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Introduction
With the rapid growth in e-commerce and information technology, mobile payment utilities' demand has significantly increased in China. The technology and the functional scope of payment services transform and innovate mobile payment plays in the market. In mobile electronic commerce, the whole mobile transaction entails purchasing items, browsing for the goods, issuing the orders, e-payment, receiving goods, and assessing transactions. In this case, the consumers can utilize their mobile terminals to account for their items and utilities they consume. Mobile payment is currently much popular in China due to the multi-interfaced network aspect covering both financial security and personal privacy security facets. For instance, evidence from the China Internet Watch (2017) indicates that the Chinese Mobile Payment transactions were at twenty-five point seven one billion in 2016, making the total amount approximated at one hundred and fifty-seven trillion Yuan. The transformation is significantly reflected in the high growth rates in e-commerce and payments since, from 2016, the proximity mobile transactions were approximated to have grown by 45%.

 WeChat and Alipay are examples of mobile payment platforms in China that are popular due to the users' safety and convenience. Nearly all types of businesses, be it retailers, taxi-services, or hotels, move to these mobile payment services. The third-party payment services are fast, flexible, and cheap, particularly on the initial set-up, making them well-known among the merchants and start-ups. WeChat pay is more similar to a social application utilized by most Chinese consumers to navigate their day to day lives. Alipay, nonetheless, has its viewpoint on electronic commerce transactions and fiscal service. The report explores the two mobile payments WeChat and Alipay background, in China and then captures both the benefits and the limitations of each.  
WeChat Pay

WeChat Pay is a mobile commerce utility developed by Tencent in China with its release in 2011. Contrary to Alipay, WeChat Pay had a relatively short-term growth history, becoming one of the world's largest standalone mobile e-commerce apps. Based on Wang and Gu (2017), WeChat Pay became an integrated solution with over eight hundred and eighty-nine million active users as of 2016 and nearly one billion active users as of 2019. Ideally, We Chat Pay has developed a broad range of payment services on its platform. First, immediately the consumer's phone number, like the bank card, is linked to the WeChat Pay; the users can make payments anytime and anyplace. In China, WeChat Pay payment services are supported almost at each place. It will enable the consumers to make payments for any item or service, such as grocery stores and ordering taxis (Wang and Gu, 2020). WeChat fosters instant messaging since it is a communication software that allows the users to get first-hand information more accurately. Feng (2020) notes that WeChat provides four payment approaches; QR-Code Payment, application web-based payment, Quick pay, and In-app payment. 
Within the QuickPay approach, the traders quickly scan the QR-Code reflected by the Quick Pay platform's consumers to carry out the transactions. Wang and Gu (2017) note that the QR-Code payment allows the traders or the businesses to come up with a distinct QR-Code for various items and utilities. The consumers can then utilize the scan codes to directly view the relative item or service details and transaction guides directly into their mobile phones. The traders can convey the product ideas to their consumers within the in-app web-based payment through a designated official database. The traders can link the WeChat Pay software growth kit to their mobile phone applications within the in-app payment. In that case, when the consumers pay for the goods and services by utilizing their applications, WeChat Pay will then process the payment. 
Alipay

[bookmark: _Hlk62630344]Alipay is the leading non-financial mobile payment founded in Hangzhou, China, in 2004 by Jack Ma and the Alibaba group. However, the founder Jack Ma in 2015, transferred the headquarters to Pudong, Shanghai, while the parent firm remained in Hangzhou. Based on Zhang and Chen's (2019) arguments, Alipay was the initial third-party payments provider in China; hence it had the opportunity to explore the broad growth advantages of Chinese Markets before later becoming an independent site. Lin and Xie (2014) note that Alipay is most efficient in carrying out an individual to individual payments and e-commerce purchases and payment of ordinary expenses like water and electricity bills. Lin and Xie (2014) assert that despite WeChat Pay being the most significant pool of potential users based on its social platform and messenger, Alipay’s number of actual paying consumers is yet to meet. Lin and Xie (2014) state that while it took Alipay five years to get to one hundred million consumers, the online mobile payment platform managed to ass twenty million new consumers within the initial two months of 2009. The proportion of users within Alipay as of March 2018 ranged at approximately eight hundred and seventy million (Lin and Xie, 2014). Notably, the statistics imply that Alipay is widely used as a payment mode by people across the world.

Alipay is functional within more than sixty-five financial entities like Visa and MasterCard to offer payment utilities. In addition to that, Alipay also operates nearly four hundred and sixty thousand local and online Chinese Businesses. Like WeChat Alipay, Mobile phones are utilized with the Alipay Wallet application, with the QR-Code payment codes being used in local in-store transactions ((Lin and Xie, 2014). Alipay also offers features like bank account controls, prepay smartphone top-ups, bus and train ticket buy, meal orders, vehicle for hire, selection of insurances, credit card bill transactions, and document storage identification.

Advantages of WeChat and Alipay
WeChat Pay
Cost-Efficient

WeChat is a cost-efficient payment method for any enterprise since the cost majorly concentrated at the expense of the content and the accounting costs contrary to the advertising, marketing, and other approaches of pushing the lower prices. Based on Negro et al. (2020), the lack of fees within the WeChat Payment is an incentive for merchants since the businesses can save up to 3% of the gross sales using the WeChat Payment. 



Perceived Social Impact

[bookmark: _Hlk62627582]The other pro aspect of WeChat is that it is quite different from the other methods of online payment like Alipay due to its social factor. Feng (2020) notes that WeChat payment is linked to WeChat; hence the payment method experiences a cost-benefit perspective from the interpersonal engagements. Based on Feng's (2020) arguments, evidence from studies indicate that social factors have a significant role in utilizing peer-to-peer mobile payments systems. In that case, WeChat Pay becomes advantageous due to the social influence and networking capacity that it offers the consumers to perceive that they are supported and utilize mobile wallets.  

Convenience and Ease

Due to the social impact of WeChat in China, the users can broaden their ideas to the groups or brands by sharing the videos, which makes it easier to link up with new users through the location utilities. Like Alipay, WeChat is highly streamlined and convenient, allowing users to complete the transactions in a few seconds. Feng (2020) also asserts that WeChat Pay’s backup access is also very convenient since it can be easily retrieved; hence no matter what one of the users does; they can still utilize the reserve finances.

User Friendly

Based on Feng's (2020) arguments contrary to Alipay, WeChat pay has a unique function known as the lucky funds, where the money is given to kin and associates as an award, which attracts lots of users. The lucky money operation offers the consumers significant fun while fostering WeChat market share is the second-greatest third-party phone transaction site. As such, the compatibility model of WeChat positively impacts the consumer’s attitude, perception, credibility, and even trait intent. Specifically, when the users are comfortable with the platform, they may use it and refer their friends.

Offers Accuracy in Marketing

WeChat offers a formidable platform for small and medium enterprises as they do not need to part with high promotional expenses. For instance, the items and utilities' marketing are precise since it includes the exact location orientation and crowd orientation. The SMEs are also allowed to share content with the WeChat site, making them share a more intimate link in marketing. 

Alipay

Based on Mu et al.'s (2017) arguments, Alipay currently is an application vital in Chinese citizens' day-to-day lives. It is notable because of the gradual transformation from a cashless society. The advantages of Alipay are as discussed below:
Cost-Efficiency

[bookmark: _Hlk62627674]One of the benefits of Alipay in China is that it is a cost-efficient method of payment. Lin and Xie (2014) note that as opposed to the merchant accounts where compliance might charge a monthly transaction fee, the cost of using the Ali-pay payment method and its utilities is significantly reduced, making it popular in China. Lin and Xie (2014) note that almost all the services are free. 

[bookmark: _Hlk62619111]Convenience and Ease of Access

[bookmark: _Hlk62627509]The payment method is also streamlined and convenient, allowing consumers to cover the transactions in a few seconds. An individual deposit account is an e-repository where the users can join the bank cards to the Alipay reserve and relish the money reposition, withdrawal, and bank card transaction utilities. Therefore, it is relatively easy to pay for almost all offline payments like hotel and taxi bills without any inconvenience. Lin and Xie (2014) also assert that Alipay’s backup access is also very convenient since it can be easily retrieved; hence no matter what one of the users do, they can still utilize the reserve finances. 

Secure and Fast Transactions

Based on Lin and Xie (2014) arguments, the Alipay mode of transactions is very secure as the system requires the user to initiate a session with a unique code. Within that period, the user's mobile phone remains linked in a safeguarded channel to the server until one logs out. According to Zhang and Chen (2019), Alipay transactions' mode is also swift; for instance, it takes a maximum of two seconds from the consumer's request to respond to the Alipay Database.  

The Basis for Expansion of Distribution of Goods and Services

Mu et al. (2017) note that Alipay is beneficial since it has created incentives for the payment eco-system method. The enterprises can expand their businesses for more effective services. It is a comparative advantage for the business pricing of goods and disincentives for the off-platforms for the users and the traders.

[bookmark: _Hlk62627563]Privacy and Security for the Users

Zhang and Chen (2019) note that the database automatically generates Alipay QR-Codes hence this allows the detail to keep transforming to improve the levels of security. The consumers have to develop a passcode or utilize the biometrics data like the fingerprint sensor and the facial recognition function on their phones to verify their identities before making any payments. 

Disadvantages of WeChat and Alipay

WeChat 

Privacy Concerns

According to Zhang and Chen (2019), the disadvantages of WeChat can also be regarded as weaknesses that may hinder its normal operational activities. One of the main disadvantages is that personal data security is a big challenge to payment method, mainly due to the social aspect that makes the data of the users vulnerable to theft. Zhang and Chen (2019) assert no fail-proof way of safeguarding private information like the identities, account numbers, addresses, and credit card numbers from being stolen or misused by hackers. The hackers tend to access sensitive data through unsecured links by installing phishing software. 

International Market Development is not Viable

According to Zhang and Chen (2019), WeChat Pay, in its expansion strategies, has explored various international markets; however, it is a Chinese enterprise it has found it challenging to penetrate the said markets due to the rigid consumer habits as well as business approaches. Therefore, for WeChat to overcome the entry barriers, it must transform some of its functions to attract other markets' consumers. 

Must-Have an Internet Access

According to Zhang and Chen (2019), all the applications within WeChat require an internet connection, limiting other people from utilizing the services, thus undermining the efficiency. 




Alipay

Relatively Dependence on Banks

According to Zhang and Chen's (2019) arguments, Alipay relatively depends on banks on most of the user’s transactions hence long billing cycles. In this case, the collaboration scope with the banks ideally limits its ultimate growth. 

Privacy and Security
 
Mu et al. (2017) assert that one of the loudest arguments currently is that a cashless society deteriorates individuals' freedom and privacy. The popularity of digital systems like the Alipay is subjected to data loss vulnerability due to hacking and theft, leading to exposure of very confidential information for the users. Recently the China government came up with a uniform clearinghouse for all the cell phone payment utilities providers like Alipay to strengthen the industry supervision. 

Translation Concerns

Based on Zhang and Chen's (2019) arguments, the other con under the Alipay mobile payment is that the English version of Alipay wallet is not well translated. The Alipay official database lacks the English version, making it unsuitable for an entity whose primary consumers are mainly English users.

The imperfection of China’s Online Credit Structure

Lin and Xie (2014) note that China lacks a transparent self-regulation model on online mobile payments methods, making the approaches vulnerable to various potential risks. 


Conclusion


The study shows that third-party mobile payments have penetrated every aspect of China's day-to-day life and business activities. The portable payment scope has been highly initiated by the technological world's growth and transformation, particularly in e-commerce and development. The study has explored both the Alipay and WeChat pros and cons using current literature to support the statements. In both the mobile payment methods, the study has captured that convenience, affordability, ease of use, and flexibility are the significant benefits of third-party mobile payments in China. Simultaneously, privacy and security concerns seem to be the disadvantage of raising the eyebrows from the other end of the cons. Both Alipay and WeChat pay offer right and formidable solutions to the payment procedure in e-commerce. Still, it is vital to understand that the approaches cannot provide complete solutions to the online payment processes. It is because new potential risks also are cropping in China. For the sustainable growth of mobile payments, it will be vital for the China regulators to explore the attribution and distribution of both the pros and cons in Alipay and WeChat and the other third mobile payments in China. Security and data breach were not a big issue initially, but with advancements and development in technology, hackers' exploitation has immensely grown. From the discussions, several factors should always be considered before using WeChat and Alipay in China and across the entire world. Notably, these factors include the safety of the users and the availability of a reliable internet supply. The consideration will play an instrumental role in ensuring that the mobile payment transfer is successful and very effective.
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