. (2-tailed)
	.000
	.000
	
	
	
	

	
	N
	144
	144
	144
	
	
	

	Trust
	Pearson Correlation
	.894**
	.907**
	.834**
	
	
	

	
	Sig. (2-tailed)
	.000
	.000
	.000
	
	
	

	
	N
	144
	144
	144
	
	
	

	Security
	Pearson Correlation
	.725**
	.721**
	.681**
	
	
	

	
	Sig. (2-tailed)
	.000
	.000
	.000
	
	
	

	
	N
	144
	144
	144
	
	
	

	Consumer_Behavior
	Pearson Correlation
	.833**
	.864**
	.822**
	
	
	

	
	Sig. (2-tailed)
	.000
	.000
	.000
	
	
	

	
	N
	144
	144
	144
	
	
	





	Model Summaryb

	Model
	R
	R Square
	Adjusted R Square
	Std. Error of the Estimate
	Durbin-Watson

	1
	.914a
	.836
	.830
	1.09114
	1.705



	a. Predictors: (Constant), Security, Ease_of_Use, Trust, Perceived_Usefulness, Payment_Convenience

	b. Dependent Variable: Consumer_Behavior



	ANOVAa

	Model
	Sum of Squares
	df
	Mean Square
	F
	Sig.

	1
	Regression
	836.359
	5
	167.272
	140.496
	.000b

	
	Residual
	164.300
	138
	1.191
	
	

	
	Total
	1000.660
	143
	
	
	



	a. Dependent Variable: Consumer_Behavior

	b. Predictors: (Constant), Security, Ease_of_Use, Trust, Perceived_Usefulness, Payment_Convenience



	Coefficientsa

	Model
	Unstandardized Coefficients
	Standardized Coefficients
	t
	Sig.
	
	

	
	B
	Std. Error
	Beta
	
	
	
	

	1
	(Constant)
	6.654
	.759
	
	8.771
	.000
	
	

	
	Perceived_Usefulness
	-.031
	.141
	-.033
	-.222
	.825
	
	

	
	Payment_Convenience
	.909
	.148
	.958
	6.140
	.000
	
	

	
	Ease_of_Use
	.267
	.078
	.288
	3.409
	.001
	
	

	
	Trust
	-.039
	.087
	-.044
	-.443
	.659
	
	

	
	Security
	-.394
	.060
	-.394
	-6.566
	.000
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