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Abstract 
This research is aimed to investigate the factors influencing student’s intention to adopt 
eWallet in Universiti Putra Malaysia. A total of 200 students from Universiti Putra Malaysia 
participated in this research where they were chosen through simple random sampling 
method and systematic sampling method. Data were collected through self-administered 
questionnaires. Categorical scale and five-point Likert scale were applied to analyze the 
background of respondents, as well as to measure the independent and dependent variables 
respectively. The findings form the Pearson Correlation analysis showed that UPM students’ 
intention to adopt eWallet had positive relationship with perceived usefulness (r=0.846, 
p=0.001), perceived ease of use (r=0.773, p=0.001), perceived security (r=0.397, p=0.001) and 
subjective norms (r=0.528, p=0.001). Meanwhile, based on the results of multiple linear 
regression analysis, the model contributed a total of 77.1% and perceived usefulness 
appeared as the most significant factor that contributed to the intention to adopt eWallet 
among UPM students. Hence, the findings of this study were useful for eWallet companies 
and developers in providing better understanding about factors that influence consumers’ 
intention to adopt eWallet in order to enhance their applications and fulfil what consumers 
really want. 
Keywords: Perceived Usefulness, Perceived Ease of Use, Perceived Security, Subjective 
Norms, Ewallet 
 
Introduction 
Electronic wallet (eWallet) known as a software application that is installed on mobile phone. 
In order to initiate mobile payments, eWallet enables the access and storage of numerous 
payments credentials and top-up services for instance bank, prepaid, credit or debit card 
accounts, transit tickets, coupon and loyalty information. Nowadays, eWallet has become 
handy and convenient in high-volume and low-value situations for instance parking, transit, 
fast food restaurants and convenience stores. Moreover, providers also have merged with 
electronic coupons, loyalty rewards, location-based discounts and other promotional offers 
into eWallets in order to add value beyond payment functions (Tavilla, 2012). 
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Wallet started gaining its popularity as one of the types of mobile payment option for 
transactions in Malaysia as consumers able to use eWallet to save the billing and shopping 
information that consumers can recall with one-click while shopping using their smartphone. 
Not only that, with all the cashless policies by Bank Negara Malaysia (BNM), the cash usage 
will reduce over time, and the adoption of mobile payments will grow. BNM regulate e-money 
as the digital money that gets stored in the eWallet and legally recognized as a valid and 
enforceable legal tender in Malaysia. There are 44 e-money licenses have BNM granted which 
are 5 banks and 39 non-banks (Bank Negara Malaysia, 2019). 
 
According to Cheng, Cheong, Lee, Lim and Mok (2018), they pointed out that the new payment 
method, eWallet will facilitate the growth of e-commerce as it replaced the role of a 
traditional wallet. However, the intention to adopt eWallet in Malaysia was remained unclear 
due to limited research and responses received from users (Lim, 2018; Yapp, 2018). Tan and 
Cheong (2018) claimed that given the growing importance of eWallet, Malaysia currently still 
considered lags regional players given its low adoption compared to China, India and 
Singapore. Moreover, Malaysian were rarely engaged in eWallet because of several challenges 
for instance they have a few knowledges on internet and this lead less confident on the 
adoption of eWallet (Saxena, Vyas, Kumar & Gupta, 2019). There are some consumers still 
insisted to apply the traditional payment types which are cash, debit card, credit card and 
cheques because there are doubtful with the advantages of eWallet (The Nielson Company, 
2019). 
 
In addition, consumers refused to adopt eWallet as they did not perceive the system setting 
to be useful and able to fulfil their expectation and requirement (Ellia, 2017). Consumers 
refused to use eWallet as they perceived that it was a waste of time to install and set up 
eWallet at the initial verification stage even though the eWallet companies hold the honor of 
being easier to use. Besides, consumers may perceive eWallet was not useful due to low 
merchant acceptance. According to The Nielson Company (2019), there were 27% of the 
consumers do not adopt eWallet due to low merchant acceptance at this infancy stage where 
the system was still unready. 
 
On the other hand, people rejected to use eWallet as they perceived it was not easy to use. 
Nowadays, even though most of the Malaysian were using smart phones but they may be not 
familiar with eWallet especially those of aging population who required plenty of time to 
absorb information about the new technology (Ellia, 2017). Hence, features like conducting a 
transaction payment or top up value through eWallet might be a difficult and confuse task for 
a new user. 
 
According to Central Bank of Malaysia (2019), customers reject to adopt eWallet due to lack 
of awareness towards eWallet’s security features. Consumers rejected to use eWallet as they 
perceived there would be a high risk of security and privacy issues such as personal data being 
monitored or hacked, unsecured transactions as compared to credit and debit card 
transactions as well as the possible fraudulent charges (Tavilla, 2012). Some of the consumers’ 
concerns may be based on misperception and misleading information about eWallet which 
hindered their intention to adopt. 
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Besides, some of the Malaysian rarely engaged into eWallet because of low penetration and 
awareness of eWallet features among people. In fact, most of the Malaysian still conducted 
their payment by using the traditional payment method which were cash and cards. Aydin and 
Burnaz (2016) pointed out that lack impact in the influence of surrounding people on use 
intention to use eWallet had caused little responds from public in initial of life cycle. 
 
In fact, there are several studies had been conducted to intention of young consumer towards 
the adoption of eWallet in different developing countries such as Indonesia (Varsha & 
Thulasiram, 2016); India (Trivedi, 2016); China (Teng et al., 2018) and Vietnam (Cao et al., 
2016). However, in Malaysia there were still a limited finding on the factors that influence 
universities’ student to adopt eWallet in Malaysia. According to the Department of Statistics 
Malaysia (2019), the Malaysia population stood at 32.6 million people where 28.8 percent are 
young adults aged between 18 to 24 years old. Hence, universities’ students will be a beneficial 
target segment for marketers due to the greater spending power owned by younger 
generation (Globe Newswire, 2012; Heller, 2015). 
 
Moreover, most of the previous studies focus on technical design, security adoption, diffusion, 
and understanding user motivations (Olsen, Hedman & Vatrapu, 2012). Hence, this is worthy 
to investigate the factors that influence the intention to adopt eWallet among students in 
Universiti Putra Malaysia as most of studies foresee that adoption of eWallet will increase 
significantly in the coming few years. 
 
Literature Review 
Till now, ample of studies had been conducted to investigate factors affecting the intention to 
eWallet adoption by using different models and theory. Example of these theories are Theory 
of Reasoned Action (TRA - Fishbein and Ajzen, 1975), Theory of Planned Behaviour (TPB - 
Ajzen, 1991), Social Cognitive Theory (SCT - Bandura, 1986), Innovation Diffusion Theory (IDT 
- Rogers, 1995), Technology Acceptance Model (TAM - Davis, 1989), and Unified Theory of 
UTAUT 2 is originated from UTAUT model. The UTAUT is developed by Venkatesh, Morish, 
Davis and Davis, in 2003. This model is captured from eight competing models which are TRA, 
TAM, IDT, motivational model, theory of planned behaviour, model combining the technology 
acceptance model and theory of planned behaviour, model of PC utilization, and social 
cognitive theory. 
 
In 2012, Ventakesh develops and enriches UTAUT model into UTAUT 2 model in which UTAUT 
2 model is very appropriate to study adoption in technology which is directly related to 
consumer products. Venkatesh, Thong, and Xu (2012) identify three key constructs which 
explain the consumer’s behaviour in the use of technology: hedonic motivation, price value 
and habit and they propose gender, age and experience as moderator variables in their model. 
Thus, the UTAUT2 model presents seven constructs (performance expectancy, effort 
expectancy, social influence, facilitating conditions, hedonic motivation, price value, and 
habit) as determinants of behavioural intention or use of a technology by consumers. 
 
Comparing results from UTAUT2 and UTAUT, Venkatesh et al (2012) find out how the variance 
explained in both behavioral intention (74%) and technology use (52%) are substantial, 
compared to the baseline UTAUT that explained 56 percent and 40 percent of the variance in 
intention and use respectively (Arenas- Gaitán et al., 2015) . UTAUT 2 model is used in this 
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study because the model synthesis of eight previous acceptance of technology theory which 
has been updated, thus it is expected to provide clearer understanding of factors determining 
behavioural intention to adopt eWallet. 
 
Numerous antecedent variables were applied to predict the adoption of technology in 
previous studies in which they have found that among the factors were perceived usefulness 
(Yang et al., 2021; Intarot, 2018; Shankar & Datta, 2018; Mun et al., 2017; Sidek, 2015; Akturan 
& Tezcan, 2012), perceived ease of use (Yang et al., 2021; Chawla & Joshi, 2020; Grover, Kar, 
& Janssen, 2019; Ilavarasan Mehrad & Mohammadi, 2017; Roy & Sinha, 2017; Trivedi, 2016), 
perceived security (Wong & Mo, 2019; Batra & Kalra, 2016; Varsha & Thulasiram, 2016; Liu et 
al., 2012) and subjective norms (Sarika & Vasantha, 2019; Lwoga & Lwoga, 2017; Cao, et al., 
2016; Oliveira et al., 2016; Amoroso & Magnier, 2012).  
 
Perceived usefulness is known as the extent to which applying a technology will give benefits 
in performing particular activities from the point of view of consumers (Lwoga & Lwoga, 2017; 
Venkatesh et al., 2012).  According to Murthy and Mani (2013), if a technology is not perceived 
to be useful, it is not likely to be adopted regardless of its attentive implementation efforts 
while perceived usefulness may vary across each person. Therefore, this variable has been 
explored in many studies with regards to technology adoption. For example, Akturan and 
Tezcan (2012) conducted a study to determine the mobile banking adoption of the youth 
market in Turkey and they found that perceived usefulness was determined to be the most 
important in determining the consumers’ intention.  
 
In Teng et al.’s (2018) study, perceived usefulness was also found to be positively influenced 
customers’ intention to adopt eWallet services in Nanjing, China. This finding implied that 
mobile users intended to adopt eWallet due to its convenience as compared to traditional 
payment methods in term of portability since the users able to conduct their daily payment 
activities without carry along a physical wallet. In similar vein, respondents in Bradford and 
Hayashi’s (2014) study also claimed that eWallet has reduced the inconvenience of bringing a 
stack of credit cards as eWallet enable the users to link their credit cards to the phone. While 
in Malaysian’s context, Sidek (2015) has discovered that the young consumers in Malaysia, 
regardless of gender, education level or usage experience has showed a strong perceived 
usefulness toward the adoption of eWallet as they find eWallet to be a timesaving tool. 
By referring to the previous findings, perceived usefulness is concluded as playing a 
significant role in the behavioral intention of individual to adopt eWallet. Thus, it is proposed 
that: 

H1: Perceived usefulness has a significant influence on intention to adopt eWallet among 
UPM students. 

 
Pertaining to perceived ease of use, it is a measurement of how easy the product or service is 
to apply by its intended users (Davis, 1989). It is also stated as the extent to which an individual 
think that applying a technology would be effortless. Hence, due to the nature of eWallet 
which needs a level of knowledge and skill, perceived ease of use could play an important role 
to determine the intention to adopt eWallet. Perceived ease of use would significantly and 
positively influence consumers’ intention to adopt eWallet and it can be seen from several 
previous researches, such as Yang et al. (2021); Chawla and Joshi (2020); Grover et al (2019); 
Pal, Vanijja, and Papasratorn (2015); Sidek (2015); Seetharaman et al (2017). Besides, people 

https://www.emeraldinsight.com/doi/full/10.1108/JIBR-10-2015-0112?fullSc=1&mbSc=1&fullSc=1&fullSc=1&fullSc=1&fullSc=1
https://www.emeraldinsight.com/doi/full/10.1108/JIBR-10-2015-0112?fullSc=1&mbSc=1&fullSc=1&fullSc=1&fullSc=1&fullSc=1
https://www.emeraldinsight.com/doi/full/10.1108/JIBR-10-2015-0112?fullSc=1&mbSc=1&fullSc=1&fullSc=1&fullSc=1&fullSc=1
https://www.emeraldinsight.com/doi/full/10.1108/JIBR-10-2015-0112?fullSc=1&mbSc=1&fullSc=1&fullSc=1&fullSc=1&fullSc=1
https://www.emeraldinsight.com/doi/full/10.1108/JIBR-10-2015-0112?fullSc=1&mbSc=1&fullSc=1&fullSc=1&fullSc=1&fullSc=1
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will believe that eWallet usage is helpful if it could be learned easily (Mehrad and 
Mohammadi, 2017). Hence, the findings of these researches showed that individuals who 
perceive the eWallet to be easy to use in their daily activities will most likely to adopt it.  
 
Sidek (2015) found that majority of the male users in Malaysia regardless of age, education 
level or usage experience tended to stay positive and confidence when exposing to a new 
technology such as eWallet. Likewise, the study also found that most of the male users were 
early adopters as they perceived the new technology, eWallet to be easy to use. In contrast, 
unlike early adopters, the late adopters only willing to adopt a new technology when it has 
matured and has been adopted by many no matter how easy the eWallet could be (Teo & 
Ranganathan, 2004).  
 
Consumers will be intended to adopt any new technology if less effort was required. Even 
though most people were acquainted with using smart phones, but they may be new to some 
mobile applications. Eventually, features like conducting a transaction payment through a 
mobile application might be a difficult and confuse task for a new user. Hence, if eWallet is 
simple and effortless, it will generate a large impact towards the acceptance of eWallet (Sunny 
& George, 2018). Aydin and Burnaz (2016) also found that if eWallet is embedded with user-
friendly designs and interfaces, it would match users’ expectation to conduct it effortlessly. 
Users perceived that they would adopt eWallet if the procedures were simple to conduct with 
least efforts. This finding also supported by Tu (2019) as difficulties in applying eWallet would 
become hindrance as consumers may be impatient with it. Based on the previous findings 
discussed above, this study proposed that: 

H2: Perceived ease of use has a significant influence on intention to adopt eWallet among 
UPM students. 

 
This current study also focus on how the security of eWallet application can influence the 
intention to adopt. Shin (2009) stated that perceived security is the extent to which a person 
believes that using a fixed mobile payment procedure will be secure. Meanwhile, according to 
Suh and Han (2003), the concerns towards security are known as authentication (data 
exchange only involved restricted legitimate user during the transaction), confidentiality (data 
exchanged only can read and understood by intended users during the transaction), non-
repudiation (participants of the transaction incapable to deny their participation in the 
transaction), and data integrity (accurate data exchanged during the transactions).   
 
A study on the behavioural intention of young consumers towards eWallet adoption among 
Indonesian users were conducted by (Varsha and Thulasiram, 2016). Based on the study, 
perceived security was identified as the most dominant factor for the intention of eWallet 
adoption among Indonesian young consumers. Batra and Kalra (2016) found that the major 
concern of the undergraduate students in India were the safety of money transaction. The 
respondents perceived the eWallet system was more safe and secure as compared to 
traditional payment method and they showed their positive intend to adopt. Hence, this 
indicated that strengthen in eWallet’s security will increase the consumers’ intention to adopt 
it. Additionally, Taheam, Sharma and Goswami (2016) proposed that the youth in Punjab 
perceived security is their most concerns when using eWallet as it could enhanced the 
individual performance of consumers.  
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However, Teoh et al (2013) pointed out that the users in Malaysia perceived security do not 
significant associated with consumers’ perception toward e-payment. Most of the users 
showed their negative intend to adopt e-payment as they perceived there would be a high 
risk of security and privacy issues such as personal data being monitored or hacked, unsecured 
transactions as compared to credit and debit card transactions as well as the possible 
fraudulent charges. Due to inconsistency of findings with regards to this variable of perceived 
security in determining the technology adoptions, this current study is intent to further 
examine it in undergraduate students’ context. However, it is still proposed that:  

H3: Perceived security has a significant influence on intention to adopt eWallet among 
UPM students. 

 
Furthermore, due to the beliefs that consumers’ reference groups through the reviews from 
previous experts, influences by mass media, family members, friend and relatives will also 
influence their technology adoption, this current study is also intent to examine this factor as 
well. Ajzen (2008) defined subjective norms as the perceived social pressure directed from 
surroundings that caused an individual either to practise a specific behaviour or not. 
Karjaluoto et al (2010) stated that subjective norms is the extent where an individual’s 
decisions to apply a product or a service is influenced by the suggestions from their socialising 
agents for instance parents, relatives, friends, and colleagues.   
 
Many previous studies have found that subjective norms is one of the influential factors in 
technology adoptions For example, in Amoroso and Magnier’s (2012) study, it indicated that 
subjective norms shows a significant positive relationship towards the adoption of eWallet in 
Japan as consumer think that most people believe that they should apply a designated new 
technology. In a more recent study by Slade, Dwivedi, Piercy and Williams (2015), they found 
that subjective norms is the most concern toward the intention to adopt e-payment by non-
users.  The finding was further supported by Cao et al (2016) as they claimed that subjective 
norms had significant influence towards the intention use eWallet among the consumers in 
Vietnam due to high penetration of eWallet benefits by people surrounded.  
 
However, a study conducted by Trivedi (2016) stated that subjective norms do not have 
positive significant influence on young adults’ intention to adopt eWallet in India compared 
to other factors. The finding of the study was corresponded to Aydin and Burnaz (2016) where 
subjective norms was stated to have no significant influence between group mainly due to 
lower penetration and awareness of mobile payment system among people in Turkey as most 
of the people in Turkey still conducted their payment by using the traditional payment 
method. 
 
Based on all the previous studies, it can be concluded that inconsistencies finding about 
subjective norms in different settings. Therefore, there is a need to examine this construct 
towards behavioural intention of eWallet adoption among university students as well. Along 
this vein, the following hypothesis was constructed:  

H4: Subjective norms has a significant influence on intention to adopt eWallet among 
UPM students. 
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Methodology 
In this study, quantitative method was applied to test theory and generalised a conclusion or 
findings (Wright et al., 2016). Quantitative method was applied to study the relationship 
between variables as to examine the relationship between the factors and intention to adopt 
eWallet in numerical through analysis. Moreover, descriptive design was applied in designing 
a structured questionnaire and this method used to describe and interpret phenomena of 
behavioural intention to practice retail transaction with eWallet is through survey method 
where conducting survey was the only way of research to collect information from target 
audiences (Dulock, 1993). Descriptive design had applied as it can produced more productive 
data and information about the factors that influence the intention to adopt eWallet among 
students in UPM that leaded to important suggestion in reality or further research (Labaree, 
2009).   
 
The location that was chosen in this study was at Universiti Putra Malaysia (UPM), 
Serdang, Selangor Darul Ehsan. First, based on the latest report of MCMC, Selangor state was 
chosen due to it has the second highest mobile penetration of 138.3% (Hand Phone Users 
Survey, 2019). Besides, UPM also covers the students who have the intention to adopt eWallet 
as well as these targeted respondents were using smart phones from an early age and they 
are interested in new advanced technologies (Chris, 2019). Besides, undergraduate students 
who represented as the younger generation were potential customers of eWallet due to high 
spending power (Globe Newswire, 2012; Heller, 2015). In this study, simple random sampling 
was applied to choose four faculties out of 16 faculties in UPM. Four faculties were involved 
due to the reason of obtaining the total sample size that has been determined, four faculties 
are more manageable and good enough to represent UPM’s student population. This study 
divided the faculties into two group which were science-based faculties and social science-
based faculties. Four faculties were randomly selected from these two groups of faculties by 
using lottery method of sampling. Based on the lottery method of sampling, four number had 
been randomly picked with each number corresponding to the respective faculties. Hence, 
Faculty of Science, Faculty of Computer Science and Technology, Faculty of Economics and 
Management and Faculty of Human Ecology were chosen to represent the science-based 
faculty and social science-based faculty respectively. Next, systematic sampling was applied 
in this study as it was a method in which respondents from a larger population were chosen 
according to a random starting point with a fixed sampling interval. Hence, in this study, 
systematic sampling was applied to select every 4th student who passed by the main entrance 
of the selected faculties.  
 
The present study consisted sample size of 200 respondents in UPM who were at the age of 
18 and above. According to Gorsuch (1974), sample size lower than 50 is considered as small 
sample size, on the other hand, sample size of 200 is considered as large. This statement 
supported by Guilford (1954) who said that a minimum sample size of 200 is considered as 
proper for a research. A self-administered questionnaire was used as the instrument to collect 
the study data. It was comprised of 25 questions in total and the survey questionnaire was 
separated into two main sections. In section A, the questions were mainly related to basic 
information of the respondents which were age, gender, ethnic, faculty and classification of 
bachelor’s degree. Meanwhile, Section B included 25 questions, 5 questions would be tested 
for dependent variable which was intention to adopt eWallet while the other 20 questions 
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were related to the other four independent variables which were perceived usefulness, 
perceived ease of use, perceived security and subjective norms respectively.   
 
The measurements for all the main variables understudy were adapted from previous studies.  
This scale for intention to adopt eWallet were adapted from Venkatesh and Davis 2000 as well 
as Manikandan and Jayakodi (2017).  Meanwhile, the scale items adopted from Bhattacherjee 
(2001) were used in measuring perceived usefulness, Venkatesh and Davis (2000) for 
perceived ease of use, Liu and Tai (2016); Taheam et al (2016); Davis, Balaji and Gurusamy 
(2017) for perceived security and Lu, Yao and Yu (2005) as well as Koening, Marquet, Palmer 
and Zhao (2015) for subjective norms. These items were measured using a 5-point Likert 
scale, ranging from “strongly disagree” to “strongly agree”. All the measurements were 
proved to have a high good reliability by using Cronbach alpha test in which they were 
obtained above 0.8 (intention to adopt = 0.875; perceived usefulness = 0.897; perceived ease 
of use = 0.885; perceived security = 0.961; and subjective norms = 0.948).  
 
The data collected were analyzed by using Statistical Package for Social Science (SPSS). 
Particularly, Pearson correlation analysis was used to examine the relationship between 
each factor influencing the intention to adopt eWallet. Also, multiple regression analysis was 
used to determine the most significant predictor that influence the intention to adopt 
eWallet.  
 
Findings and Discussion 
In terms of the background of respondents of this study, 38.5% of respondents were male and 
61.5% were female and the age of the respondents were ranged from 19 years old to 26 years 
old. UPM students with the age of 23 years old consisted the highest percentage which 
comprise 30.5% of respondents (30.5%) whereas respondents with the age of 26 years old 
revealed the lowest percentage which only consisted of 1 person (0.5%). Meanwhile, there 
were 43.5% of Muslim, 38.5% of Chinese, 14.0% of Indian and 4.0% of respondents from other 
ethnic involved in this study. A total of 200 respondents were chosen in the study, controlling 
the faculty factor (Faculty of Computer Science and Technology, Faculty of Economics and 
Management, Faculty of Human Ecology and Faculty of Science) with each factor 
approximately 25% of the respondents. In the aspect of the classification of bachelor’s degree, 
statistics has shown that more than one-quarter of the respondents were fell into sophomore 
(27.5%) and senior (36.0%). 
 
Based on the findings from the descriptive analyses for all the variables understudy, the 
intention to adopt eWallet among UPM students was considered high as the mean score was 
4.00. This may be due to the eWallet services launched by providers was relevant and satisfied 
the needs of UPM students. The output was in parallel vein with the studies done by Madan 
and Yadav (2016), they found that youth in developing countries showed a positive intention 
towards the adoption of eWallet. Furthermore, UPM students’ perceived usefulness towards 
the intention to adopt eWallet obtained the mean score of 3.86, which was considered as 
high. In agreement with Teng et al. (2018), they pointed out that perceived usefulness will 
positively influence customers’ intention to adopt eWallet services in Nanjing, China. 
Therefore, majority of the respondents believed that perceived usefulness was one of the 
factors which led them to adopt eWallet.  
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For the level of perceived ease of use, the descriptive analysis also found that it can be 
considered as to be in high level as well with the mean score of 3.75. This result indicated that 
most of the respondents believed that perceived ease of use was one of the factors which 
influenced them to adopt eWallet and this claim was supported by Pal et al (2015); Sidek 
(2015); Seetharaman et al (2017) as well as Mehrad and Mohammadi (2017) in which their 
studies concluded that individuals who perceive the eWallet to be easy to use in their daily 
activities were most likely to adopt it.  
 
On the other hand, the result showed that UPM students’ perceived security towards the 
intention to adopt eWallet and the influence of subjective norms were considered moderate 
as the mean score were 3.00 and 3.28, respectively. This could be supported by the research 
of Patel (2016) as most of the respondents perceived the security of eWallet was one of the 
concerns by respondents and the security systems of eWallet must strengthened so that 
consumers felt secure to adopt. Besides, Rai, Ashok, Chakraborty, Arolker and Gajera (2012) 
discovered that safety and security of payment as compared to traditional methods will 
influence consumers’ intention to adopt eWallet.  
 
However, in examining the significant influence of the factors on the intention to adopt 
eWallet, subsequent analysis by using inferential results from Pearson correlation test are 
much more needed. Therefore, the following discussion will be made for the hypotheses test 
results based on this analysis.  
 
Relationship between Factors and Intention Level to Adopt EWallet 
The results for Pearson correlation were summarized in Table 1, showing that all factors have 
positive r-value which indicated all the factors has positive linear relationship with intention 
to adopt eWallet. All these shown that all the hypotheses are supported. Perceived usefulness 
was found to has the strongest relationship (r=0.846; p = 0.001) with intention to adopt 
eWallet while comparing with t h e  other factors. This suggested that the degree of 
usefulness is strongly associated with the intention to adopt. It is also indicated that the 
higher the perceived usefulness, the higher the intention to adopt eWallet among UPM 
students. The finding strengthened the study of Teng et al. (2018) in which they found that 
perceived usefulness would positively influence customers’ intention to adopt eWallet 
services due to its convenience as compared to traditional payment methods.  
 
Perceived ease of use is reported to have the second highest strength relationship with 
intention level to adopt eWallet. The r-value of 0.773 (p = 0.001) indicated that this factor was 
having a strong and positive relationship with the intention to adopt. Owing to this as well, 
the current finding corresponded to the prior research conducted by Aydin and Burnaz (2016) 
in which if eWallet is embedded with user-friendly designs and interfaces, it would match 
users’ expectation to conduct it effortlessly.   
 
In addition, the results of subjective norms (r = 0.528; p = 0.001) and perceived security (r = 
0.397; p = 0.001) are a  less explicit compared to the others two factors discussed earlier, with 
the latter is found to have the least (in terms of the strength) relationship with intention to 
adopt eWallet.  However, the strength of the relationship was considered moderate as the r-
value was in between 0.3 to 0.5. This could be explained by the moderate willingness of UPM 
students to adopt eWallet as some of them perceived it to be secure. The finding strengthened 
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the study of Taheam et al (2016) in which perceived security can influence people to adopt 
eWallet as mobile payment procedure was secure to be used. Meanwhile for subjective 
norms, the strength of the relationship can still be considered as strong as the value of 
correlation coefficient was greater than 0.5. Nonetheless, the current finding seems 
consistent with the previous research done by Cao et al (2016), an individual’s decisions to 
adopt eWallet is influenced by the suggestions from subjective norms.  

 
Table 1: Results of Pearson Correlation Coefficient 

Hypotheses  Pearson 
Correlation 

(r-value) 

Significance 
level 

(p-value) 

H1: There is a significant relationship between the perceived 
usefulness and the intention level to adopt eWallet among 
UPM students.  

0.846*** 0.001 

H2: There is a significant relationship between the perceived ease 
of use and the intention level to adopt eWallet among UPM 
students.  

0.773*** 0.001 

H3: There is a significant relationship between the perceived 
security and the intention level to adopt eWallet among 
UPM students.  

0.397*** 0.001 

H4: There is a significant relationship between the subjective 
norms and the intention level to adopt eWallet among 
UPM students.  

0.528*** 0.001 

Note: *** p < 0.001 
 
Subsequently, multiple regression analysis was conducted to determine the most dominant 
factor that influence the intention level to adopt eWallet among UPM students. Based on the 
result from multiple linear regression analysis in Table 2, when all variables putting into a 
model and interact, effects are encountered. The regression model was statistically significant 
due to F-ratio value of 163.88 with a significant level of 0.001, which is below 0.01. This implied 
that, there was a statistically significant difference between the dependent variable (intention 
to adopt e--wallet) and independent variables (perceived usefulness, perceived ease of use, 
perceived security and subjective norms). Therefore, the overall model is significant and the 
fitness of the model is considered high.  
  
Nonetheless, the result also indicated that the proportional contribution of the four factors to 
the intention to adopt eWallet was high (0.771) with an adjusted R-square (ΔR²) of 0.766. 
These statistics indicated that the four factors were able to predict up to 77.1% of the factors 
to the intention to adopt eWallet. According to Cohen (1988), R-square value which is more 
than 0.26 was meant for large effect size of predictors to the dependent variable. However, 
even though the four factors able to predict a high percent of the result, but the remaining 
22.9% of the model was explained by also other factors that able to contribute in influencing 
the intention to adopt eWallet among UPM students.  
  
The results also unveiled that perceived usefulness (β=0.612, p= 0.001), perceived ease of use 
(β=0.364, p= 0.001) and subjective norms (β=0.041, p= 0.001) were found as the significant 
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predictors toward the intention to adopt eWallet among UPM students. However, the 
subjective norms, turned out to show non-significant relationship towards the intention to 
adopt eWallet (β=0.041, p=0.467). This could be justified that the subjective norms will not 
effectively influence UPM students to adopt eWallet. Even though subjective norms did not 
show a significant relationship towards the intention to adopt eWallet but perceived 
usefulness and perceived ease of use had significant relationship.   
  
Among all the variables, perceived usefulness was found to be greatest influencing factor 
towards the intention to adopt eWallet among UPM students since it had highest regression 
coefficient (β=0.612). There were several past studies that showed perceived usefulness is the 
most significant factor that directly influence the intention level to adopt eWallet (Mun et al., 
2017; Sidek, 2015; Toh et al., 2009). In addition, perceived security (β=-0.126, p=0.001) 
indicated that every 1 unit increase in perceived security, the intention to adopt eWallet 
among UPM students will decrease by 0.126 units. This could be justified that subjective 
norms had a direct effect on the intention to adopt among undergraduate students, but it was 
not the most significant factors that influencing the intention to adopt eWallet in a direct way.   

 
Table 2: Summary of Multiple Linear Regression for Intention to Adopt EWallet among 

UPM Students 

Variables Standardized Coefficients 
Beta (β) 

Beta (t)  p-value  

(Constant)   4.252*** 0.001 

Perceived usefulness  0.612 11.887*** 0.001 

Perceived ease of use  0.364 5.652*** 0.001 

Perceived security  -0.126 -2.591*** 0.001 

Subjective norms  0.041 0.729 0.467 

Note: Dependent Variable= Intention to adopt eWallet  
F= 163.88, p < 0.001, R2=0.771, ΔR2=0.766  
*** p < 0.001  

 
Implications and Conclusion 
Despite the rapid growth potential of eWallet and its ongoing interest in Malaysia, there is still 
lack of understanding concerning the characteristics of eWallet users in Malaysia and its 
potential impact on consumer marketing. This is mainly due to the fact that eWallet is still 
new in Malaysia and just beginning to take its place as an alternative payment method for 
consumers to pay for their goods and services. Hence, the findings of this study were useful 
for eWallet companies and developers to provide insight for better understanding about 
factors that influencing consumers’ intention to adopt eWallet in order to enhance their 
applications and fulfil what consumers really want. The current findings could help eWallet 
company to understand consumers’ preferences and construct marketing strategies that were 
effective to promote their application with good reputation.   
  
Secondly, perceived usefulness and perceived ease of use were determined to have strong 
influence as compared to other independent variables in influencing UPM students’ intention 
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to adopt eWallet. Based on this study, it stated that the more likely one would perceive 
eWallet as useful and easy to use, the more likely one intends to use eWallet. Hence, eWallet 
application developer may focus on further innovation and convenience factors to enhance 
consumers perception such as the speed of payment transaction, time and effort to set up 
and learn to apply or even merchants’ accessibility.   
  
Thirdly, factor of perceived security was important in determining consumers’ intention to 
adopt eWallet. However, misperception about the security of eWallet had hindered 
consumers from embarking into eWallet. Thus, in order to decrease this misperception and 
strengthen consumers’ confidence on eWallet, related authorities such as retailers and 
businesses, financial institutions and government may deliver information relating to 
eWallet’s security features positively and accurately to its users through educating and 
creating awareness about cyber security, eWallet fraud data and actions taken to combat 
eWallet fraud incidences.  
  
Next, the impact of subjective norms should not be overlooked as the youth in Malaysia 
nowadays tend to follow trend as they always follow their favoured social influencers’ 
opinions on media social. Furthermore, it also pointed out that the more people (families, 
friends or other consumers) are using eWallet, the more likely one would intend to adopt. 
Thus, marketing team in eWallet companies may think of the way to encourage consumers 
who are adopting eWallet to persuade others who are not using eWallet yet, for instance by 
providing them rewards for inviting friends to download and use.   
 
As this study was designed to identify factors that influencing the intention to adopt eWallet 
among UPM students, it provided an exploratory examination of the relationship between 
perceived usefulness, perceived ease of use, perceived security, subjective norms and the 
intention to adopt eWallet. Based on the findings, there was a significant relationship between 
perceived usefulness, perceived ease of use, perceived security, subjective norms and the 
intention to adopt eWallet. Besides, majority of the UPM students positively intend to adopt 
eWallet towards the four of the examined factors especially perceived usefulness. However, 
when all the factors examined simultaneously, besides subjective norms, UPM students also 
showed undesirable intention towards perceived security as compared to other factors. 
According to The Nelson Company Malaysia Report (2019), there were 46% off non-users 
claimed that security concerns were their biggest barrier to adopt eWallet as they worried 
about the leakage of private information, bank details and money can be stolen by the 
scammers. Thus, this concern may cause UPM students. Thus, this may cause UPM students 
unlikely to adopt eWallet. 
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