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Abstract 
Back in the early 2000s, electronic payments (e-payments) were divided into cash and 
cheques like traditional payment systems. Both are direct payment systems, meaning 
payments require communication between the seller and the buyer. As e-payments evolve, 
so do the definitions. Payment is the component of the transaction that is executed while 
making payment. As E-commerce has evolved, electronic payment systems have been 
implemented. The study aims at defining the impact of perceived compatibility, social 
influence, personal innovation, and facilitating conditions for customer intention who use 
mobile phones to make payments in Malaysia. This research shows that the UTAUT model is 
helpful for academicians and advertisers as a means of understanding consumers' intentions 
to adopt new technologies such as e-payments when used in conjunction with other research 
purposes. The result of the study shows that there is a relationship between dependent 
variables (social influence, perceived compatibility, and facilitating condition) and 
independent variables (adoption of e-payment). However, there is no relationship between 
personal innovativeness and customers’ intention to use mobile phones for e-payment in 
Malaysia. Therefore, the study approves that effort expectancy and social influence have a 
significant relationship with the adoption of e-payment. The methodology of this study was 
to provide quantitative data by distributing online questionnaires among 150 targeted 
respondents. Three data analysis models were used in this study: Data Analysis Descriptive 
Analysis (DADA), Multiple Linear Regression (MLRB), and Pearson Correlation Coefficient 
Analysis (PCCA). The survey was conducted using SPSS Version 27. 
Keywords: UTAUT Model, Personal Innovativeness, Social Influence, Perceived Compatibility, 
and Facilitating Condition 
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Introduction 
As we all know, technology and innovation have taken a huge leap forward in the past 

20 years. Bank Negara Malaysia (BNM) has implemented several policies to keep Malaysia at 
the forefront of e-payment adoption. According to Digital News Asia (2023), these include the 
development of an e-payment roadmap back in 2011, followed by the publication of the 
Financial Sector Blueprint (FSBP) 2022-2026 in 2022. The most recent FSBP has set a more 
ambitious target. Since the previous goal of 221 E-payment transactions per person in 2021 
has been met, the new goal is to increase E-payment transactions by a minimum of 15% per 
year, which will result in more than 400 E-Payments per person by 2026. Mobile payment 
refers to the process of making payments through electronic devices, such as mobile phones. 
It also includes the transfer of funds to relatives and friends with the help of payment 
technology applications (Grant, 2021). Funds are transferred out of the bank account using 
debit cards, credit cards, or Internet banking to pay individuals using an electronic wallet, 
providing a convenient cashless payment option. 

According to (Green, 2018), there are a few things that make e-payment systems more 
popular. First, they're much easier to use than cash, cheques, credit, and debit cards. You can 
send and receive payments in just a few seconds. Secondly, by using the QR codes. Refer to 
the study conducted by (Smith, 2022), QR codes are also convenient for businesses. You can 
use them to promote your website directly to customers, and they can also be added to other 
offline media like flyers, cards, posters, pamphlets, and signs. That way, customers can scan 
the QR codes to find out more about your business. Salimon et al (2017), state that the use 
of Internet technologies has improved business performance. E-commerce sites have 
increased sales with the improvement of the way businesses work once they start to expand 
their business in local and international markets and can improve their relations with their 
existing customers. More than that, Jung et al (2020), state that to make products available 
to larger customers through electronic payment systems, existing mail-order services will be 
extended to other potential customers, and local businesses will benefit from increased 
visibility. In addition, QR codes can easily be added to offline media like flyers, company cards, 
posters, brochures, and signs so that customers can scan the QR codes to learn more about 
your company's information. QR codes can also help the company in creating or building trust 
and reputation of your brand. E-payment is one of the most convenient ways for customers 
to allocate or transfer money, make payments, and process account requests 24/7, 365 days 
a year. In addition, e-payment can help you reduce your business and personal expenses. 

Bank Negara Malaysia data shows that the total amount of e-payment transactions 
amounted to RM 5 billion in 2021, comprising 233,6 million transactions. This is the highest 
number of e-payments compared to the year 2016. The reason behind the high number of 
transactions for e-wallets is that there are a lot of e-wallets to choose from. As a result of the 
Central Bank's license issues, there are 42 e-wallets for non-bank electronic money parties. In 
Malaysia, there is a wide range of digital wallet platforms available to individuals who wish to 
use their mobile phones for electronic payments, including but not limited to Touch and Go, 
Grab Pay, Boost, Big Pay, Five Pay, and others. In addition to e-wallets, plastic money, such as 
debit cards, credit cards, or prepaid cards, is also considered an electronic form of payment. 

The purpose of this study is to determine the factors that influence the intention of 
customers to use their mobile phones for electronic payments in Malaysia. Although mobile 
banking and electronic payment transactions are increasing in Malaysia, the country is still far 
from being cashless. Several articles by (Aslam et al. 2017; Imran, 2018; Madhu et al., 2017; 
Shrikala, 2017) have explored the challenges of implementing e-wallet payment schemes, and 
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the factors that discourage customers from using mobile payments, such as safety, trust, and 
awareness. The purpose of this research is to investigate the factors that influence customers' 
intention to pay with their mobile phones in Malaysia. In this case study, we will consider 4 
factors of customers' intention to make electronic payments using their mobile phones in 
Malaysia. 

 
Problem Statements 

The issue with the research highlighted is that the pandemic had clearly improved and 
by the change forced many people to start using e-payments even though they still didn’t 
believe in the process. At the same time, many brands and merchandisers had also changed 
their payment methods and some people stopped receiving cash and instead needed an e-
payment system under their account to buy their product. The reason why e-payment is not 
fully utilized is that they have low intention to use it as they still rely on physical cash and the 
existing online system that they have been using for a long time (Widayat et al., 2020). 
Malaysians are still reluctant to use e-payments because of challenges such as a lack of 
internet knowledge which leads to a lack of trust in the e-payments system (Wei L. et al. 2017). 
Many students don’t get enough education and knowledge about e-payments and how to use 
them. The level of intention is low because students get false information that when using e-
payments their personal information has been used for some other purpose. 

Yang et al (2021) argues that due to the new technological era, the conventional method 
is no longer convenient and an option during COVID-19. Even during or before COVID-19, 
consumers still considered e-payments, and the possibility was there. Acheampong et al 
(2020) argue that there is a gender gap in the use of e-payments. It supports that different 
ages and genders have different skills and understanding of mobile usage and features. Jung 
et al (2020c) argue that the specific requirements of mobile applications affect the use and 
use of mobile payment towards consumer adoption. Specification requirements are social 
impact, privacy protection, and mobility, which consumers consider important because 
failure to meet these requirements creates a dubious option for consumers at the time when 
electronic payment was introduced. 

From now on, this study will help the government to understand more about the factors 
that motivate people to accept e-payments. For example, governments know the concept of 
compatibility, where people believe that e-payments should be adapted to meet their 
convenience or security, which makes them more likely to accept them. The surge of DutiNow 
registration for retail shops meant that many businesses started accepting e-payments. 
Today, businesses that don’t accept e-payments will be left behind and face extinction. To 
drive customer intent toward e-payments, this study from Subaramaniam (2020)) benefits 
retailers by identifying the factor affecting customers. 

 
Research Objective 

The purpose of the study is to determine the impact of the perception of compatibility, 
social influence, personal innovation, and enabling conditions on customer intent among 
working adults who utilize mobile phones for electronic payments in Malaysia. The following 
are the objectives of the study as we progress to the fourth research question by examining 
the four components of factors that influence customers' acceptance of e-payment. 
RO1: To identify the effect of personal innovativeness on customers’ intention to use mobile 

phones for e-payment in Malaysia.  
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RO2: To identify the effect of social influence on customers’ intention to use mobile phones 
for e-payment in Malaysia.  

RO3: To identify the effect of perceived compatibility on customers’ intention to use mobile 
phones for e-payment in Malaysia.  

RO4: To identify the effect of facilitating conditions on customers’ intention to use mobile 
phones for e-payment in Malaysia. 

 
Literature Review 

Many studies have been conducted on the factors that affect user acceptance of a 
cashless society among consumers in Malaysia. The shift from financial technology to digital 
payment has ushered in a new era of cashless society. As the world continues to move 
towards a cashless society, the Government of Malaysia has been working to strengthen the 
cashless society agenda by actively promoting e-wallets with the implementation of the 
Interoperable Credit Transfer Framework (ICTF) policy in 2018. In the early 2000’s, electronic 
payments (e-payments) were divided into cash payments and cheques like traditional 
payment systems. Both are direct payment systems, which means payments need to be made 
through communication between the buyer and seller. As technology advances, the definition 
of e-payments changes. Kabir et al (2015) defines e-payments as a set of components and 
processes by which two or more parties execute a transaction and exchange monetary values 
electronically.  

An e-wallet is an electronic card used to pay for goods and services online through a 
computer or smartphone. E-wallets are like credit cards or debit cards and must be linked to 
the individual’s bank account in order to make payments. Electronic payment systems allow 
users to pay for goods or services without the need for cash. One of the reasons for this study 
is to give technical service providers (TSP) an idea of what factors they need to think about 
when creating a new tech service. Soegoto and Tampubolon (2020) for example, consider the 
factor of enabling conditions. They argue that the TSP may put in the effort to offer more tech 
support for the services, such as a customer technical support team in place, 24/7 live chat, 
and so on. This expanded the model by adding another construct of personal innovation and 
perceived compatibility. Both elements are beneficial for marketers to reach the right target 
audience and also emphasize the key point when marketing. For instance, marketers know 
that people with high personal innovation can be the first adopters and use their experiences 
to promote through social influence. In a marketing campaign, according to Komlan et al 
(2019) marketers can focus on this factor to motivate the customer to make the shift from 
physical to online payments. When it comes to performance expectations, it's the first 
independent variable. In a study by Venkatesh and colleagues, they found that there was a 
big connection between performance expectations and people's intention to use e-payment. 
So, it looks like performance expectations had an impact on people's willingness to use e-
payments. But when it comes to the study by Karim et al (2021) they found no connection 
between performance expectations and people's willingness to adopt e-payments either. 

In addition, previous research has shown that customer behavioral intent can be 
influenced by a number of elements. Personal innovation, perception of compatibility, social 
impact, and ease of access are cited as the most influential factors influencing customers’ 
intent to use mobile for e-payments in previous research. For example, according to a study 
by Komlan (2019), there is a strong correlation between personal innovation and intent to 
use mobile money services among consumers. In another study by Tiong et al (2020), Tiong 
found that perception of compatibility and social impact positively impacted the intention of 
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consumers to use mobile banking services among Gen Y in Malaysia. Chandran et al (2020) 
found that there are several studies on intentions and determinations of e-payment usage 
related to speed, accessibility, security, design, privacy, content, seemingly useful, ease of 
use, trust, and confrontation. Only a few limited studies have focused on e-wallet user 
behavioral intention in relation to influencers. 

The e-payment intention was significantly influenced by user perception of 
compatibility and facilitating conditions of e-payment in an empirical study conducted in 
Saudi Arabia by (Noha et al., 2021). Similarly, in a study conducted in Malaysia by Shafie et 
Al., in 2020, social influence was found to be a major predictor of e-payment intention. 
Furthermore, in another study conducted in Jordan by Sitorus et al (2019), it was found that 
social influence, as well as facilitating conditions, had a considerable influence on behavioral 
intention in a financial software information system. In addition, a limitation of the sample 
size study, as identified in the study by Sobti (2019), is that the sample is sampled from a 
single state due to budgetary and temporal constraints. The findings of the study are limited 
to a centralized sample representing a specific place, as a larger sample size may alter the 
precision of the result, and the alteration will also result in changes in the outcome. 

Our research focuses on personal innovation, social impact, perception of compatibility, 
and facilitation conditions on customer intent. Since our study also concentrates on one 
domain and the precision of sample size and outcome is collected from the focus group of 
working adults in Malaysia, the underlying theories involved in this study relate to the Unified 
theory of acceptance and use of technology (UTAUT). UTAUT stands for Unified Theory of 
Acceptance and Use of Technology, and it's a way of thinking about how people use 
technology. It's been developed by Venkatesh et al (2003). Basically, UTAUT tries to explain 
how people plan to use information systems and how they'll use them in the future. It says 
there are four main things that affect how people use information systems such as how long 
they'll use it, how long they'll try to use it, how hard they'll work to use it, and how easy it'll 
be for them to use it. It also says that people who are gender, age, have experience, and are 
willing to use it can help balance out the four main things that influence how people use it. 
This theory was created by looking at eight different models that have been used in the past 
to explain how people use information systems. These include the theory of reasoned action, 
the technology acceptance model, the motivational model, the planned behaviors theory, a 
combination of the planned behaviors and technology acceptance models, the personal 
computer use model, the theory of diffusion of innovations, and the social cognitive theory.  

This theory model has been used to investigate customer intentions. This chapter's 
focus is on the dependent variable, customers’ intention, and the independent variable, 
perceived compatibility, personal innovativeness, facilitating conditions, and social influence. 
In relation to this study, the framework has been presented and explored. The dependent and 
independent variables have been thoroughly studied in the related literature to explore the 
link and its influence. UTAUT theory is also being applied to previous studies that looked at 
four variables: performance expectancy; effort expectancy; social influence; and facilitating 
conditions influencing the intent to use new technology. In this study, however, the model 
was augmented by the addition of a new construct of personal innovation. As mentioned in 
the text of the paper from Haidar (2020), the rationale for personal innovation was added 
because it was found that personal innovation was predictive of consumer adoption of new 
technologies. 

 
Research Model Framework 
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Figure 1: The Underpinning Theory 

 
The figure shown above is based on the research conducted by Kirti (2021) and 

supported and applied in the study conducted by (Patel et al., 2021). It is an extension of 
Davis' (1921) technology acceptance model (TAM). It is used to determine the motivation to 
use technology based on the customer's behavior and intent. According to Bo et al (2022), 
UTAUT is composed of four variables: performance expectancy; effort expectancy; social 
influence; and facilitating conditions, which influence the intention to use new technology. 
Momami (2020) points out that technology acceptance theories and models focus on people's 
behaviors and their willingness to accept new technology in relation to variables and 
constructs from a theoretical point of view. 

The UTAUT model is based on the research conducted by (Ida et al., 2018). The UTAUT 
model was used to study the attitudes of the millennial generation toward e-payments in the 
study. The study has derived from the variable that influences behavioral intention. In our 
study, the associated variable, facilitating condition, had a positive relationship with user 
behavior, and the associated variable, social impact, had less relationship with behavior. 
When compared to our variable, the variables such as social influence and facilitating 
condition, as well as personal innovativeness, show from the research that there is a 
significant positive effect on behavioral intention in the adoption of e-payments. The reason 
for the lower relationship on social influence is that technology infrastructure is more 
important in daily use because of technological advances compared to social factors. 

The dependent variable in this study is customer intention. Customer intention is a 
sequence of actions an individual aims to achieve. Wong et al (2022) define intention as a set 
of steps that an individual intends to take. Customer Intention also defines behavioral 
intention as the willingness of users to use an electronic payment method. The UTAUT model 
shows that customer behavioral intention is directly related to user behavior. In other words, 
consumers who are more likely to adopt new technology are more likely to do so than other 
consumers. Mapeshoane and Pather (2016) found that compatibility plays an important role 
in influencing customers’ intention to adopt e-payment. Marketing departments benefit from 
promoting this so that they can attract customers who find e-payment services that fit their 
lifestyles well. 

This argument was supported by (Ngoc and Thi, 2020). They found that compatibility 
had a significant effect on the adoption of electronic wallets among Gen Z in Vietnam. 
Similarly, Malik et al (2019) for example, indicated that social influence was a significant 
determinant of customers' intention to use the e-wallet app. Similarly, Puspitasari and 
Salehudin (2022), for example, suggested that the advantage of targeting the innovative 
individual was that the marketer could equip the customer with the characteristics of an early 
adopter to influence the customer's intention to use QRIS' cashless payment service. In 
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addition, a study by Intan et al (2018) on the intention to accept electronic payments in 
Malaysia found that social influence significantly influenced the intention to accept e-
payments. Another study by Cacas et al (2022) found that social influence positively 
influenced customers’ intention to accept cash services among Filipino citizens. 

Then, move to the independent variables. One of the first independent variables is 
personal innovation. One factor that has been previously studied as a potential factor in the 
adoption of different technologies is personal innovation. Lui et al (2021) for example, defined 
personal innovation as the willingness of the individual to try out a particular innovation. Tsai 
et al (2019) for example, define personal innovation as the prevalence of an individual’s 
willingness to try out a new information technology, which can be used as an independent 
measure of the individual’s innovativeness. David et al (2017) discovered that there are two 
kinds of personal innovation that can influence people's willingness to use a new tech system. 
The first type is called Consumer Innate Innovation, which means people are ready to use new 
tech if they don't have to connect with other people or have a lot of previous experience with 
it. The second kind is Domain Specific Innovation, which is people's tendency to learn or 
experiment with things related to something they're passionate about. 

Social influence is the second independent variable. Social influence, as defined by 
Jayashree et al (2022), refers to the impact of the social context on a consumer's intention to 
utilize a linked system, such as a family, leader, co-worker, or friend. In other words, the 
alteration of an individual's behavior, regardless of whether it is the result of close contact. 
According to previous research conducted by Khanra et al (2021) users' intentions will be 
influenced by the thoughts, beliefs, and opinions of others. Yeow et al (2017) define the social 
effect as the context in which an individual makes a choice to adopt or reject a technology, 
particularly in the early stages of development. Furthermore, the assumption that an 
individual is more likely to trust the opinion of others, especially those who are important to 
them and have a stronger relationship with them, will affect a user's acceptance of 
technology. As demonstrated by Hashimz et al (2018), social influence has a beneficial impact 
on e-payment. When individuals participate in technological innovation, social influence will 
influence their commitment to the changing innovations.  

As highlighted by Flavian et al (2022), customers gain more information when they 
utilize the new technologies. This in turn will raise their awareness among their peers and 
family members through endorsement and word of mouth. In addition, according to Daniel 
(2017), social influence through advertising has a strong impact on customers’ willingness to 
use their mobile phones for electronic payments. For instance, there is an electronic payment 
method in Japan called Mobile Suica. This method is introduced and promoted by famous 
singers. Social media users will be directly attracted to Mobile Suica through persuasive 
marketing. According to Jonathan et al (2022), there are positive impacts on mobile phone 
users to adopt electronic payment systems in Brazil. In Sri Lanka, Dissanayake et al (2022) 
found that there was a positive impact on customer intention as well as social influence to 
use electronic payment in life insurance. Most people have started to adopt electronic 
payment as part of health-protection activities. 

The third independent variable is perceived compatibility. Cherinet (2019) defines 
compatibility as the extent to which an innovation is perceived as being in line with people's 
current needs, values, and past experiences. Compatibility is frequently used as a measure of 
attitude development during the adoption phase. Hong et al (2017) found that when 
innovation is introduced, it is more likely to be adopted as it is well-aligned with the value 
systems and work commitments of potential users. Compatibility plays a significant role in 
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the adoption of innovation. Individuals who are well-equipped with high compatibility result 
in the immediate adoption of emerging technologies (Tasnim et al., 2021). The more 
compatible an innovation is, the fewer changes it necessitates and the quicker it is adopted 
by users. The implementation of new technologies necessitates modifications to existing 
processes and procedures to maximize the utilization of the technology. 

If users feel like the new product doesn't match their past experiences, wants, and 
lifestyle, they're more likely to turn it down. Tim (2019), for example, found that when users 
experience incompatibility with innovation, they'll reject it without looking at how it works 
and how useful it is. So, seeing incompatibility between a product and a a user won't change 
the adoption process, but it will break down at the knowledge stage. Uzairi et al (2020) found 
that perceived compatibility is strongly linked to QR e-payment practice intention. They 
suggested that service providers highlight and relate the system's compatibility to their 
prospective consumers' characteristics, like buying habits. Singh and Sinha (2020) found that 
there's a strong connection between perceived compatibility and customer's intention to e-
pay, which ultimately impacts retailers' behavior intention. They found that retailers saw the 
value of the new technology when it was compatible and simple to use. 

The final independent variable is the facilitating condition. In the opinion of Widayat et 
al (2020b), facilitating conditions define a person's perception of the accessibility of technical 
infrastructure capable of providing assistance when using new technology. These conditions 
facilitate the use of technology more easily and influence the adoption of mobile technology. 
In the absence of facilitating conditions, a customer's intention is a barrier to their action. For 
example, if a customer has the intention to engage in a certain behavior, but no facilitating 
conditions are present, the behavior will not take place. Despite the evolution of e-payment 
and its gradual implementation, the user experience should be enhanced in order to achieve 
user satisfaction. This is because most individuals, particularly baby boomers, are not 
proficient in e-payment systems. Additionally, there are a variety of e-payment systems on 
the market with varying payment methods, which can lead to misapprehension. 

Rural communities face a lot of challenges when it comes to using e-payments, 
especially if they don't have access to technical features, don't have the right tools, don't have 
telecommunication or software systems, don't have enough support, don't have proper data, 
and don't have enough resources. This can stop people from using the technology. For 
example, in a paper from Kamaghe et al (2020); Foo-Wah et al (2020), they said that users 
need a set of easy-to-use tutorials to help them understand the payment system. This could 
be online tutorials or live support chat. This can help users get used to the system and make 
them more interested in using it. It looks like customers will be more likely to use e-payments 
if they have access to better resources and have more fun with tech. This is based on a study 
done by Singh and Sinha (2020); Chen et al (2019) showed that there's a big connection 
between how easy it is to use something and how likely customers are to use it again. It's also 
in line with a study done by Seesuk (2020), which said that making things easier for customers 
meant they'd reuse it more often.  

 
Methodology 

For this study, a quantitative statistical series technique is employed to investigate the 
drivers of consumer intent toward e-payments in Malaysia. As Ming and Jais (2022) explain, 
quantitative research uses targeted survey questionnaires and quantitatively evaluates the 
data using empirical analysis to investigate the interlinkages. The methodology used to 
aggregate the data includes a self-administered questionnaire sent to the working adult 
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population in Malaysia within the scope of the study. They also used a convenient sampling 
approach to collect data from 150 consumer respondents in Malaysia. The statistical 
population survey (SPS) version 27 is used to assess the data of this study. The sampling 
technique used for this study is probabilistic sampling. Probabilistic sampling is applied as 
simple random sampling. This means that all the qualified subjects from the population have 
equal chances of being selected. The questionnaire was adopted as the research tool. The 
questionnaire makes it easier to collect the data into systematic spreadsheets for data 
analysis, reduces data entry errors, and accelerates hypothesis testing. 

 
Hypothesis Generation 
The following hypothesis has been generated in context with the theoretical framework: 
H1: There is a significant relationship that personal innovativeness affects customers’ 
intention to accept mobile payments in Malaysia. 
 
H2:  There is a positive relationship that causes social influences to affect customers’ intention 
to accept mobile payments in Malaysia. 
 
H3: There is a positive relationship that causes perceived compatibility to affect customers’ 
intention to accept mobile payments in Malaysia. 
 
H4: There is a positive relationship that causes facilitating conditions to affect customers’ 
intention to accept mobile payments in Malaysia. 
 
Data Analysis 
Characteristics of the Respondents 

This study was done using a correlational approach. This approach is used to figure out 
how two variables, an independent variable, and a dependent variable, relate to each other 
using a set of statistics. The research design was chosen to measure the relationship between 
the factors that affect e-payment adoption among Malaysian consumers. We also used a 
convenient sampling technique to get data from 150 consumers. This method is used because 
it's fast, cheap, and easy for researchers to get the data they need. The data needed for this 
study was collected using a survey instrument and was coded and analyzed with SPSS version 
27. 
 
Demographic Analysis 
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The table above shows the data collected for the study. The sample consists of 150 sets of 
questionnaires with 105 female respondents and the remaining 45 male respondents. Most 
respondents (64.0%) are married. The age distribution of respondents is as follows: 86.0% are 
over 21 years old and 14.0% are under 20 years of age. The income level is as follows: 90% of 
respondents earn less than RM 2,000/month for their job followed by those who earn 
between RM 2,001/month and RM 4,000/month (54), with only 6 respondents earning more 
than RM 4,000. 
 
Descriptive Analysis 

Table 2 shows the mean values, maximum values, standard deviations, and mean values 
of each variable that influences customers’ e-payment acceptance in Malaysia: Perceived 
Compatibility: Mean score 4.26, SD 0.81. Meanwhile, Facilitating Condition: Mean 4.06, SD 
0.90. then, Social Influence: Mean 4.03, SD 0.93. move to Personal Innovativeness: Mean 
3.97, SD 0.95. Lastly, Customers’ Intent to Accept e-payments: Mean 4.24, SD 0.80. The result 
shows all the mean variables range from 3.70 - 4.26 indicating that the respondents agree 
with all the statements in the questionnaire. Since the questionnaires have been tested with 
a five-point Likert scale (3.0+), the higher the Likert value, the higher the level of 
agreeableness. In this study, the highest mean is found in PC-4. “E-payment makes it easy for 
me to make payments.” This indicates that respondents agree with this statement the most, 
where e-payments improve the performance of daily payments. 
 
Table 2 
Summary of Descriptive Statistics 

Descriptive Statistics 

                                              N Minimum Maximum Mean Std. 
Deviation 

PI 150 1.00 5.00 3.97 0.95 

SI 150 1.00 5.00 4.03 0.93 

PC 150 1.00 5.00 4.26 0.81 

FC 150 1.00 5.00 4.06 0.90 

BI 150 1.00 5.00 4.24 0.80 

Valid N (listwise) 150     

 
Pearson Correlation 

Table 3 shows the correlation analysis for PI, social impact (SI), PC, facilitating condition 
(FC), and BI. All variables tested had data results above zero, with values ranging from 0.481-
0.754 indicating a positive relationship between variables. The correlation between perceived 
compatibility (PC) and customer intention (BI) showed a very high positive relationship 
between these two variables, with a value of 0.754 or greater. All independent variables 
showed positive and significant correlations/directions toward the dependent variable. 
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Table 3 
Pearson Correlation Test Results 
                                                                       PI SI PC FC BI 

PI Pearson Correlation 1 .539** .470** .565** .481** 

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

N 150 150 150 150 150 

SI Pearson Correlation .539** 1 .553** .607** .549** 

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

N 150 150 150 150 150 

PC Pearson Correlation .470** .553** 1 .592** .754** 

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

N 150 150 150 150 150 

FC Pearson Correlation .565** .607** .592** 1 .611** 

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

N 150 150 150 150 150 

BI Pearson Correlation .481** .549** .754** .611** 1 

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

N 150 150 150 150 150 

**. Correlation is significant at the 0.01 level (2-tailed). 
Coefficient Analysis  
Table 4 
Coefficient Results 

Unstandardize
d Coefficients 

Standardize
d 
Coefficients 

 
 
 

t 

 
 
 

Sig. 

95.0% 
Confidenc
e Interval 
for B 

Collinearity 
Statistics 

 
Model 

 
B 

 
Std. 
Erro
r 

 
Beta 

  Lowe
r 
Boun
d 

Upper 
Bound 

 
Toleranc
e 

 
VIF 

1 (Constan
t) 

1.54
9 

.657  2.356 .01
9 

.257 2.842   

PI .063 .041 .062 1.524 .12
8 

-.018 .145 .611 1.63
7 

SI .083 .040 .091 2.106 .03
6 

.006 .161 .537 1.86
3 

PC .571 .042 .564 13.58
1 

.00
0 

.488 .653 .581 1.72
0 

FC .205 .050 .187 4.137 .00
0 

.108 .303 .491 2.03
5 

***Dependent Variable: BI 
 

The coefficient analysis describes the relationship of the dependent variables to each 
independent variable. P-values for the dependent variables specify whether the relationship 
is significant. If the p-value is greater than 0.05 it is non-significant and indicates strong 
support for the null hypothesis, in other words, it does not support the hypothesis. On the 
other hand, a p-value less than 0.05 is considered significant and indicates weak support 
against the null hypothesis, thus supporting the hypothesis. In Table 4, the Sig column 
indicates that the only variable with a P-value greater than 0.05 is personal innovation (p-
value 0.128), while the remaining variables have p-values below 0.05. These variables include 
facilitating condition (P-value 0.000), social influence (P-value 0.036), and perceived 
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compatibility (PV 0.000). It can be concluded that SI, PC, and FC are significant for customers' 
intention to accept electronic payments, while PI is not significant. 
 
1. The p-value for PI: personal innovation is 0.128 (p>0.05). There's no significant 

relationship between personal innovation and whether customers want to accept e-
payments in Malaysia. 

 
2. The p-value for SI: Social Influence has a p-value of 0.036 with a p-value < 0.05. This means 

there's a strong significant relationship between how much social influence a company 
has and how likely customers are to accept online payments in Malaysia. Beta is also 
0.083, meaning that if the increase in social influence by 1, it will result in an increase of 
0.083 in customers' willingness to accept online payments. 

 
3. The p-value for PC: perceived compatibility is 0.000 with a p < 0.05. The relationship 

between perceived compatibility and e-payment intention in Malaysia is significant. The 
beta value for PC is 0.571. This means that for every unit increase in perceived 
compatibility, there will be an increase of 0.571 in e-payment intent in Malaysia. This is 
the most influential variable as it has the strongest beta. 

4. The p-value for FC: Facilitating Conditions is 0.000 (p<0.05). There is a significant 
relationship between the number of Facilitating Conditions and the likelihood of 
customers' willingness to accept electronic payments in Malaysia. Beta is 0.205, meaning 
that a one-unit increment in Facilitating Conditions leads to an increase of 0.205 in the 
likelihood of e-payments being accepted by customers in Malaysia. 

 
Summary Result 
As a summary, based on the results in Table 5, three variables, social influence, perceived 
compatibility, and facilitating condition are significant towards the intention to accept e-
Payments in Malaysia. 
 
Table 5 
Summary Results 

Hypotheses P-Value Decision 

H1: There is a relationship between personal innovativeness and 
customers’ intention to use mobile phones for e-payment in 
Malaysia. 

P=0.128 
p>0.05 

Not 
Supported 

H2: There is a relationship between social influence and 
customers’ intention to use mobile phones for e-payment in 
Malaysia. 

P=0.036 
P<0.05 

Supported 

H3: There is a relationship between perceived compatibility and 
customers’ intention to use mobile phones for e-payment in 
Malaysia. 

P=0.000 
P<0.05 

Supported 

H4: There is a relationship between facilitating conditions and 
customers’ intention to use mobile phones for e-payment in 
Malaysia. 

P=0.000 
P<0.05 

Supported 
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Discussion & Recommendations 
Discussions 

This study examined the prerequisites that lead customers to adopt an electronic 
payment system when making payments. The four main factors of adoption were personal 
innovation, social influence, facilitating conditions, and perceived compatibility. Payment is 
the primary element to complete a transaction when making a payment. As E-commerce has 
grown, electronic payment systems have become increasingly popular, allowing individuals 
to complete their tasks quickly and efficiently. Based on the finding of the first dependent 
variable of personal innovativeness, the results obtained where p=0.128, p>0.05 show that 
there is no relationship between personal innovativeness and the customers’ intention to use 
mobile phones for e-payment in Malaysia. It was consistent with the previous studies 
conducted by past researchers Lui et al (2021), that personal innovativeness is associated with 
the acceptance of the latest technology. It is, however, worth noting that in a world where 
electronic payments have become the new normal, especially in the post-pandemic era 
where many people have turned to online shopping to cut down on physical contact, this is 
not a new entry into the market, where the first adopters will be the ones with positive 
attitudes to adopt electronic payments. In fact, it has become almost a part of the way 
consumers make their daily purchases in Malaysia, especially when the government has been 
promoting the use of electronic wallets in the country. 

The second variable has also been confirmed by previous research by Wei et al (2017); 
Chinnasami et al (2022); Sayantan et al (2020) mention that people are influenced by their 
peers when making decisions to adopt technology. This is especially true in Malaysia, where 
the society is highly collectivist. Therefore, people are more inclined to seek advice from their 
peers or are influenced by their own actions when making decisions. It is also because nobody 
is an island, and they may want to feel like part of a group, so they are able to satisfy their 
sense of belonging. A strong recommendation from their social circle, such as good reviews, 
will also increase their confidence in adopting, especially if they are hesitating about the 
advantages and disadvantages of adopting. Thus, the results obtained in this study where p = 
0.036 < 0.05 indicates a positive significance of social influence on the customers' intention 
to adopt mobile phones as e-payments in Malaysia. 

Let’s move on to the next variable: Compatibility. Compatibility is important because if 
it aligns with your value system, then you’ll adopt new technologies with little constraint 
(Cherinet, 2019; Tasnim et al., 2021; Benson et al., 2019). In a sense, this makes sense, 
because if the new technology is compatible with your existing devices, then you won’t need 
to make as many changes or fuss to adopt the new gadget. In the same way, if compatibility 
enables the user to get the maximum benefit with the minimum effort on the user’s end, it 
doesn’t mean that the user has a reason to resist or a reason to turn down the new 
technology. For example, the government of Malaysia has been enforcing the need for 
physical distancing during the pandemic. In order to implement this policy, cashless payments 
have been used as a means of payment and when the consumers can easily download 
compatible apps based on their mobile phone’s operating system, it will enhance their 
experience with technology. In this case, where p = 0.000 and p < 0.05, there is a positive 
relationship between perceived compatibility and the customer’s intention to use mobile 
phones for e-payments in Malaysia. 

Last, but not least, is facilitating conditions. According to the literature review, past 
academic researchers agree that facilitating conditions play an important role in increasing 
the consumer's intention to adopt new technology. This is because, if there are enough 
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resources (e.g., tutorial, support, high-quality, and efficient design) provided to the consumer 
to make the new technology seem easy to use, this will also increase the consumer's interest 
in adopting the technology. If, on the other hand, people are busy with their responsibilities 
in the busy world of today, it may discourage them from adopting the new technology if they 
have to put in a lot of effort on their part to understand how the technology works. Therefore, 
it shows that when flexibility, usability, and strong incentives are provided to the consumer, 
they will be more inclined to adopt the new technology. This is especially true if the consumer 
comes from an older generation where they may be less exposed to new technology than the 
younger generation of consumers. As such, the results shown in this research where p-0.00, 
p<0.05 show that there is a positive significance between facilitating conditions with the 
customers’ intention to use mobile phones for e-payment in Malaysia.  

From the results of this research, e-payment is becoming more and more important. 
Therefore, it is important for marketers to understand the factors that will trigger the 
consumer’s intent to adopt new technology in order to ease the transition in their outlets 
from traditional payment methods to the new method of cashless transactions. This is 
important because it will allow marketers to continue to retain their current customers and 
attract new customers when they can convince their customers that adopting e-payments 
will be easy and convenient for them. In a sense, it also reduces the risk of transmission and 
helps retail stores reduce the need for human resources in the stores. 

To sum up, this research demonstrates that the utilization of the University of 
Technology, The UTAUT model is useful to assist academics and marketers in comprehending 
the consumer's intention to adopt a new technology, which is electronic payments. The 
results of this research demonstrate a positive significance across independent variables such 
as social influence, perception of compatibility, and facilitative condition. Although personal 
innovation has been tested in previous literature reviews concerning the adoption of various 
types of innovation, no significance has been tested in this study. This is likely due to the 
consumers in Malaysia attempting to adopt electronic payments due to the pandemic, which 
is an external factor that cannot be controlled. Furthermore, the newer generations of 
consumers, who are raised in a technologically sophisticated world, are no longer unaware of 
the need to adopt new technology, and instead seek to embrace it as part of their daily lives. 

 
Contribution of the Research 

This study is of great significance to those involved in the e-payment industry, as it 
outlines the four key factors that influence the intention to adopt an e-payment system such 
as performance expectations, effort expectations, social impact, and facilitating conditions. 
Despite a rapidly developing market, Malaysian users are beginning to embrace the e-
payment scheme as a convenient and efficient way to complete a payment transaction. 
Specifically, the focus is on consumers in Malaysia, who are more interested in technical and 
electronic components. This study has enabled the development of a new model that can 
predict the intention to use e-payment systems among consumers. This will also improve the 
impact towards the acceptance of e-payment systems by other institution students, as the 
current result indicates a positive behavior towards adoption. 

The findings of this study also allow e-money issuing companies to be more cognizant 
of potential areas that could be improved upon in order to promote or implement effective 
marketing initiatives to foster community interest in the potential use of electronic money 
for micropayments in the future. Additionally, the research may provide consumers with a 
better understanding of the benefits of e-payments. For example, e-payments may provide 
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consumers with the flexibility to complete a transaction at any point in time, regardless of 
their location. Furthermore, consumers may be able to more easily manage their expenses 
due to the fact that e-payment systems would record all transactions on their accounts, 
allowing e-payment users to check for expenses against their transaction history. This may 
make it more convenient for consumers to pay with e-payments rather than cash, as they 
would not be able to view all their transaction history if they do not keep track of their daily 
expenses.  
 The e-payment system can also be used by government bodies and business 
organizations to supplement existing payment methods and improve consumer payment 
behavior. It is important for managers and marketers to recognize the impact of cultural 
values on the intention to use the electronic money system. The research sample is spread 
across Malaysia, so it would be very helpful to understand how the intention to adopt an e-
payment system varies by location and how culture affects the usage intention. In addition, 
we could also understand whether the location of students plays a role in their intention to 
adopt the electronic money system, as there are always places that don’t offer e-payment 
systems. Based on the results of this study, practical implications were obtained about the 
factors that affect the intention to use e-money.  
 
Recommendations for Future Research 

Extending the scope of the study to include urban and rural areas across Malaysia will 
help to gather clearer information to better understand customer intent towards mobile 
payments in Malaysia. Future research can also look at other factors such as perceived safety, 
perceived value, perceived speed, and performance expectancy to get more accurate factors. 
Encouraging to expand the sample to a larger number of respondents will help to illustrate 
the result and represent a valid population. A larger sample size reflects a higher response 
rate, which helps researchers gain a more inclusive understanding of market research. Further 
research can expand the data collection method rather than focusing on a single method. 
Various data collection methods are available in future research as alternatives to the 
questionnaire survey, such as interviews, observations, ethnography, archival research, etc. 
Other than that, make the questionnaire available in multi-language versions such as English, 
Malay, and Chinese to increase the degree of understanding. The respondents are more likely 
to answer truthfully when they know the language that they apply in their daily lives. 
 
References 
Acheampong, R. A., Siiba, A., Okyere, D. K., & Tuffour, J. P. (2020). Mobility-on-demand: An 

empirical study of internet-based ride-hailing adoption factors, travel characteristics 
and mode substitution effects. Transportation Research Part C-emerging Technologies, 
115, 102638. https://doi.org/10.1016/j.trc.2020.102638 

Aslam, H., Mohd, A. A., & Mohammed A. A. (2017). Challenges perceived by consumers in the 
cashless transaction. National Seminar on Cashless 2017. http://cashlessindia.gov.in. 

Aman, A. S. (2022). E-payment gains further traction, growing 30.2pct to 7.2bil transactions 
in 2021, says Bank Negara. New Straits Times. 

Alaa M Momani. (2020). The Unified Theory of Acceptance and Use of Technology: A New 
Approach in Technology Acceptance. International Journal of Sociotechnology and 
Knowledge Development, Volume 12, Issue 3, 79-98.  

Alyssa, C. C., Mariel, B. A. S. D., & Glenda Mica, T. O. (2022). Influencing Factors on Mobile 
Wallet Adoption in the Philippines: Generation X’s Behavioral Intention to Use GCash 



INTERNATIONAL JOURNAL OF ACADEMIC RESEARCH IN BUSINESS AND SOCIAL SCIENCES 
Vol. 1 3 , No. 9, 2023, E-ISSN: 2222-6990 © 2023 
 

1499 
 

Services. Journal of Business and Management Studies.  ISSN: 2709-0876. 
http://doi10.32996/jbms.  

Cacas, A., Diongson, M. B. A., Olita, G. M., & Perkins, R. (2022). Influencing factors on mobile 
wallet adoption in the Philippines: Generation X’s behavioral intention to use GCASH 
services. Journal of Business and Management Studies, 4(1), 149–156. 
https://doi.org/10.32996/jbms.2022.4.1.18 

Cherinet, B. C. (2019). Factors affecting Attitudes towards Adoption of Mobile Banking: Users 
and Non-Users Perspectives.  Emerging Markets Journal, Volume 9, No 1 (2019). ISSN 
2158-8708. 

Chauhan, V., Rambalak, Y., & Vipin, C. (2022). Adoption of electronic banking services in India: 
an extension of UTAUT2 model. Journal of Financial Services Marketing, Vol. 27, No 2. 
http://doi10.1057/s41264-021-00095-z. 

Chen, W., Chen, C., & Chen, W. (2019). Drivers of mobile payment acceptance in China: an 
empirical investigation. Information, 10(12), 384. 
https://doi.org/10.3390/info10120384 

Okereke, D. (2017). Factors Driving Mobile Payment Adoption: Benefits, Challenges & 
Opportunities. Business and Economics (2017).  
http://doi10.13140/RG.2.2.24752.25603. 

David. C., & Singh, C. B. (2017). A Study of Customer Innovativeness for the Mobile Wallet 
Acceptance in Rajasthan. Pacific Business Review International. Vol. 10, Issue 6, 7-15. 

Dirmansyah, A., Havidz, S., Havidz, I., Wiratih, H., & Aima, M. (2022). Is the Behavioural 
Intention of Using OVO as Mobile Payment driven by UTAUT 2? IEEE International 
Conference on E-Business Engineering (ICEBE). https://doi.org/10.4108/eai.7-10-
2021.2316811 

Digital News Asia. (2023). e-Payment adoption in Malaysia going full steam ahead. Digital 
News Asia. https://www.digitalnewsasia.com/digital-economy/e-payment-adoption-
malaysia-going-full-steam-ahead 

Dissanayake, S. D. S. T., Dewasiri, N. J., Harmarathna, D. G. D., & Karunarathna, K. S. S. N. 
(2022). Health-related Behavior and Adoption of Mobile Payments in Life Insurance 
during the Pandemic: Evidence from Sri Lanka. Asian Journal of Management Studies, 
2(1), 46–71. https://doi.org/10.4038/ajms.v2i1.43 

Flavian, C., Guinaliu, M., and Lu, Y. (2020), "Mobile payments adoption – introducing 
mindfulness to better understand consumer behavior", International Journal of Bank 
Marketing, Vol. 38 No. 7, pp. 1575-1599. https://doi.org/10.1108/IJBM-01-2020-0039 

Foo-Wah, L., Fakhrorazi, A., Ikhsan, R. B., Silitonga, K. a. A., Loke, W., & Abdullah, N. (2020). 
The Role of Personal Innovativeness and Facilitating Conditions in Shaping the Attitudes 
of Mobile Internet Banking (MIB) Adoption among Generation Y in Malaysia. Creative 
Commons CC BY License. https://doi.org/10.20944/preprints202003.0407.v1 

Gaba, M., & Nagpal, M. (2018). Cashless Economy: Problems and Prospects. International 
journal of engineering research and technology, 5. 

Green, A. (2018). Advantages & Disadvantages of E-Payment. Bizfluent. 
https://bizfluent.com/info-8188352-advantages-disadvantages-epayment.html 

Gumussoy, C. A., Kaya, A., & Ozlu, E. (2017). Determinants of Mobile Banking Use: An 
Extended TAM with Perceived Risk, Mobility Access, Compatibility, Perceived Self-
efficacy and Subjective Norms. In Lecture notes in management and industrial 
engineering (pp. 225–238). https://doi.org/10.1007/978-3-319-71225-3_20 

https://www.emerald.com/insight/search?q=Carlos%20Flavi%C3%A1n
https://www.emerald.com/insight/search?q=Miguel%20Guinaliu
https://www.emerald.com/insight/search?q=Yuntao%20Lu


INTERNATIONAL JOURNAL OF ACADEMIC RESEARCH IN BUSINESS AND SOCIAL SCIENCES 
Vol. 1 3 , No. 9, 2023, E-ISSN: 2222-6990 © 2023 
 

1500 
 

Haidar, J. I. (2020). Late-movers outperform first-movers in export markets. Economics 
Letters, 196, 109565. https://doi.org/10.1016/j.econlet.2020.109565 

Hajazi, M. U. A., Chan, S. S., Ya’kob, S. A., Siali, F., & Abdul Latip, H. (2021). Usage Intention of 
Qr Mobile Payment System Among Millennials in Malaysia. International Journal of 
Academic Research in Business and Social Sciences, 11(1), pp. 645–661. 

Hendy, M., A., Izra, B., & Maizaitulaidawati, M. H. (2020). COVID-19 and e-wallet usage 
intention: A multigroup analysis between Indonesia and Malaysia. Cogent Business & 
Management (2020), 7. https://doi.org/10.1080/23311975.2020.1804181. 

Hidayat, U. R. I., Alzahrani, S., Rehman, M. Z., & Akhter, F. (2022). Determining the factors of 
m-wallets adoption. A twofold SEM-ANN approach. PLoS ONE 17(1): e0262954. 
https://doi.org/10.1371/journal.pone.0262954 

Ida, R., Arinal, M., Ayatulloh, M. M., & Nelia, F. S. (2018). Critical Factor of Mobile Payment 
Acceptance in Millenial Generation: Study on the UTAUT model.  Advances in Social 
Science, Education and Humanities Research. Vol 306, 123-127. 

Intan, S. M. S., Yuslina, L. M. Y., Ainun, N. M., NorIrvoni, M. I., Hartini, Z. J., & Hidayatul, A. A. 
K. (2018). Factors Influencing the Adoption of E-Payment: An Empirical Study in 
Malaysia. Advances in Business Research International journal. 53-62. 

Jayashree, S., Reza, M. N. H., Malarvizhi, C. A., Gunasekaran, A., & Rauf, M. A. (2022). Testing 
an adoption model for Industry 4.0 and sustainability: A Malaysian scenario. Sustainable 
Production and Consumption, 31, 313–330. https://doi.org/10.1016/j.spc.2022.02.015 

Jung, J., Kwon, E., & Kim, D. H. (2020b). Mobile payment service usage: U.S. consumers’ 
motivations and intentions. Computers in Human Behavior Reports, 1, 100008. 
https://doi.org/10.1016/j.chbr.2020.100008 

Kabir, Saidin, & Ahmi. (2015). “Adoption of e-Payment Systems: A Review of Literature”, 
Interdisciplinary Journal of Contemporary Research in Business, Vol.2 No.8, pp.246-255. 

Kamaghe, J., Luhanga, E. T., & Kisangiri, M. (2020). The challenges of adopting M-Learning 
assistive Technologies for visually impaired learners in higher learning institution in 
Tanzania. International Journal of Emerging Technologies in Learning (Ijet), 15(01), 140. 
https://doi.org/10.3991/ijet.v15i01.11453 

Karsen, M., Chandra, Y. U., & Juwitasary, H. (2019). Technological Factors of Mobile Payment: 
A Systematic Literature Review. Procedia Computer Science, 157, 489–498. 
https://doi.org/10.1016/j.procs.2019.09.004 

Karim, W., Haque, A., & Ulfy, M. A. (2021). Factor influencing student satisfaction towards 
distance learning apps during the Coronavirus (Covid-19) Pandemic in Malaysia. 
International Journal of Academic Research in Progressive Education and Development, 
1(2), 245–260. https://doi.org/10.6007/IJARPED/v10-i2/9546 

Khanra, S., Dhir, A., Kaur, P., & Joseph, R. P. (2021). Factors influencing the adoption 
postponement of mobile payment services in the hospitality sector during a pandemic. 
Journal of Hospitality and Tourism Management, 46, 26–39. 
https://doi.org/10.1016/j.jhtm.2020.11.004 

Khalilzadeh, J., Ozturk, A. B., & Bilgihan, A. (2017b). Security-related factors in extended 
UTAUT model for NFC-based mobile payment in the restaurant industry. Computers in 
Human Behavior, 70, 460–474. https://doi.org/10.1016/j.chb.2017.01.001 

Komlan, G., Xu, Y., Komi, M. A.  (2019). Extended Technology Acceptance Model to Predict 
Mobile-Based Money Acceptance and Sustainability: A Multi-Analytical Structural 
Equation Modeling and Neural Network Approach. Sustainability 2019, 11, 3639. 
http://doi:10.3390/su11133639. 



INTERNATIONAL JOURNAL OF ACADEMIC RESEARCH IN BUSINESS AND SOCIAL SCIENCES 
Vol. 1 3 , No. 9, 2023, E-ISSN: 2222-6990 © 2023 
 

1501 
 

Machmudin, P., Intan, S. M., Shuhaida, M. S.  (2022). The COVID-19 Pandemic as a Driving 
Force for E-Wallet Adoption in Indonesia.  Business and Management Horizons. Vol. 9, 
No. 2. ISSN 2326-0297 2021. 

Malarvizhi, C. A., Al Mamun, A., Jayashree, S., Naznen, F., & Abir, T. (2022). Predicting the 
Intention and Adoption of Near Field Communication Mobile Payment. Frontiers in 
Psychology, Vol. 13. http://doi: 10.3389/fpsyg.2022.870793. 

Malik, A., Suresh, S., & Sharma, S. (2019). An empirical study of factors influencing consumers’ 
attitude towards adoption of wallet apps. International Journal of Management 
Practice. https://doi.org/10.1504/ijmp.2019.10021424 

Mensah, I. K. (2019). Factors Influencing the Intention of University Students to Adopt and 
Use E-Government Services: An Empirical Evidence in China. SAGE Open, 9(2). 
https://doi.org/10.1177/2158244019855823 

Mapeshoane, T. J., & Pather, S. (2016). The adoption of e-commerce in the Lesotho tourism 
industry. EJISDC: The Electronic Journal on Information Systems in Developing Countries, 
75(1), 1–24. https://doi.org/10.1002/j.1681-4835.2016.tb00550.x 

Ming, K. L. Y., & Jais, M. (2022). Factors Affecting the Intention to Use E-Wallets during the 
COVID-19 Pandemic. Gadjah Mada International Journal of Business, 24(1), 82. 
https://doi.org/10.22146/gamaijb.64708 

Mohammad, H. O. (2019). Factors Affecting the Adoption of Financial Information Systems 
Based on the UTAUT Model. International Journal of Academic Research in Accounting, 
Finance and Management Sciences. Vol. 9, No.2, April 2019. 108–116. E-ISSN: 2225-
8329, P-ISSN: 2308-0337. 

Mohammad, A. H., Mohammad, I. H., Caroline, C., & Jashim, U. A. (2017).  Predicting User 
Acceptance and Continuance Behaviour Towards Location-based Services: The 
Moderating Effect of Facilitating Condition on Behavioural Intention and Actual Use. 
Australasian Journal of Information Systems Hossain, Hasan, Chan & Ahmed 2017, Vol 
21, pp. 1-22. 

Ming, L. Y., & Yin, L. T. (2017). The College Students’ Behavior Intention of Using Mobile 
Payments in Taiwan: An Exploratory Research. Proceedings of IASTEM International 
Conference, Singapore, 2nd – 3rd January 2017. ISBN: 978-93-86083-34-0. 

Min, F. W., Yir, H. L., Yu, H. H., & Yun, C. C. (2021). Young Generation’s Mobile Payment 
Adoption Behavior: Analysis Based on an Extended UTAUT Model. Journal of Theoretical 
& Applied Electronic Commerce Research. Vol. 16, pp. 618–636. 
https://doi.org/10.3390/jtaer16040037. 

Muhammad, H., Ibrahim, S. R. H., & Siti, H. H. (2019).  Factors influencing Malaysian 
consumers’ intention to use quick response (QR) mobile payment. (2019). Jurnal 
Pengurusan, 57. https://doi.org/10.17576/pengurusan-2019-57-02 

Norbayah, M. S., & Norazah, M. S. (2017). Determining students’ behavioural intention to use 
animation and storytelling applying the UTAUT model: The moderating roles of gender 
and experience level.  The International Journal of Management Education. 
http://dx.doi.org/10.1016/j.ijme.2017.10.002. 

Noha, Y. A., & Monira E. A.  (2021). Factors Affecting User Adoption of E-Payment Services 
Available in Mobile Wallets in Saudi Arabia. IJCSNS International Journal of Computer 
Science and Network Security, Vol.21, No.6, June 2021.  
https://doi.org/10.22937/IJCSNS.2021.21.6.29. 



INTERNATIONAL JOURNAL OF ACADEMIC RESEARCH IN BUSINESS AND SOCIAL SCIENCES 
Vol. 1 3 , No. 9, 2023, E-ISSN: 2222-6990 © 2023 
 

1502 
 

Ngoc, B., DO, & Thi, H. (2020). An investigation of Generation Z’s Intention to use Electronic 
Wallet in Vietnam. Journal of Distribution Science, 18(10), 89–99. 
https://doi.org/10.15722/jds.18.10.202010.89 

Patel, S. B., Bhattacharya, P., Tanwar, S., & Kumar, N. (2021). KIRTI: a Blockchain-Based credit 
recommender system for financial institutions. IEEE Transactions on Network Science 
and Engineering, 8(2), 1044–1054. https://doi.org/10.1109/tnse.2020.3005678 

Pushp, P., Kuttimani, T., Nripendra, P., & Ranab, V. R. (2020). Understanding consumer 
adoption of mobile payment in India: Extending Meta-UTAUT model with personal 
innovativeness, anxiety, trust, and grievance redressal. International Journal of 
Information Management Volume 54, October 2020, 102144. 
https://doi.org/10.1016/j.ijinfomgt.2020.102144. 

Puspitasari, A., & Salehudin, I. (2022). Quick Response Indonesian Standard (QRIS): Does 
government support contribute to cashless payment system long-term adoption? Social 
Science Research Network. https://doi.org/10.2139/ssrn.4076192 

Qu, B., Wei, L., & Zhang, Y. (2022). Factors affecting consumer acceptance of electronic cash 
in China: an empirical study. Financial Innovation, 8(1).  
https://doi.org/10.1186/s40854-021-00312-7 

Salimon, M.G., Yusoff, R.Z., & Mokhtar, S.S. (2017). The mediating role of hedonic motivation 
on the relationship between adoption of e-banking and its determinants. International 
Journal of Bank Marketing, 35, 558-582. 

Sayantan, K., Amandeep, D., Puneet, K., & Rojers, P. J. (2020). Factors influencing the adoption 
postponement of mobile payment services in the hospitality sector during COVID-19. 
Journal of Hospitality and Tourism Management 46(March):26-39.  
http;//doi10.1016/j.jhtm.2020.11.004. 

Soegoto, D. S., & Tampubolon, M. (2020). E-Wallet as a payment instrument in the millennial 
era. IOP Conference Series, 879(1), 012139. https://doi.org/10.1088/1757-
899x/879/1/012139 

Sfenrianto, S., Junadi, J. and Saragih, M. (2017). The analysis of consumer's intention model 
for using the E-payment system in Indonesia. 2017 International Conference on 
Sustainable Information Engineering and Technology (SIET). http:// 
doi10.1109/SIET.2017.8304113. 

Singh, N., & Sinha, N. (2020). How perceived trust mediates merchant’s intention to use a 
mobile wallet technology. Journal of Retailing and Consumer Services, 52, 101894. 
https://doi.org/10.1016/j.jretconser.2019.101894 

Sitorus, H. M., Govindaraju, R., Wiratmadja, I. I. I., & Sudirman, I. (2019). Examining the role 
of usability, compatibility, and social influence in mobile banking adoption in Indonesia. 
International Journal of Technology: IJ Tech, 10(2), 351.  
https://doi.org/10.14716/ijtech.v10i2.886 

Smith, E. (2022). 9 benefits of having QR codes in product labels. Tweak Your Biz. 
https://tweakyourbiz.com/posts/9-benefits-qr-codes-product-labels  

Sobti, N. (2019). Impact of demonetization on diffusion of mobile payment service in India. 
Journal of Advances in Management Research, 16(4), 472–497.  
https://doi.org/10.1108/jamr-09-2018-0086 

Sharidzaly B., Norisan, A. K., Haryani, H. (2018). Factors of Adoption Intention for Near Field 
Communication Mobile Payment. Indonesian Journal of Electrical Engineering and 
Computer Science, Vol. 11, No. 1, pp. 98-104. 

https://www.sciencedirect.com/journal/international-journal-of-information-management
https://www.sciencedirect.com/journal/international-journal-of-information-management
https://www.sciencedirect.com/journal/international-journal-of-information-management/vol/54/suppl/C


INTERNATIONAL JOURNAL OF ACADEMIC RESEARCH IN BUSINESS AND SOCIAL SCIENCES 
Vol. 1 3 , No. 9, 2023, E-ISSN: 2222-6990 © 2023 
 

1503 
 

Shrikala K. K. (2017). Cashless Transaction: Opportunities and Challenges with special 
reference to Kodagu district of Karnataka. International Journal of Engineering 
Development and Research, Volume 5, Issue 3, ISSN: 2321-9939. 

Subaramaniam, K. (2020). The impact of E-Wallets for current generation. Journal of 
Advanced Research in Dynamical and Control Systems, 12 (01-Special Issue), 751–759. 
https://doi.org/10.5373/jardcs/v12sp1/20201126 

Su, P., Wang, L., & Yan, J. (2017). How users’ Internet experience affects the adoption of 
mobile payment: a mediation model. Technology Analysis & Strategic Management, 
30(2), 186–197. https://doi.org/10.1080/09537325.2017.1297788 

Swain, K. R., & Kumar, V. (2021). Adoption and Usage of Mobile Payment Systems by 
Consumers and Merchants [Doctoral dissertation]. 

Benson, T. (2019). Digital innovation evaluation: user perceptions of innovation readiness, 
digital confidence, innovation adoption, user experience and behaviour change. BMJ 
Health Care Inform 2019. http://doi:10.1136/bmjhci-2019-000018. 

Tiong, W. N. (2020). Factors Influencing Behavioural Intention towards Adoption of Digital 
Banking Services in Malaysia. International Journal of Asian Social Science, 10(8), 450–
457. https://doi.org/10.18488/journal.1.2020.108.450.457 

Tasnim, F. U. A., Michele, S., S., R., & Jugindar, S., K., S. (2021). A Quantitative Study on The 
Factors Influencing Higher Education Institutions Students’ Acceptance of Mobile 
Payments In Klang Valley, Malaysia. Electronic Journal of Business and Management, 
Vol.6, Issue 3, pp. 15-43. 

Tsai, J. M., Cheng, M., Tsai, H. H., Hung, S. W., & Chen, Y. L. (2019). Acceptance and resistance 
of telehealth: The perspective of dual-factor concepts in technology adoption. 
International Journal of Information Management, 49, 34–44. 
https://doi.org/10.1016/j.ijinfomgt.2019.03.003 

Seesuk, W. (2020). Facilitating Condition, Attitude, Trust, Perceived Usefulness, and Effort 
Expectancy Affecting Mobile Banking Application Adoption of Consumers in Bangkok. 
Graduate School, Bangkok University.  
http://dspace.bu.ac.th/bitstream/123456789/4744/1/Wannisa.sees.pdf 

Venkatesh, V., Morris, M., Davis, G. B., & Davis, F. D. (2003). User acceptance of information 
technology: toward a unified view. Management Information Systems Quarterly, 27(3), 
425. https://doi.org/10.2307/30036540 

Widayat, W., Masudin, I., & Satiti, N. R. (2020). E-Money Payment: Customers’ adopting 
factors and the implication for open innovation. Journal of Open Innovation, 6(3), 57. 
https://doi.org/10.3390/joitmc6030057 

Wei, L., Wang, Z., Zhang, G., & Ye, B. (2017). Characterization of Terminators in 
Saccharomyces cerevisiae and an Exploration of Factors Affecting Their Strength. 
ChemBioChem, 18(24), 2422–2427. https://doi.org/10.1002/cbic.201700516 

Wong, M. S. M. A., Daud, M. Z., & Harun, N. H. (2022). The COVID-19 pandemic and its impact 
on Islamic tourism in Malaysia. JMIFR, 21–33. https://doi.org/10.33102/jmifr.v19i1.406 

Yang, M., Mamun, A. A., Mohiuddin, M., Nawi, N. C., & Zainol, N. R. (2021). Cashless 
Transactions: A study on Intention and adoption of e-Wallets. Sustainability, 13(2), 831. 
https://doi.org/10.3390/su13020831 

Yusra, Y., & Agus, A. (2020). The Influence of Online Food Delivery Service Quality on 
Customer Satisfaction and Customer Loyalty: The Role of Personal Innovativeness. 6-12. 
Journal of Environmental Treatment Techniques, Vol. 8, Issue 1. Pp. 6-12. 

  


