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Abstract 
In line with the growth of smartphone and internet penetration, there is a growing trend of 
cashless payment made via smartphone, or mobile payment system, especially among 
millennials in Malaysia. Despite its advantages - which includes convenience, fast, and 
efficient among others – the adoption of the mobile payment system is still low. In this 
research, the usage intention of QR mobile payment system is observed through seven 
dimensions, namely perceived usefulness, perceived ease of use, perceived security, 
perceived compatibility, social influence, rewards, and personal innovativeness. 300 set of 
questionnaires was distributed among millennials as target respondents, and the data was 
analyzed using Pearson Correlation Analysis. The result showed that except social influence, 
all six other dimensions showed a significant and positive relationship with usage intention of 
QR mobile payment system.   
Keywords: Mobile Payment, Usage Intention, Qr Code, Business Operation, Technology 
Adoption. 
 
Introduction 
The rapid growth of smartphones’ technology has changed our daily life. Initially, early 
smartphones were marketed predominantly to enterprise clients and business professionals, 
therefore other than core phone functions such as text messaging and voice call, it also 
featured basic mobile computing capabilities such as web browsing, map and multimedia 
functionality to support the need of the users. However, in less than two decades, the 
technological advancement has made the device becoming more powerful with a wide range 
of computing capabilities and advanced features. Finger-operated touchscreen has replaced 
traditional QWERTY keypads, further expanding its user-friendliness and ease-of-use, thus 
boosted the adoption of the device in the mass market. With its advanced functions, 
smartphones are no longer considered as luxury item, but a must-have personal device for 
communication, access to information, business activities, commerce, leisure and 
entertainment.     
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With the growing trends of smartphone penetration, as well as the increased use of mobile 
devices in e-commerce, it has led to the emergence of mobile payment tools (Aydin and 
Burnaz, 2016). According to Dahlberg et al. (2008), mobile payments are “payments for goods, 
services, and bills with a mobile device such as mobile phone such as mobile phone, 
smartphones, or personal digital assistant (PDA) by taking advantage of wireless and other 
communication technologies.’’ In addition, payments via smartphone is also known as 
“Mobile Proximity Payment,” or in short – MPP (PricewaterhouseCoopers, 2016).  
Mobile payment is considered as one of major alternative payment methods and it is used in 
various application and situations. Predominantly used in online shops, brick-and-mortar 
retailers nowadays has also been accepting mobile payment as an alternative to cash. In 
addition to retail industry, service providers such as in healthcare industry (hospitals, clinics, 
pharmacies etc.), tourism industry (airlines, travel agents, hotels etc.), entertainment industry 
(cinemas, theme parks etc.), telecommunication industry (prepaid, bills etc.) and 
transportation industry (trains, taxi, bus etc.) among others, have also been employing mobile 
payment system as part of their business operation. Not only limited for private businesses, 
public organizations, government agencies and not-for-profit organizations have also 
adopting the system. Payment for local council assessment bills, university’s tuition fee, 
‘zakat’ (almsgiving practiced by Islamic religion), donations, public parking fee and parking 
fines are among services that have started to accept mobile payment system (Boost, n.d.; 
SarawakPay, n.d.) 
In line with the growth of smartphone usage, the usage of mobile payment has also been 
growing. According to PricewaterhouseCoopers (2016), the transaction volume using mobile 
payment globally was valued at USD4.6 billion in 2014 and expected to exceed USD300 billion 
by 2020. In Malaysia, transaction volume via mobile payment had increased 20-fold from 
below two million transactions in 2017 to over 34 million transactions in 2018 (Chong, 2019). 
However, albeit the number is growing, the use of mobile payment is still low compared to 
other type of payment transaction, even for e-commerce transaction. According to JP Morgan 
(2019), approximately only seven percent of total e-commerce transaction in Malaysia is done 
via mobile payment. Bank transfer and card (debit or credit) are still dominating the payment 
transaction in e-commerce, at 46% and 29% respectively (JP Morgan, 2019).  
There are several reason on the low adoption rate of mobile payment. Among them is the 
concerns of people about the exposure to fraud, data theft, and stealing, especially when it 
comes to financial information (Mei and Aun, 2019). In fact, according to Lee (2009), security 
and risk perception are among the reasons that prohibits the intention to use a new mobile 
payment system. Other than security, potential users’ perception on the benefits of using 
such system also could hamper the adoption of mobile payment system. It is true that there 
are a lot of benefits can be associated from using the mobile payment system. For example, 
adding more money into your mobile wallet is significantly easy and faster compared to 
having to drive to nearest automatic teller machines and queuing up to withdraw your money. 
Not only that, transferring your money or receiving money from others is easy and can be 
done in no time at all. However, despite all these benefits, doubts on its usefulness continued 
to exist (Mei and Aun, 2019). In addition to these, several other factors could also influence 
the adoption of mobile payment, such as peer influence (Koenig-Lewis et al., 2015); ease of 
use (Mun et al., 2017); and compatibility to user’s existing behavior, value or need (Aydin and 
Burnaz, 2016) among others.  
There are many type of mobile payments used in the market, depending on the technology 
used by the service providers. The most commonly used is Near Field Communication, or NFC 
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(PricewaterhouseCoopers, 2016). Using NFC, contactless payment can be made only when 
customers’ device such as smartphone, is placed close to merchant’s contactless payment 
reader – approximately within four inches (FIS, 2019). Other than NFC, Person-to-Person 
(P2P) technology allows transaction between two parties by secure accounts within a same 
service provider (PricewaterhouseCoopers, 2016). Alongside these two technologies, there is 
a Quick Response (QR) code that allows payment to be made by either 1) scanning a 
merchant’s QR code using smartphone, or 2) by displaying a QR code in the smartphone to 
be scanned by merchant (PricewaterhouseCoopers, 2016). Each of these technologies has its 
own merit and disadvantages.  However, there is a lack of studies comparing different 
technologies of mobile payments (de Luna et al., 2019). In studying the usage intention of 
mobile payment, it is therefore more appropriate if the study focuses only into a specific 
payment system. In this sense, this study chooses to focus only on the QR mobile payment 
system, as most mobile payment systems that are commonly used in Malaysia are using this 
technology.    
Based on the above, this paper aim to investigate the relationship between several 
dimensions – namely perceived usefulness, perceived ease of use, perceived security, 
perceived compatibility, social influence, rewards, and personal innovativeness, with the 
usage intention of QR mobile payment system among millennial in Malaysia.  
 
Literature Review 
There is a considerable amount of research done for understanding factors that might lead to 
the adoption of new technologies. From theoretical perceptive, among theories that is widely 
used is Theory of Reasoned Action (TRA) by Fishbien and Ajzen (1975). According to TRA, one’s 
behavior is determined by the intention to perform such behavior, and the intention itself is 
a function of two determinants, which are attitude and subjective norms. (Ajzen & Fishbein, 
1980; Fishbein & Ajzen, 1975). From TRA, another theory called Theory of Planned Behavior 
(TPB), was developed.  As an extension of TRA, in TPB, another dimension, which is perceived 
behavioral control dimension, is added to the model (Ajzen, 1991). From this stream of social 
psychology research, Davis (1989) introduced Technology Acceptance Model (TAM), which 
was also developed based on TRA, but to represent the antecedents of technology use 
(Yousafzai et al., 2010).  The TAM is similar to TRA, in the sense that TAM hypothesizes that a 
person’s acceptance of a technology is determined by the intention to use of that technology, 
and the intention to use it determined by attitude towards the use of the technology. 
Attitude, in turn, is determined by two beliefs which are perceived usefulness and perceived 
ease of use (Yousafzai et al., 2010).  
 
With regards to the usage intention of mobile payment, based on TAM, several researchers 
of previous studies have proposed additional constructs to their research model. For instance, 
a study about the intention to use mobile payment services by Liu and Tai (2016) also includes 
factors such as mobility, convenience, and compatibility among other in their research model. 
Meanwhile, Aydin and Burnaz (2016) in their study about the adoption of mobile payment 
system proposed several other dimensions other than perceived usefulness and perceived 
ease of use. For example, personal innovativeness, perceived security, and rewards among 
others. Based on past studies about the usage intention of mobile payment system, this 
present study incorporated seven constructs that may have relationship with the usage 
intention.     
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Perceived Usefulness 
The concept of perceived usefulness is developed by Davis (1989) in his model of Technology 
Acceptance Model (TAM). According to Davis (1989), perceived usefulness is “the degree to 
which a person believes that using a particular system would enhance his or her 
performance”. It can be defined as one’s feeling about how a new system can potentially 
benefit him/her and help them improve (Mathwick et al., 2001). From these two definitions, 
it can be said that if a potential user think that the new system will provide certain benefits, 
the individual may develop intention to actually try and use the system. Previous studies such 
as from Mun et al. (2017),  and Wong and Hiew (2005) founds that the usage intention of 
mobile commerce is affected by perceived usefulness. In addition, perceived usefulness also 
is found to be among key factors in explaining usage intention in different contexts (Kim and 
Lee, 2011; Leng et al., 2011). Therefore, we hypothesize that: 
 
H1: There is a significant and positive relationship between perceived usefulness with usage 
intention of QR mobile payment system. 
 
Perceived Ease of Use 
One of concerning factors of a consumer in adopting a new system, in this case the QR mobile 
payment system, is how easy the system is for them to use. According to Davis (1985), 
perceived ease of use is “the degree to which an individual believes that using a particular 
system would be free of physical and mental effort.” This factor is considered as one of the 
largest influencers on the acceptance of new technology (Davis et al., 1992; Moore and 
Benbasat, 1991). Should an individual think that the new system is easy to use, and it is 
effortless to understand, learn and use the system, he or she will find the system is worth 
trying and adopt. Similarly, an individual might refuse to try and adopt a new system if he or 
she found or think that the system is difficult to use, tedious and complex. With regards to 
mobile payment system, a research by Mun et al. (2017) found that there is a strong 
relationship between perceived ease of use and the intention of use of mobile payment.  
Based on the previous studies mention above, therefore, we hypothesize that: 
 
H2: There is a significant and positive relationship between perceived ease of use with usage 
intention of QR mobile payment system. 
 
Perceived Security 
Another important factor that might related to the adoption of QR mobile payment system is 
perceived security. According to Tsiakis and Sthephanides (2005), security is a set of 
procedures and programs to verify the information source. Within the context of mobile 
payment meanwhile, security can be categorized into three areas, which are systems security, 
transaction, and legal (Teah et al., 2013). According to Mallat (2007), lack of perceived security 
is one the factors that lead to low rate of mobile payment usage. Nowadays, there are various 
technologies used in providing high-level of security in mobile transaction such as 
cryptography (Crowe & Tavilla, 2012).   Although the security feature of mobile payment 
system is on par with other payment system such credit card (Aydin and Burnaz, 2016), it is 
the concerns on the perceived security of mobile payment systems create a barrier in the 
adoption, not the actual security, (Kim et al., 2010; Ovum, 2012). Fear of online cyber theft, 
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fraud, passive confidentiality are the barriers that consumer resists to use the mobile wallet 
payment (Yang et al, 2012). To confirm the relationship between perceived security with the 
usage intention of QR mobile payment, the following hypothesis is therefore proposed. 
 
H3: There is a significant and positive relationship between perceived security with usage 
intention of QR mobile payment system. 
 
Perceived Compatibility 
In his book, Rogers (2003) defined perceived compatibility as “the degree to which an 
innovation is perceived as being consistent with the existing values, needs, and past 
experiences of potential adopter.” Schierz et al. (2010) meanwhile explained that “perceived 
compatibility encompasses the reconcilability of an innovation with existing values, 
behavioral patterns, and experiences.” From these two definitions, it can be said that one’s 
decision to adopt new technology, or in this study’s context – QR mobile payment system will 
be influenced by whether the technology is able to meet the adopter’s lifestyle, behavior or 
needs. For instance, does QR mobile payment system fits into his or her shopping habit, or 
can the system integrate into his or her lifestyle? Previous researches have observed that 
perceived compatibility are found to be an important element on technology acceptance 
(Moore and Benbasat, 1991; Tornatzky and Klein; 1982). Similar findings also can be found in 
the context of mobile payment (Aydin and Burnaz, 2016; Schierz et al., 2010). It is therefore 
we expect that individual who thinks that the system is able to match his or her existing needs, 
lifestyle or behavior will generate an interest in adopting QR mobile payment system.         
 
H4: There is a significant and positive relationship between perceived compatibility with 
usage intention of QR mobile payment system. 
 
Social Influence 
The influence of family members, friends, peers or any person important to an individual 
cannot be ignored in shaping the individual’s action or belief, and this is also applicable in the 
context of technology adoption. This is especially true when the technology is still in the 
infancy or introductory stage, in which they are only few adopters (Mun et al., 2017). 
Therefore, the lack of publicly available and reliable information about the innovation might 
influence individuals to get the information from people they trust.  Prior studies provide 
evidence, which suggesting that social influence is one of the important factor that influence 
the adoption of technology in general (Leng et al., 2011; Venkatesh and Davis, 2000), and 
mobile commerce specifically (Toh et al., 2009; Khalifa and Cheng, 2002). In line with these 
findings, therefore, we hypothesize that: 
 
H5: There is a significant and positive relationship between social influence with usage 
intention of QR mobile payment system. 
 
Rewards 
From marketing perspectives, Kim and Han (2014) observed that when the advertisement 
includes benefits, consumers’ concentration on the advertisement is increased.  Extrinsic 
rewards in the form of tangible benefits such as coupons, rebate, sample gift etc. can motivate 
consumers (Aydin and Burnaz, 2016). According to Evans (2014), reward system through 
loyalty point is a driven factor that can motivate consumer to use the mobile payment system.  
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In addition, Points (2016) in their report also pointed out that “a key way to encourage 
continued adoption and long-term use is to build loyalty into mobile wallet.” In the same 
report, they also pointed out that” 94.4% of consumers surveyed would use a mobile wallet 
more frequently if they could earn or redeem points and miles with every purchase.” Based 
on these argument, the following hypothesis is proposed. 
 
H6: There is a significant and positive relationship between rewards with usage intention of 
QR mobile payment system. 
 
Personal Innovativeness 
There are differing definition use to define innovativeness, depending on the disciplines 
(Amoroso and Lim, 2015). Individuals who are early to adopt an innovation can be identified 
as innovative (Rogers, 2003), and Agarwal and Prasad (1998) meanwhile in their study defined 
personal innovativeness in the domain of information technology as “the willingness of an 
individual to try out any new information technology.” Compared to those are not, individuals 
who are innovative are more ready to accept and adopt new technologies (Aydin and Burnaz, 
2016). Previous studies have test the effect of personal innovativeness on the adoption 
behavior of innovations in IT system (Agarwal and Prasad, 2011), mobile service (Zarmpou et 
al., 2012) and mobile wallet (Aydin and Burnaz, 2016). In addition to that, Sulaiman et al. 
(2007) in their study about mobile banking adoption in Malaysia has found that individuals 
with high level of innovativeness tend to adopt the system, while in Singapore, a study by 
Yang (2005) also reported a positive influence of innovativeness on mobile commerce 
adoption in the country.   Based on the above literature, the following hypothesis is proposed. 
 
H7: There is a significant and positive relationship between personal innovativeness with 
usage intention of QR mobile payment system. 
 
Data Collection and Sampling 
The target population for this study is millennials born between 1980 and 1999 living in Kota 
Samarahan, a city in the state of Sarawak, Malaysia. This group of individuals are chosen as 
they are the key age demographic for online commerce (Smith, 2015), therefore are most 
probably being exposed to and have experience in using QR mobile payment system. Non-
probability method is implemented for the sampling with convenience sampling is one of the 
sampling techniques being applied in this study. In addition, snowball sampling technique, in 
which a respondent was asked to identify other individual who met the criteria required by 
the research (Biernacki & Waldorf, 1981) is also being used in this study. These two 
techniques are adopted with the interest of practicality and expediency.  
The questionnaire used in this study consists of three sections. In the first section, 
respondent’s demographic profile and four questions related to their experience in using QR 
mobile payments were asked. In the second section, respondents were asked about factors 
influencing the usage of QR mobile payment system – namely perceived usefulness, perceived 
ease of use, perceived security, perceived compatibility, social influence, rewards, and 
personal innovativeness. Meanwhile, in the third section, questions related to their intention 
of using QR mobile payment system were asked. In both second and third section, 
respondents were asked to indicate the extent of their agreement with the statements of 
each construct on a five-point Likert scale with 1 being “strongly disagree” and 5 as “strongly 
agree”. In addition, all measurement items used in this questionnaire are adopted from 
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previous literatures – namely from Venkatesh & Davis (2000); Mun et al. (2017); Liu & Tai 
(2016); Aydin & Burnaz (2016); Kumar, Lall & Mane (2017); Anthony (2014); Amoroso & Lim 
(2015); Lwoga & Lwoga (2017); Mallat (2007) and Phuah, K. T. et al. (2018). This self-
administered questionnaire is distributed to 300 target respondents via online. 
 
Findings and Discussion 
Demographics Profile of Respondent 
Based on the data collected for this study, out of the overall 300 respondents, 174 
respondents (58%) are male while 126 respondents (42%) are female. Respondents within 
the age range between 19 years old to 23 years old make up the largest portion among the 
respondents with a total of 205 (68.3%), followed by 24 – 28 years old (27.3%), 34 – 38 years 
old (2.3%) and 29 – 33 years old (2.0%). Most of them are student (53.7%), while 22.7% of 
them are full-time employee. The remaining respondents are either working part-time (16.7), 
self-employed (6.7%) or unemployed (0.3%).  In terms of educational background, 61.3% of 
them are currently holder of Bachelor’s degree, and 20.7% of them are Diploma holder or 
equivalent. Meanwhile, 14.3% of the respondents are SPM holder or equivalent, 3.3% are 
Master’s degree holder and 0.3% other qualification. The detailed profile of respondent is 
presented in Table 1. 
 

Table 1: Demographic Profile of Respondent 

Demographic Profile Category Frequency Percentage 
(%) 

Gender Male  
Female 
 

174 
126 

58 
42 

Age (years old) 19 – 23 
24 – 28 
29 – 33 
34 – 38  
 

205 
82 
6 
7 
 

68.3 
27.3 
2.0 
2.3 

 

Occupation Student 
Full time employee 
Part time employee 
Unemployed 
Self-employed 
 

161 
68 
50 
1 

20 
 

53.7 
22.7 
16.7 
0.3 
6.7 

 

Educational Background SPM (or equivalent) 
STPM/Diploma/Pre-U (or 
equivalent) 
Bachelor’s degree 
Master’s degree 
Other 
 

43 
62 

 
184 
10 
1 

14.3 
20.7 

 
61.3 
3.3 
0.3 

 
Reliability Analysis 
In order to check the internal consistency (Cooper and Schindler, 2008; Zikmund et al., 2009) 
of each item in a study, as well as the accuracy and precision (Cooper and Schindler, 2008), 



International Journal of Academic Research in Business and Social Sciences 

Vol. 1 1 , No. 1, 2021, E-ISSN: 2222-6990 © 2021 HRMARS 
 

653 

reliability analysis is performed. Based on the Cronbach’s Alpha, all variables used in this study 
are considered having an acceptable level of internal consistency and degree of reliability, as 
the value of the Cronbach’s Alpha for all variables are greater than 0.7 (Sekaran, 2000; 
Zikmund et al., 2009).  Table 2 below shows the result of the reliability test done for this study. 

 
Table 2: Reliability Test 

Dimension Number of Item Cronbach’s Alpha 

Perceived Usefulness 6 0.895 

Perceived Ease of Use 5 0.879 

Perceived Security 5 0.865 

Perceived Compatibility 6 0.869 

Social Influence 5 0.706 

Rewards 5 0.893 

Personal Innovativeness 5 0.843 

Usage Intention 9 0.868 

 
 
Descriptive Analysis 
Descriptive analysis was performed to identify respondents’ usage experience of QR mobile 
payment system. From the Table 3 below, it is found that 68.3% of the respondents have been 
using or had used G-Pay, one of the most commonly used and established mobile payment 
application in Malaysia. M-Pay, a system provided by a leading financial institution in 
Malaysia, meanwhile rank second with 56.0%, followed by TG-Pay (55%), and B-Pay (48%). G-
Pay also rank first when the respondents were asked about the most frequently used payment 
system. 36% of them answer G-Pay for this question, followed by TG-Pay (19%), M-Pay (18%) 
and B-Pay (15%). In addition, in responding to the question “I use QR mobile payment the 
most when I make payment for …”, 195 out of 300 respondents or 65% of them answered 
“Food & beverage”, followed by “Groceries” (14.3%) and “Other” (10.3%). Only three 
respondents, or one percent of total respondents has never used the system before. For the 
remaining 99%, 38.7% of them has been using the system for about one to six months, and 
25.7% of them just started using the system less than a month. 34.7% of the respondents 
meanwhile identified themselves as an experienced user, having used the system for more 
than 6 months.  
 

Table 3: Usage Experience 

Statement Category Frequency Percentage 
(%) 

QR mobile payment system 
that I use or have used 
before. (Multiple answers 
allowed) 

A-Pay 
B-Pay 
F-Pay 
TG-Pay 
W-Pay 
M-Pay 
G-Pay 
S-Pay 
 

13 
144 
53 

165 
64 

168 
205 

6 

4.3 
48.0 
17.7 
55.0 
21.3 
56.0 
68.3 
2.0 
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Statement Category Frequency Percentage 
(%) 

Frequently used QR mobile 
payment system  

A-Pay 
B-Pay 
F-Pay 
TG-Pay 
W-Pay 
M-Pay 
G-Pay 
S-Pay 
Not using it frequently 
Other 
 

0 
45 
7 

57 
18 
54 

108 
0 
9 
2 

0 
15.0 
2.3 

19.0 
6.0 

18.0 
36.0 

0 
3.0 
0.7 

I use QR mobile payment the 
most when I make payment 
for ____. 

Food and beverage 
Apparel 
Groceries 
Petrol 
Not using it frequently 
Other 
 

195 
13 
43 
10 
8 

31 
 

65.0 
4.3 

14.3 
3.3 
2.7 

10.3 

Usage experience (duration) Less than a month 
One to six months 
More than six months 
Not applicable 
 

77 
116 
104 

3 

25.7 
38.7 
34.7 
1.0 

 
Correlation Analysis 
In this study, correlation analysis is used in measuring the relationship between independent 
variables, which are perceived usefulness, perceived ease of use, perceived security, 
perceived compatibility, social influence, rewards, and personal innovativeness – with usage 
intention as dependent variable.  All variables in the questionnaire are measured using 
interval scale, therefore the Pearson correlation coefficient is appropriate in examining the 
relationships (Sekaran & Bougie, 2013). The strengths of correlation relationship between 
variables is referred to the rule of thumb provided by Hair et. al (2009), in which a very strong 
relationship is defined when coefficient ranging from 0.81 to 1.00, 0.61 to 0.80 is strong, 
moderate (0.41 to 0.60), weak with low correlation (0.21 to 0.40), and very weak to no 
relationship at all (0.00 to 0.20). Based on Pearson Correlation Analysis result in the Table 4 
below, except for social influence (r = 0.15, p = 0.799), all independent variables were found 
to be significantly and positively correlated with dependent variable. It also found that all 
independent variables (except for social influence) has weak positive relationship with usage 
intention, with perceived usefulness has the strongest relationship among all (r = 0.296, p = 
0.000), followed by perceived security (r = 0.293, p = 0.000), perceived ease of use (r = 0.244, 
p = 0.000), perceived compatibility (r = 0.240, p = 0.000), personal innovativeness (r = 0.156, 
p = 0.007), and rewards (r = 0.142, p = 0.014). 
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Table 4: Pearson Correlation Analysis 
 PU PEOU PS PC SI R PI UI 

PU  Pearson 
Correlation 

1  .410**  .424**  .510**  .177*  .478**  .315**  .296**  

Sig.             (2-
tailed)  

 .000 .000 .000 .002 .000 .000 .000 

N  300 300 300 300 300 300 300 300 

PEOU  Pearson 
Correlation  

.410**  1  .399**  .445**  .257**  .428**  .456**  .244**  

Sig.             (2-
tailed)  

.000  .000 .000 .000 .000 .000 .000 

N  300 300 300 300 300 300 300 300 

PS  Pearson 
Correlation 

.424**  .399**  1 .328**  .197**  .307**  .297**  .293**  

Sig.             (2-
tailed)  

.000 .000 .000 .000 0.01 .000 .000 .000 

N  300 300 300 300 300 300 300 300 

PC  Pearson 
Correlation 

.510**  .445**  .328**  1  .246**   .421**   .336**  .240**  

Sig.             (2-
tailed)  

.000 .000 .000  .000 .000 .000 .000 

N  300 300 300 300 300 300 300 300 

SI  Pearson 
Correlation 

.177**  .257**  .197**   .246**   1  .164**  .189**  .015  

Sig.             (2-
tailed)  

.002 .000 .001 .000  .004 .001 .799 

N  300 300 300 300 300 300 300 300 

R  Pearson 
Correlation 

.478**  .428**   .307**  .421**  .164**  1  .412**  .142*  

Sig.             (2-
tailed)  

.000 .000 .000 .000 .004  .000 .014 

N  300 300 300 300 300 300 300 300 

PI  Pearson 
Correlation 

.315**  .456**  .297**   .336**   .189**  .412**   1 .156**  

Sig.             (2-
tailed)  

.000 .000 .000 .000 .001 .000  .007 

N  300 300 300 300 300 300 300 300 

UI  Pearson 
Correlation 

.296**  .244**  .293**  .240**  .015  .142*   .156** 1  

Sig.             (2-
tailed)  

.000 .000 .000 .000 .799 .014 .007  

N  300 300 300 300 300 300 300 300 
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** Correlation is significant at the 0.01 level (2-tailed). 
PU: Perceived usefulness, PEOU: Perceived Ease of Use, PS: Perceived Security, PC: Perceived 
Compatibility, SI: Social Influence, R: Rewards, PI: Personal Innovativeness, UI: Usage 
Intention.  
 
Hypothesis Testing 
Based on the result above, it can be concluded that except for Hypothesis 5, all other six 
hypotheses proposed for this study are supported (refer Table 5). 

 
Table 5: Summary of Hypothesis 

Hypothesis Findings 

H1: There is a significant and positive relationship between perceived 
usefulness with usage intention of QR mobile payment system. 

Supported 

H2: There is a significant and positive relationship between perceived 
ease of use with usage intention of QR mobile payment system . 

Supported 

H3: There is a significant and positive relationship between perceived 
security with usage intention of QR mobile payment system. 

Supported 

H4: There is a significant and positive relationship between perceived 
compatibility with usage intention of QR mobile payment system. 

Supported 

H5: There is a significant and positive relationship between social 
influence with usage intention of QR mobile payment system. 

Not supported 

H6: There is a significant and positive relationship between rewards 
with usage intention of QR mobile payment system. 

Supported 

H7: There is a significant and positive relationship between personal 
innovativeness with usage intention of QR mobile payment system  

Supported 

 
Discussion  
With the exception of social influence, all other independent variables, namely – perceived 
usefulness, perceived ease of use, perceived security, perceived compatibility, rewards, and 
personal innovativeness – are found to be having a positive and significant relationship with 
the usage intention of QR mobile payment system.  With regards to perceived usefulness, this 
result is consistent with previous research by Liu and Tai (2016) done in Vietnam. As 
mentioned above, previously, cashless transaction only can be made via credit card. However, 
as most people nowadays has smartphones, using a QR mobile payment system enables an 
individual to make cashless payment without having a credit card – especially when you are 
university’s student or fresh graduate who just started a career. Adding money and making a 
payment via QR mobile payment system also is a significantly quicker and easier compared to 
using cash. The system provides a user with value and benefits in terms of minimizing time, 
efficiency as well as cost incurred to withdraw cash, therefore it might have explained why 
perceived usefulness has the strongest relationship with the usage intention of QR mobile 
payment system among other variables. 
From the result, perceived ease of use also is found to be having a significant positive 
relationship with the usage intention of QR mobile payment system. This is consistent with 
the findings from studies done by Kumar et. al (2017), Cao et. al (2016), and Ntaukira et. al 
(2019). Individuals will be inclined to use QR mobile payment system only if they figure out 
that the system is not difficult to understand, learn and use. Therefore, in order to increase 
the usage of QR mobile payment system, the service provider must make sure their system is 
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easy-to-use. For instance, the installation procedure must be effortless and easy to 
implement, and the system’s user interface must be simple, easy-to-navigate, efficient, 
responsive and consistent. With regards to perceived security, from this study, it is found that 
this dimension too has a significant and positive relationship with usage intention. This is 
consistent with studies done by Kumar et. al (2018), and by Liu and Tai (2016). Even though 
there are many advantages and benefits that a user can get by using QR mobile payment 
system, if it is not safe, the consumer will not accept it as a replacement, nor as an alternative 
to the traditional type of payment transaction. Potential user must be assured by service 
provider that their personal and financial information as well as their privacy are safe and 
secure. 
Another factor that was found to be significant and have a positive relationship with usage 
intention is perceived compatibility. This finding is accordance with a study by Aydin and 
Burnaz (2016), and Liu and Tai (2016). If the system is consistent with one’s needs, value, and 
experience, an individual might be tempted to use the system. Only when consumers find the 
system suits their lifestyle or behavior, they are more willing to use and adopt the system.  
Therefore, a service provider must highlight and communicate to their potential users about 
the system’s compatibility with their characteristics such as shopping behavior.  
One important finding from this study is there is no significant relationship between social 
influence with usage intention. As the QR mobile payment system has been in the market for 
a few years now, and it is widely used especially among millennial, the influence from family 
members, friends or other individuals becoming less relevance in persuading them in using 
the system. A similar finding also has been reported in Aydin and Burnaz (2016). On the other 
hand, with regards to rewards, the same study has a contrary outcome from this study. In this 
study, rewards are found to have a positive and significant relationship with the usage 
intention.  As there are many QR mobile payment system in the market nowadays, service 
providers tend to provide additional benefits in attracting potential users to use their service 
instead of competitors. These extra benefits normally come in the form of loyalty points, 
cashback, rebates and other forms of rewards. This might explain why rewards are found to 
have a relationship with the usage intention. Personal innovativeness is another dimension 
that is found to be significant and has a positive relationship with usage intention of QR 
mobile payment system. A similar finding can also be found in Lwoga and Lwoga (2017). As 
this study was focusing on millennial, this outcome is not surprising as millennial are tend to 
be more curious and open towards trying new things, especially when it involves smartphone 
technology.  
 
Conclusion and Recommendation 
Based on Pearson Correlation Analysis conducted in this study, the major finding of this study 
shows that social influence does not has a significant relationship with the usage intention of 
QR mobile payment system. In addition, the result of this study also indicates that the other 
six constructs, namely perceived usefulness, perceived ease of use, perceived security, 
perceived compatibility, rewards, and personal innovativeness are found to show a positive 
and significant relationship with the usage intention of QR mobile payment system. Based on 
these major findings, several recommendations are suggested. Firstly, as social influence is 
found to be not having a significant relationship with the usage intention, it is therefore 
appropriate for service providers to not rely solely on word-of-mouth in growing their 
customer base, especially among millennials. As most millennial are technology-savvy, the 
focus should be placed on improving service offering, which is our second recommendation. 
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For instance, a service provider should improve and highlight the system’s user-friendliness, 
safety and security features. Thirdly, service providers should also change their marketing 
communication to emphasize how their system suit the current lifestyle, behavior and values 
of their target markets, as well as bringing the attention of potential users to the additional 
rewards a user can get from the using their system such as cash rebate and discount.  
This study’s outcome may offer imperative understandings on the usage intention of the 
system among millennials especially in Kota Samarahan, Sarawak, but may not hold for other 
geographical areas. Therefore, among improvement that can be made to further understand 
the usage intention of QR mobile payment system is to include a broader geographic 
coverage. A comparative study between user and non-user, or between different 
demographic profiles such as age and gender could also be implemented to further 
understand how these factors might influence the usage of such payment system.  In addition, 
a study specific to a certain application might be more useful in studying the usage intention 
of QR mobile payment system. For example, the intention to use the system for the payment 
of parking fee or parking notice might be influenced by different factors compared to using it 
for payment of goods in a retail shop.   Future researchers are also to encourage to expand 
the sample size as higher number respondents would result in more accurate representation 
of the population.  
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