FACTORS INFLUENCING ADOPTION OF MOBILE
PAYMENT APPS AMONG GENERATION Z
WITHIN KLANG VALLEY

LAU YAN YIN

BACHELOR OF INTERNATIONAL BUSINESS
(HONOURS)

UNIVERSITI TUNKU ABDUL RAHMAN
FACULTY OF ACCOUNTANCY AND
MANAGEMENT
DEPARTMENT OF INTERNATIONAL BUSINESS

APRIL 2022



FACTORS INFLUENCING ADOPTION OF MOBILE
PAYMENT APPS AMONG GENERATION Z WITHIN
KLANG VALLEY
BY
LAU YAN YIN

A final year project submitted in partial fulfilment of the
requirement of the degree of

BACHELOR OF INTERNATIONAL BUSINESS
(HONOURS)

UNIVERSITI TUNKU ABDUL RAHMAN
FACULTY OF ACCOUNTANCY AND
MANAGEMENT
DEPARTMENT OF INTERNATIONAL BUSINESS

APRIL 2022



Copyright @ 2022

ALL RIGHTS RESERVED. No part of this paper may be reproduced, stored in a
retrieval system, or transmitted in any form or by any means, graphic, electronic,
mechanical, photocopying, recording, scanning, or otherwise, without the prior
consent of the authors.



DECLARATION

| hereby declare that:

1) This undergraduate FYP is the end result of my own work and that due
acknowledgement has been given in the references to ALL sources of information
be they printed, electronic, or personal.

2 No portion of this FYP has been submitted in support of any application for
any other degree or qualification of this or any other university, or other institutes
of learning.

3) Sole contribution has been made by me in completing the FYP.

4) The word count of this research reportis 10,312

Name of Student Student ID Signature
Lau Yan Yin 1803657 :]w)/i"\

Date: _ 28/04/2022




ACKNOWLEDGEMENT

I would like to take this opportunity to express my gratefulness to the people and
parties that have assisted us throughout this research project. Their guidance and

support are indispensable for me to complete this research project.

First of all, 1 would like to express my deepest appreciation to my supervisor, Dr.
Tan Pei Meng for her guidance and valuable advice through the whole progress of
this research project. The opinions and recommendations from Dr Tan gave me

great encouragement and helped me to complete my research project smoothly.

Furthermore, | sincerely appreciate all respondents who have dedicated their
previous time and effort to fill out the questionnaires. Without their valuable

information, the research paper might not be able to complete on time.

At the end, | would like to express my grateful towards Universiti Tunku Abdul
Rahman (UTAR) for giving me the opportunity to conduct the research project.
Through this project, |1 had gained several benefits from the project, including
communication skill, self-development and time management skill. 1 also would

like to appreciate for the support from friends and families.



DEDICATION

Dedicated to

Dr. Tan Pei Meng
Dr. Tan Pei Meng is my supervisor who provide the guidance and advice throughout
the whole research project.

Respondent
To the respondents who have spent their previous time and effort in helping me to
complete the questionnaires.

Universiti Tunku Abdul Rahman (UTAR)
| would like to dedicate to UTAR which have gave me the chance to conduct this

research project.

Friends and Families
They have provided us a lot of support and encouragement during this research

project.



TABLE OF CONTENTS

COPYIIGNT . i
DECIAIALION ... i
ACKNOWIEAGEMENT ... iv
DEUICALION ...ttt %
Table OF CONTENES .....cuiiiiiciee s vi
LISt OF TADIES ...t X
LISt OF FIQUIES ...ttt Xi
LiSt OF APPENAIX ...vviivieiiiciece ettt e e e nne s Xii
List Of ADDIEVIALIONS ......c.ooiiiiiiiiiicee s xiii
PIETACE. ... et Xiv
ADSEFACT ... XV
CHAPTER 1: INTRODUCTION ...ttt 1
1.0 INTrOAUCTION ..o 1
1.1  Research Background.............ccooooiiiiiiiiiiiiiiseeee e 1
1.2 Problem Statement ..........ccooiiiiiie e 2
1.3 ReSearch ODJECHIVES .......ccoiiiiiieee e 3
1.4 ReSearch QUESLIONS .........cccoviierieieeiesee e eee e sie e e ste e sree e eesneeneeas 4
1.5  Significance Of StUAY ........ccooiiiiii i 4
1.6 Chapter SUMMAIY........coiiiieiie et 4
CHPATER 2: LITERATURE REVIEW ......ooiii e 6
2.0 INEPOTUCTION ... 6
2.1 UNderlying ThEOIY ..cc..eoieeie s 6
2.2 Review Of Variables ... 7
2.2.1  Independent Variables: Performance EXpectancy ...........ccccocvvvenene. 7
2.2.2  Independent Variables: Effort EXPeCtancy ..........ccccccevvevveivesesiiennnnn 7
2.2.3  Independent Variables: Social Influence ..........cccccoovvveciiienveiennnn, 8
2.2.4  Independent Variables: Facilitating Condition............cccccoevvevviinennn. 9

Vi



2.2.5 Independent Variables: CONVENIENCE .........ccceevveveiieiireieseeiesie e 9

2.2.6  Dependent Variable: Behavioural Intention ...............ccccccvevviveennenn, 10
2.3 ResSearch FrameWOrK. ... 11
2.4 Hypotheses DeVelopmEeNt..........cccvvviiieii e 11

2.4.1 Performance EXPECLANCY .......ccccveiuerierieniiniiniesieeeeee et 11

2.4.2 EFFOrt EXPECLANCY ...vouviviiiiiiiiieiieieie et 12

2.4.3 SOCIAl INFIUBNCE ..o 12

2.4.4 Facilitating CONAItION ........ccviiiiiiiiiie e 12

2.4.5 CONVENIENCE. ....utiuieiietesieste sttt ettt sttt sttt sttt 13
2.5 CONCIUSTON. ...ttt 13

CHAPTER 3: METHODOLOGY ...ttt 14
3.0 INEFOTUCTION ..o 14
3.1 RESEArCN DESIGN .....ccvviiiieiecie ittt 14
3.2 SAMPING DESIGN ..ot 14

3.2.1  Target POpUlation...........cooiiiiiiicie e 14

3.2.2 SaMPliNg LOCALION ......c.veiiiiiiiiiieieie s 15

3.2.3 Sampling TEChNIQUE ......oviiiiiicee e 15

3.2.4 SAMPIING SIZE ..o 15
3.3 Data Collection Method ..........cccoeiiiiiiiiiiiieee e, 16

3.3 L PrIMAry Data.....cceeeeiiiieiiiiicsieeeeee e 16
3.4 ReSearch INSIIUMENTS .........ccooiiiiiiiiee e 16

3.4.1 QUESLIONNAITE DESION....ccviiiiiieiie ittt 16

BuA.2 PHOE TESE .. 17
3.5 CONSrUCt MEASUIEMENT .......viiiiiiiiiiiie e 18

3.5. 1 NOMINAI SCAIE ... 18

3.5.20rdINAry SCAIE .....ccvviiiiiiiie e 18

3.5.3Interval SCale ........ovoiii 18

vii



3.6 Data ProCESSING ..cveivveiieeieiieiteesieste st ee s sre e te et raene e 21

3.6.1 Data CheCKiNG.......covviieiiiie e 21
3.6.2 Data EdItINg .....ccovveiiiieie et 21
RS BT L W O Lo 1o o ST SS 21
3.7  Data Analysis TOOIS .......cciiiiiiiiiiiee e 22
3.7.1 DeSCriptiVe ANAIYSIS ......couiiuiiiiiiiieieiesie e 22
3.7.2 Scale MEASUIEMENT .....c.veiiieirieeiieee e 22
3.7.2.1 RelabIIty TeSE.....eeieieieieieestese e 22
3.7.3 Inferential ANAlYSIS........coiiiiiiiiieee e 23
3.7.3.1 Pearson Correlation COeffiCIent..........cccvvereieieniiinesceeeeeeee, 23
3.7.3.2 Multiple Regression ANalysiS.........cccuveivereiienieeie e 23
CHPATER 4: DATA ANALYSIS ..o 25
4.0 INFOQUCTION ... 25
4.1  DesCriptive ANAIYSIS .......coviiieiieie et 25
4.1.1 Respondent Demographic Profile...........ccccooeieiiiiiiiecceceeee 25
Y T YS OO 25
A.1.1.2 GENAET ...ttt bbbt 26
4.1.1.3 OCCUPALION ...ttt e 27
4.1.1.4INCOME LEVEI ..ot 28
4.1.1.5 Frequency Usage of Mobile Payment (Per Week) .........cccccovenee. 29

4.1.1.6 Which Type of Mobile Payment App Do You Use Most Often?..30

4.1.1.7 Current Residential AdAress ..........c.coovvirreiieieninne e 32
4.1.2 Central Tendencies Measurement of Construct.............ccocvevviveienennn, 32
4.1.2.1 Performance EXPECIANCY ........ccccveiiiieiieiiieeiie e sre e siee e 33
4.1.2.2 EFfOrt EXPECLANCY ....veeveeiiieieeie et 34
4.1.2.3 Social INFIUEBNCE .......ccviiiiii 34
4.1.2.4 Facilitating Condition ..........ccccoieiieiiniesieese e 35

viii



A4.0.2.5 CONVENIENCE. ...cee e ettt e e e ettt e e e e e e e e e e e eneeeeeaas 36

4.1.2.6 Behavioural INteNTION..........ccoiiiiieiiiiicc e 37

4.2 SCale MEASUIEMENT ..ot 38
4.2.1 Reliability ANAIYSIS.......ccoveiiiieiicie e 38

4.3 Inferential ANAYSIS .......ccooiiiiiiiiii e 39
4.3.1 Pearson Coefficient COrrelation...........c.ccovvviieiiienencic e 39
4.3.2 Multiple Regression ANAIYSIS ..........cooiiiiiiiiieiieiese e 40
4.3.3 HYPOthESES TESTING .....civeiiieiieieie et 43

A4 CONCIUSION. ..ottt 44
CHAPTER 5: DISCUSSION AND CONCLUSION .....ccccoiiiiiieiienee e 45
5.0 INErOUCTION ...t 45
5.1 Discussion of Major FINAINGS .......cccoeveiiiiiieiieic e 45
5.1.1 Performance EXPECLANCY .......ccovveiiiiiieiii e 45
5.1.2 EffOrt EXPECLANCY ....ooivvieiieiii ettt 46
5.1.3 SoCial INFIUBNCE ... e 47
5.1.4 Facilitating Condition ...........ccoiiiiiiiiiese e 47
5.1.5 CONVENIENCE. ....uiiiiiiieieiteit ettt sttt sbe bbb 48

5.2 Implications OF STUY ........ccooeiiiiiiiiie e 49
5.2.1 Theoretical IMpliCatioN ..........ccoviiiiiiiiie e 49
5.2.2 Practical IMplICAtION .........cccoiiiiiiiieee s 49

5.3 Limitations Of STUAY ........cccoriiiiiiiiiee e 50
5.4  Recommendation for Future ReSearch.............ccoceveveninininiiiceeee, 51
5.5 CONCIUSION....ciiiiiiiieiee e 51
REFERENGES ...ttt 53
APPENDIXES ...ttt 61



LIST OF TABLES

Table 3.1: Krejcie and Morgan Sampling Method ............ccccvveviiieiiccc e, 16
Table 3.2: Pilot Test’s ReSUlt.......ccueviiiiiiieciiiiec e 17
Table 3.3: The origin Of CONSLIUCTS ........cooiiiiiiiie e 19
Table 3.4: Rules of Thumb for Cronbach” Alpha..........cccooiiiiiiiiiiiiie, 22
Table 3.5: Rules of Thumb for Correlation Coefficient ...........ccccoocvveiiiiininnnnn, 23
QI 10 L g o =TSRSS 26
TaADIE 4.2 GENUEN ......eeeie ettt nte e re e e 27
Table 4.3: OCCUPALION .......coueiiiieieite ettt 28
Table 4.4: INCOME LEVEI ....c.ooiiiei e 29
Table 4.5: Frequency Usage of Mobile Payment (Per Week) ...........ccccceevveiveenenn. 30
Table 4.6: Which Type of Mobile Payment App Do You Use Most Often .......... 31
Table 4.8: Means of Performance EXPectancy .........ccocuvvvvrierreneneneneneseseenen, 33
Table 4.9: Means of Effort EXPectancy ........ccccceevveveiieiicieceeceee e, 34
Table 4.10: Means of Social INflUENCE ..........coeviiiiiii e, 35
Table 4.11: Means of Facilitating Condition .............cccoveriiinienen e, 36
Table 4.12: Means 0f CONVENIENCE .......ccoiveierierieeie e e se e see e nne e 37
Table 4.13: Means of Behavioural INteNtion ............ccocvverinienieienece e, 37
Table 4.14: Cronbach’s Alpha Reliability Test ...........cccooviiiiiiiiiiiiie, 38
Table 4.15: Pearson Coefficient COrrelation ...........ccccccevvevevienieeie e, 40
Table 4.16: Model SUMMATY ......ocoiiiiiiiieee e 40
TADIE 4. 177 ANOVA......iiiiiiieiiiiie ettt ettt b e 41
Table 4.18: COBTFICIENTS.....cuiiiiiieece e 42



LIST OF FIGURES

FIQUIE 4.1 AGE ottt 26
FIQUIE 4.2 GENAET ... 27
FIgUre 4.3: OCCUPALION........eiieiieiecieesie e sie st ste et sae e sre e aeanaenne s 28
Figure 4.4: INCOME LEVEL.......oooviieiieee e 29
Figure 4.5: Frequency Usage of Mobile Payment (Per Week)...........ccocovovvvennne. 30
Figure 4.6: Which Type of Mobile Payment App Do You Use Most Often......... 31

Xi



LIST OF APPENDIXES

AppendixX A: QUESTIONNEITE ........ooiiiiieieiere et 61
Appendix B: Frequency Table (Full Study).........c.ccooviiiiiiiiiiiieeee, 66
Appendix C: Reliability Test (FUll StUdy)........cccooveiiiieiiieceeeee e 69
Appendix D: Pearson Correlation Coefficient (Full Study) ..........ccooveiveiiinnnn, 84
Appendix E: Multiple Linear Regression (Full Study).........cccccooviiininiiiinienen, 85

xii



Bl

EE

FC

PE

Sl

SPSS
UTAR
UTAUT

LIST OF ABBREVIATION

Xiii

Behavioural Intention

Convenience

Effort Expectancy

Facilitating Condition

Performance Expectancy

Social Influence

Statistical Package for Social Science
Universiti Tunku Abdul Rahman

The Unified Theory of Technology
Acceptance and Use of Technology

model



PREFACE

The topic of this research project is ‘Factors Influencing Adoption of Mobile
Payment Apps Among Generation Z Within Klang Valley’. This topic is conducted
because the mobile payment app has become a common trend in Malaysia among
the youths. In short, this research will provide a clear information and understanding
about the dimension of performance expectancy, effort expectancy, social influence,
facilitating condition and convenience will affect the behavioural intention of
Generation Z. This research will also provide some recommendations to improve

the independent variables among Generation Z.
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ABSTRACT

Due to Covid 19 pandemic, contactless contactless payments are now even more
appreciated, especially in Asia Pacific region. Malaysia also facing the increasing
mobile payment app usage trend among the Generation Z. Thus, this research
intends to examine the effect of performance expectancy, effort expectancy, social
influence, facilitating condition and convenience on the behavioural intention of

Generation Z within Klang Valley.

In this research, a quantitative approach was applied, with a sample size of 390 from
Generation Z whom currently residing in Klang Valley. Furthermore, SPSS
software was used to generate descriptive analysis, reliability test, Pearson

Correlation Analysis and Multiple Regression Analysis.
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CHAPTER 1: INTRODUCTION

1.0 Introduction

In chapter one, the research background, problem statement, research objectives,

research questions and significance of study will be discussed.

1.1 Research Background

Mobile payment app, also known as e-wallet or mobile wallets, where it allows
users to make payments and money transfer without requiring their bank card
present (Hendron, 2021). Mobile wallet usually requires a verification process,
where it will require the user to enter PIN code or fingerprint scanning to ensure
that the payment process is secure. According to Grant (2021), mobile payment
technology is the money payment process carried out through portable electronic
devices, such as smartphones or tablets. This mobile payment technology can be
used to make payment when buying a product or service, it also can be used to

transfer money to friends or family members.

According to Jason & Arthur (2020), mobile payments have become more prevalent
among customers and due to Covid-19 pandemic, contactless payments are now
even more appreciated. Besides, Jason & Arthur (2020) also mentioned that mobile
payments are more convenient for customers to make payments for products and
services as only their smartphone is needed to finish the transactions. In Malaysia,
some of the leading e-wallets include GrabPay, Boost, Touch ‘n Go, WeChat Pay,
Shopee Pay, Alipay, AEON wallet and CIMB Pay.

Based on Sticpay’s report (2021), in Q3 2020, 71% of Generation Z are e-wallet
users in Malaysia. This shows that mobile payment apps have become a common
trend among Malaysians, especially among Generation Z. Moreover, Oppotus also
disclosed that the top three categories of activities where e-wallets are heavily used



among Malaysians are food & beverage (71%), followed with groceries (54%) and

convenience stores (45%). This trend would continue to surge in the near future.

Mobile payment can be carried out by three different ways, barcode transfer, mobile
bank transfer and app-to-app transfer (freshbooks.com, n.d.). Barcode transfer
indicates that the users can scan the barcode or quick response codes (QR codes)
provided on the screen to transfer money or make transactions through online;
mobile bank transfer refers to the users used digital apps to transfer funds directly
from their bank account to another person’s bank account, including Maybank2u
app and Public Bank engage. While for app-to-app transfer includes the payment

processors, such as PayPal, Touch ‘n Go, Boost, and others.

1.2 Problem Statement

Covid 19 pandemic has changed the whole world's lifestyle and working habits in
order to coexist with the virus. It has also accelerated the mobile wallet trend
worldwide as it has displaced the traditional payments method, especially in the
Asia Pacific region. For instance, Thailand, Vietnam, India and China have actively
encouraged their people to increase their usage of mobile wallet apps (GlobalData,
2021). Thailand has been classified as the top country with the highest number of
mobile wallet app adoption in the Asia Pacific region, where 93.7% of the Thailand
respondents used mobile payment apps in the past 12 months (GlobalData, 2021).
This also proved that the awareness of mobile payments has increased gradually in

Asian countries, by switching from cash payment to digital payment mode.

Malaysia also started to promote mobile payment app by introducing some
government programmes to teenagers such as the eBelia programme in 2021
(TheStar, 2021) and eStart programme in 2022 (Rozlan, 2021). These programmes
will provide the teenagers aged between 18 and 20, together with full-time tertiary
students the RM150 e-wallet incentive through four e-wallet service providers,
including Touch ‘n Go, ShopeePay, Boost and BigPay. Two million youths in
Malaysia will benefit from this programme (Rozlan, 2021). This has been proved

that the Malaysian government has been actively promoting Generation Z to use e-
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wallet provider services by giving out incentives to them. It also can be known as
the government is trying to increase the e-wallet awareness among the youths and

it has been included into the government's future plan.

However, a government’s support alone in raising the awareness of mobile payment
app among youth is not enough as there are still different factors that will influence
the teenagers’ behavioural intention. Moreover, there is only little research that was
related to Klang Valley study, where most of the studies are related to healthcare,
transportation, nursing and travel context (Arham et al., 2020; Ariffin & Zahari,
2013; Wong et al., 2020; Mothiravally et al., 2014). As a result, this study aims to
examine the factors that influence adoption of mobile payment apps among
Generation Z within Klang Valley.

1.3 Research Objectives

RO1: To examine the relationship between performance expectancy and
behavioural intention of Generation Z towards adoption mobile payment

apps within Klang Valley.

RO2: To examine the relationship between the effort expectancy and the
behavioural intention of Generation Z towards the adoption mobile payment
apps within Klang Valley.

RO3: To examine the relationship between social influence and behavioural
intention of Generation Z towards adoption mobile payment apps within
Klang Valley.

RO4: To examine the relationship between facilitating condition and behavioural
intention of Generation Z towards adoption mobile payment apps within
Klang Valley.

RO5: To examine the relationship between convenience and behavioural intention
of Generation Z towards adoption mobile payment apps within Klang
Valley.



1.4 Research Questions

RQ1: Isthere any significant relationship between performance expectancy and
behavioural intention of Generation Z towards adoption mobile payment
apps within Klang Valley?

RQ2: Is there any significant relationship between effort expectancy and
behavioural intention of Generation Z towards adoption mobile payment
apps within Klang Valley?

RQ3: Is there any significant relationship between social influence and
behavioural intention of Generation Z towards adoption mobile payment
apps within Klang Valley?

RQ4: Is there any significant relationship between facilitating condition and
behavioural intention of Generation Z towards adoption mobile payment
apps within Klang Valley?

RQ5: Is there any significant relationship between convenience and behavioural
intention of Generation Z towards adoption mobile payment apps within

Klang Valley?

1.5 Significance of Study

This research is significant to help researchers to have a deeper understanding on
the factors influencing the Generation Z behavioural intention the most in Klang
Valley. Besides, it also can benefit the mobile payment app operator as this research
will provide recommendations for them to enhance their customer’s e-wallet usage
experience. Moreover, the users will also learn to recognize which factors that will

influence their behavioural intention on the mobile payment app.

1.6 Chapter Summary

Mobile payment app has become a common trend among Generation Z and there
are many factors that will influence the user’s behavioural intention. Thus, this

research will examine the effect of performance expectancy, effort expectancy,

4



social influence, facilitating condition and convenience on generation Z’s

behavioural intention.



CHPATER 2: LITERATURE REVIEW

2.0 Introduction

In chapter 2, we are going to discuss the literature review of dependent variable and
independent variables, hypothesis development, underlying theory and proposed
conceptual framework. The dependent variable of this research is behavioural
intention, while independent variables include performance expectancy, effort

expectancy, social influence, facilitating condition and convenience.

2.1 Underlying Theory

The theory that was used in this research is The Unified Theory of Technology
Acceptance and Use of Technology (UTAUT) model. Over the years, information
technology acceptance research has yielded many models with different sets of
variables. According to Venkatesh et al. (2003), the UTAUT model has been
introduced to study the factors that influence people’s intention to adopt new
technologies. By using UTAUT model, the mediating effects of performance
expectancy, effort expectancy, social influence and facilitating conditions were
investigated (Balakrishnan & Shuib, 2021). Some studies have further extended the
UTAUT model by adding trust and perceived enjoyment determinants (Al-Saedi et
al., 2020).

Besides from tested in different geographical circumstances, UTAUT model also
been contextualized in various technology acceptance field which included mobile
health, mobile banking, information system engineers, electric vehicles (Ronaghi
& Forouharfar, 2020; Jadil et al., 2021; Bu et al., 2021; Jain et al., 2021). Since
UTAUT model has been previously applied in different technological areas, it was
proved that it could be used as the theoretical model of the research to measure the

success and adoption of mobile payment app.



2.2

Review of Variables

2.2.1 Independent Variables: Performance Expectancy

Performance expectancy can be viewed as the term of perceived usefulness
(Bu et al., 2021). It can also be viewed as people’s expectation on how the
job performance’s value will increase and improve after adopting the
technology (Nur & Panggabean, 2021). Besides that, performance
expectancy is being defined as the degree of the technology will provide
advantages to the consumers after performing certain activities (Baabdullah
et al, 2019).

According to Jadil et al.’s (2021) article on mobile banking technology
context, performance expectancy can also be seen as the expected
advantages from the adoption of technologies, including effective service
and functions, fast and convenient payment methods. In other words,
performance expectancy in mobile payment contexts will relate to the extent
that mobile payment apps can improve the customer’s experience and
satisfaction towards mobile transactions (Cai et al., 2019). Thus, individuals
will apply mobile payment app after they believe that they will be benefited

from their transaction and financial matters (Nur & Panggabean, 2021).

2.2.2 Independent Variables: Effort Expectancy

Effort expectancy can be referred as the degree of perceived ease of use with
technology by consumers (Liebana-Cabanillas et al., 2020). Based on Nur
& Panggabean’s study (2021), effort expectancy has been defined as an
individual’s perception towards the technology system should be error-free
and problem-free. They also assumed that people would believe that
adopting a new technology should be easy and without any big issue, even
though without the basic knowledge of technology context (Zhou et al.,

2010). Moreover, Jadil et al. (2021) illustrated that effort expectancy also



can be understood as the degree of an individual find it easy to operate a

technology.

In mobile technology adoption, effort expectancy is important as when a
technology requires huge effort from the individual in order for them to
learn and adapt the new technology, it may affect the consumer’s attitude
(Buetal., 2021). Jain et al. (2021) also conclude that effort expectancy will
also reflect that the technology system has user-friendly designs for the

consumers.

2.2.3 Independent Variables: Social Influence

Social influence can be explained as the perception of the other social group
member’s actions and thoughts when facing specific situations (Yang et al.,
2017). It also refers to the extent of the peers’ opinion will influence an
individual’s decision and their intention to use for a particular technology
(Nur & Panggabean, 2021). An individual’s peers can be their friends,
family members, colleagues, superiors or someone that is important to them
(Venkatesh et al., 2003). Feng et al.’s (2019) research further elaborated that
social influence can be referred to as the perceived pressure that consumers
received from their social peers when using the technology. It also measures
the degree of an individual’s believe and acceptance of their relative’s

opinion before adopting a technology (Jain et al., 2021).

In technology context, Leong et al.’s (2021) study described social influence
as the level which consumers believe themselves to be in line with their
peers when adopting the new technology. Furthermore, Nassar et al. (2019)
also mentioned that social influence means the peers persuading the
consumers to use the mobile payment app and make them believe the

importance and benefits of the technology.



2.2.4 Independent Variables: Facilitating Condition

Facilitating condition indicates the user’s perception or faith on the support
and resource that was available for them to perform a behaviour (Patil et al.,
2020). Meanwhile, in the research of Ronaghi & Forouharfar (2020),
facilitating condition refers to the extent of an individual's belief that
technical infrastructure could support their technology and system usage.
Ambarwati et al. (2020) claimed that availability of assistance, timely
support, information and resources are some of the mediators of facilitating
conditions. Facilitating condition is important for the users to help them to
adapt and understand the new technology as the availability of resources
enables them to learn the technology without complexity (Halili & Sulaiman,
2019).

Previous research has indicated that an individual’s behavioural intention to
use mobile payment will increase when the operational infrastructure exists
for them (Oliveira et al., 2016). It means that the availability of sufficient
resources and support will affect the consumer’s intention to adopt the

mobile payment app.

2.2.5 Independent Variables: Convenience

Convenience has been defined as the combination of time and effort an
individual will spend to benefit from certain products or services
(Jebarajakirthy & Shankar, 2021). The shorter the time and effort that was
needed, the more convenience that an individual will be benefited. Liebana-
Cabnillas et al.’s (2020) research mentioned that convenience can impact an
individual’s intention to use and perceived value of the products or services.
According to Kayak and Anwar’s study (2019), convenience refers to the
transaction time needed for a certain action, as they believed that
convenience would shorten the transaction period. Meanwhile, according to

another research of Nie and Amarayoun (2019), convenience has another



meaning of comfort to use, where it means that the effort needed to get
benefited from a specific action is little.

Leong et al.’s study (2021) on mobile payment usage intention described
that the situation when consumers were able to make payment and complete
fund transfer in a short period will be referred to as convenience.
Convenience is important in the mobile technologies context as it refers to

the level of satisfaction of consumers in terms of time consuming.

2.2.6 Dependent Variable: Behavioural Intention

Behavioural intention is a possibility measurement of a person to buy or use
certain product or service/technology (Nur & Panggabean, 2021). Bu et al.
(2021) further explained that behavioural intention will indicate someone’s
intention to take action towards targeted behavioural and has also been
defined as a state of preparation before an action occurs. One of the previous
research of Patil et al. (2020) has found that an individual’s adoption of
actions was significantly affected by their behavioural intention, as it will
act as a strong predictor of one’s behavioural. Moreover, behavioural
intention will reflect one’s willingness to change their behaviours towards

certain situations (Venkatesh et al., 2003).

Behavioural intention has also been applied in different contexts, where
Saari et al. (2021) studied about the behavioural intention on environmental
issues. In their study, they refer to behavioural intention as people’s
willingness to act by making sacrifices, and it will categorize people into
two segments; those who are willing to sacrifice for the sake of the
environment and those who are truly concerned about environmental
protection. They also indicated that behavioural intention reflects on an

individual’s readiness to behave in a certain way.
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2.3 Research Framework
Performance expectancy H1
ff H2
Effort expectancy Behavioural
H3 Intention
Social influence H4
. o H5
Facilitating condition
Convenience
2.4 Hypotheses Development

2.4.1 Performance Expectancy

Venkatesh et al.’s (2012) study has identified that performance expectancy
would act as the strongest predictor of consumer’s intentions and belief
towards adopting a new technology. Besides, performance expectancy has
also been proved that it will positively impact on the behavioural intention
to use mobile commerce technologies (Ali & Qaisar, 2018). By using the
United States as research background, Albashrawi et al. (2017) found that
in the mobile banking sector, performance expectancy would significantly
affect the individual’s intention, where when bank customers perceive high
levels of performance expectancy, the behavioural intention towards the
mobile banking system usage would also increase. Thus, the following

hypothesis could be formulated:

H1: Performance expectancy positively affect behavioural intention of

Generation Z.
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2.4.2 Effort Expectancy

Research of Pesa & Brajkovvic (2016) has identified and proved effort
expectancy will positively influence an individual’s intention of adopting
certain technology. Another study of Bhatiasevi (2015) also illustrated that
in Thailand, effort expectancy as an influential factor in explaining the
behavioural intention of the mobile banking system. Furthermore, Chua et
al. (2018) also disclosed that the positive relationship between effort
expectancy and behavioural intention in adapting social networking apps is

supported. Thus, the following hypothesis could be formulated:

H2: Effort expectancy positively affect behavioural intention of Generation
Z

2.4.3 Social Influence

Within mobile payment context, several studies have reiterated the positive
relationship between social influences on behavioural intention across the
world (Guo & Lu, 2017; Oliveira et al., 2016). Another research on the
mobile learning environment also shows that social influences have
significantly impacted behavioural intention in using new systems (Slade et
al., 2015). Moreover, Kapser & Abdelrahnman (2020) reported the positive
relationship of social influence on adoption intention in both autonomous
vehicle and mobile payment environments. Thus, the following hypothesis
could be formulated:

H3: Social influence positively affect behavioural intention of Generation Z.

2.4.4 Facilitating condition

A few research has investigated the effect of facilitating condition towards

mobile payment adoption, Sivathanu’s (2019) study supported that
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facilitating condition is having a significant impact on behavioural intention
towards mobile payment adoption. However, Oliveira et al. (2016) proposed
that they are non-significant on behavioural intention. Besides from the
mobile payment context, the study of Mahfuz et al. (2016) also proved that
facilitating condition is one of the key mediators in motivating customers to
adopt mobile banking systems in Bangladesh. Therefore, the following

hypothesis could be formulated:

H4: Facilitating condition positively affect behavioural intention of

Generation Z.

2.4.5 Convenience

Mpinganjira’s (2015) study has found that convenience would positively
impact on behavioural intention in the online store environment. Another
research of Xu et al. (2018) on tourism mobile apps has supported that the
behavioural intention would be positively influenced by convenience.
However, there is limited research that studies the relationship between
convenience and behavioural intention. Most of the previous research has
identified the significant impacts of convenience to usage intention in
several contexts, including m-payment, mobile hotel booking and tourism
mobile app context (Leong et al., 2021; Ozturk et al., 2016; Xu et al., 2018).

Therefore, the following hypothesis could be formulated:

H5: Convenience positively affect behavioural intention of Generation Z.

2.5 Conclusion

In this chapter, the theoretical framework, review of variable, proposed conceptual

framework and hypothesis development have been disclosed.
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CHAPTER 3: METHODOLOGY

3.0 Introduction

In this chapter, the researcher will discuss the approach and research design that
were adopted in this study. Besides, it will also explain about the target population,
sampling frame, sample size and the construct of variables when conducting this

research.

3.1 Research Design

This research is considered as exploratory research as it is aimed to investigate the
research questions in depth with a large sample. Quantitative research design will
be applied in this research in order to gather data from the targeted respondents by
using surveys. Quantitative research design is aimed for descriptive and conclusive
research, where it will involve statistical analysis and numerical measurement for

causality and forecasting purposes (Apuke, 2017).

3.2 Sampling Design
3.2.1 Target Population

The population of this study was set as the Generation Z e-wallet users who
aged between 17 to 24. Generation Z who are also nicknamed as
iGenerations (Dolot, 2018) are closely connected to the internet and they
can easily find the information that they need online (Nur et al., 2021) have
the basic knowledge to use those mobile payment apps. Besides, Generation
Z represents the highest e-wallet usage percentage (71%) in Malaysia
among the generations (Sticpay, 2021), thus this research is aimed to test

their interest towards the application of e-wallets.
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3.2.2 Sampling Location

Within this study, the sampling location has been concentrated in Klang
Valley as there is only little research that studies about Klang Valley’s
resident’s usage intention. Therefore, we had targeted the Generation Z

users that were currently living in Klang Valley.

3.2.3 Sampling Technique

In this study, judgemental sampling techniques have been applied, where
the sample units will be selected based on their professional judgement
(Explorable, n.d.). One of the major requirements that respondents will need
to fulfil is that they must be currently living in Klang Valley area. Another
targeted respondent’s requirement is that the respondent must be aged
between 17 to 24. Thus, we will select the samples that meet the criteria

conveniently.

3.2.4 Sampling Size

According to the Department of Statistics Malaysia (2021), Malaysia’s
population has reached 32.6 million in 2020. Based on Tjiptono et al.’s study
(2020), they claimed that Generation Z is representing 25% of the overall
population in 2020. Based on this statement, it can be estimated that
Generation Z consists of 8.15 million of the population in Malaysia.
Moreover, according to Krejcie and Morgan’s study (1970), when the
research’s population size is at 1 million and above, the sample size should
be set as 384 samples. Thus, in this research, 390 sets of surveys were
distributed to the targeted respondents in Klang Valley.
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3.3

3.4

Table 3.1: Krejcie and Morgan Sampling Method

Universe | Sample | Universe | Sample | Universe | Sample | Universe | Sample

10 10 100 a0 1,230 294 6,000 36
1= 14 200 132 1,500 208 7.300 £l
20 19 300 169 2,000 322 10,000 370
30 28 400 198 2,500 333 15,000 73
40 36 500 27 3,000 341 20,000 377
30 40 600 234 3.500 346 30,000 3ve
60 44 700 248 4000 351 40,000 3180
70 39 800 260 4,500 354 50,000 8
a0 ] Q00 269 5,000 357 75,000 382
Q0 73 1,000 278 3,500 339 1,000,000 384

Source: Krejcie and Morgan (1970)

Data Collection Method

3.3.1 Primary Data

Primary data, which is also known as the original data will be collected in
order for the researcher to examine the hypothesis in this study. A Google
form questionnaire was distributed to the target respondents through social
media platforms. All of the respondents’ first-hand data will be recorded

after they have submitted their response in the Google form.

Research Instruments

3.4.1 Questionnaire Design

In the questionnaire that we distributed, we divided the questionnaire into
two sections. Section A is aimed to collect the demographic information of
the respondents and a total of 7 questions were asked, including the
respondent’s age, gender, occupation, income level, their frequency of using
mobile payment per week, the type of mobile payment app that the
respondents use most often and their current residential address.
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The Section B of the survey is related to the independent variables and
dependent variables of this research. Total of 24 questions were included in
Section B and respondents were requested to indicate their degree of
agreement or disagreement based on 5 Likert Scale, where 1 reflected on

strongly disagree whereas 5 reflected on strongly agree.

3.4.2 Pilot Test

Pilot test functioned to test the reliability of each of the questions that were
created for the research, and 50 sets of data were used to do the pilot test

and SPSS software was used to define the survey’s data reliability.

According to the reliability test result, the independent variables including
performance expectancy, effort expectancy, social influence, facilitating
condition and convenience has achieved Cronbach’ Alpha of 0.731, 0.769,
0.791, 0.755 and 0.719 respectively. It indicated that the independent
variable of the study is having good reliability. On the other hand, the
study’s dependent variable resulted at 0.703 Cronbach’ Alpha, which also
indicated that the reliability of the variable is good. Table below shows the
result of the pilot test:

Table 3.2: Pilot Test’s Result

) Cronbach’s
Variable Items
Alpha
IV | Performance Expectancy (PE) 4 0.731
Effort Expectancy (EE) 4 0.769
Social Influence (SI) 4 0.791
Facilitating Condition (FC) 4 0.755
Convenience (C) 4 0.719
DV | Behavioural Intention of Generation
4 0.703
Z (Bl)

Source: Developed for the research
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3.5 Construct Measurement

3.5.1 Nominal Scale

Nominal measurement scale is used to measure variables that do not require
ranking and order sequence and it is aimed to identify the respondent’s
identification. Nominal measurement scale’s questions also do not require a
numerical answer as it aims to classify the respondents according to their
segment. Most of the questions in Section A were created based on this
measurement scale, such as age, gender, occupation, the type of mobile
payment app that the respondents use most often and their current residential

address. All of these questions do not involve numerical answers.

3.5.2 Ordinary Scale

Ordinary measurements scale refers to the rank order among the categories
comprising the variables (Saunders et al., 2012). This scale was applied on
questions that measure variables that can be ranked and categorized
simultaneously. In Section A, the income level variable was developed
based on ordinary scale, where respondents will need to choose their answer
from the given options (below RM500, RM500-RM1000, RM1000-
RM1500, and above RM1500). Another variable in Section A also applied
ordinary scale, which is the respondent’s frequency of using mobile
payment per week and the respondents were given options of less than 3

times, 4-9 times, and more than 10 times to choose as their answers.

3.5.3 Interval Scale

Interval scale refers to the measurement level where the variables are
measured based on a specific numerical score (Salkind, 2010). One of the
interval measurement scales that applied in the questionnaire is the 5-point

Likert scale, and it was used in the Section B of the survey. Likert scale will
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act as the measurement of an extreme attitude towards the other variable.
The 5-point Likert scale includes the alternatives of strongly disagree to

strongly agree.

Table 3.3: The origin of constructs

Variable Measurement ltems Source

1. The mobile payment app is useful for

supporting my online transactions.

2. The mobile payment app allows me to

complete online transactions faster. Nur and

Performance : : i
3. Using a mobile payment app will | Panggabean
Expectancy | . )
increase my productivity in online (2021)

transactions.

4. Using a mobile payment app makes it

easier for me to do online transactions.

1. | think that mobile payment app is

easy to use.

2. | think that mobile payment app is

Effort clear and easy to understand. Lin, Lin &

Expectancy | 3. My interaction with mobile payment | Ding (2020)
app would be clear and understandable.

4. | can easily use mobile payment app

to consume.

1. The people who matter to me think I
have to use the mobile payment app to

transact online.

Social 2. People who influence my life believe Nur and
ocia
that 1 have to use the mobile payment | Panggabean
Influence .
app to transact online. (2021)

3. People whose opinions are important
to me think that 1 should use the mobile

payment app to transact online.

19



4. People around me who use mobile
payment app seem to have more prestige
than those who do not.

Facilitating

Condition

1. I have the resources needed to operate

the mobile payment app.

2. | have sufficient knowledge to use the
mobile payment app.

3. | use mobile payment app with other

technology.

4. 1 will easily get help from other
people when | find it difficult to use the

mobile payment app.

Oliveira et al.
(2016)

Convenience

1. Mobile payment app is convenient
because the phone is usually with me.

2. Mobile payment app is convenient

because | can use it anytime.

3. Mobile payment app is convenient

because | can use it in any situation.

4. Mobile payment app is convenient

because it is not complex.

Kim,
Mirusmonov,
& Lee (2010)

Behavioural
Intention
(Dependent
Variable)

1. | will continue to use the mobile

payment app.

2. | will often use the mobile payment

app when transacting online.

3. 1 will use the mobile payment app in

my daily life.

4. 1 will recommend my friends to use

the mobile payment app.

Nur and
Panggabean
(2021)

Source: Developed for the research
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3.6

Data Processing

3.6.1 Data Checking

The first step of data processing is data checking, where researchers will
need to check the respondent’s data that was collected online. This is to
ensure that all respondents have filled all of the questionnaire and the data
was collected correctly. When there were any errors found from the data, it
should be corrected immediately to ensure the researcher is able to generate
reliable and accurate findings. Once all of the data is being collected, it can
be evaluated with a reliable test.

3.6.2 Data Editing

Data editing refers to the procedure of revising and reviewing the
respondent’s data. When the respondent is facing a typing error issue from
their answer, the researcher will need to edit their answer with the accurate

words.

3.6.3 Data Coding

Data coding reflects on the process of creating code with every data of the
questionnaire. It will allow the data being analyzed in an easier way and
lower the possibility of errors. For instance, the respondent’s answer for the
Section B will be coded accordingly, where their answers will be coded as
strongly disagree (1), disagree (2), neutral (3), agree (4), and strongly agree
(5).
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3.7 Data Analysis Tools

In this study, 390 respondent’s data were collected, and all of the
questionnaire was fully completed by respondents. Therefore, there is no
defect questionnaire recorded during the data collection. In order to analyze
the data, SPSS software was used to generate several data analyses.

3.7.1 Descriptive Analysis

Descriptive analysis indicated that the data analysis will be presented in the
form of tabulation and chart presentation. In this study, the respondent’s
demographic information, the study’s means, medians and modes will be

analyzed with descriptive analysis.

3.7.2 Scale Measurement

Scale measurement is applied to determine the validity and reliability of the
data collected in the study. Thus, a reliability test has been used in this

research.

3.7.2.1 Reliability Test

Reliability test is used to verify the internal consistency in measuring
the questions in the survey distributed. Researchers can verify and
ensure that the questions are reliable before distributing the
questionnaire to the target respondents. Cronbach’ Alpha Rule was
applied to determine the reliability of this survey. The table of the

rules of thumb for Cronbach’ Alpha was shown in below:

Table 3.4: Rules of Thumb for Cronbach’ Alpha

Alpha Coefficient Range Strength of Association

a<0.6 Poor
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06<a<07 Moderate

0.7<a<0.8 Good

08<a<0.9 Very Good
a>09 Excellent

Source: Nawi et al (2020)

3.7.3 Inferential Analysis

Inferential analysis is a tool that enables researchers to generate summary
and assumptions on a large population based on the data collected. Hence,
Pearson Correlation Analysis and Multiple Regression Analysis were used

to analyze this research.

3.7.3.1 Pearson Correlation Coefficient

Pearson Correlation Coefficient is a statistical measurement of the
strength of the relationship between two metric variables. If the
absolute value of the coefficient is higher, the relationship between
two variables will be stronger. When correlation coefficient range is
zero, it represents absolutely no relationship between the two

variables.

Table 3.5: Rules of Thumb for Correlation Coefficient

Size of Correlation Interpretation
+0.91 to +1.00 Very strong
+0.71to +0.90 High
+0.41 to +0.70 Moderate
+0.21 to +0.40 Small but definite relationship
0.00 to +0.20 Small, almost negligible

Source: Hair et al. (2003)

3.7.3.2 Multiple Regression Analysis
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Multiple Linear Regression Analysis will also be used to predict the

relationship between two or more variables. The multiple linear

regression equation has the following formula (Bevans, 2020):
y=PBo+BiX1+ -+ BuXpn +e

Where,

y is the dependent variable

B, is the y-intercept (constant term)

X, is the regression’s first independent variable

B is the slope coefficients of each explanatory variable

£ is in the model's error term
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CHPATER 4: DATA ANALYSIS

4.0 Introduction

In chapter 4, the survey’s data collected, and results examined will be discussed.
All of the data analysis was done by using the SPSS software. Furthermore, the
result of demography information and the descriptive statistics of variables will also

be disclosed in this chapter.

4.1 Descriptive Analysis

4.1.1 Respondent Demographic Profile

Total of 7 demographic information questions have been analyzed within
this section, which include gender, age, occupation, income level, frequency
usage of mobile payment (per week), the type of mobile payment app used
most often and current residential address. In this research, a total of 390
respondents participated in the survey.

4.1.1.1 Age

21 of the respondents (5.4%) are aged between 17 to 18, while 118
respondents (30.3%) are between 19 to 20 years old. Moreover,
Generation Z that aged 21 to 22 contains 172 out of overall
respondents which hold 44% of the respondents, followed by 79 of
respondents who aged between 23-24 with 20.3%.
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Figure 4.1: Age

Age

= 17-18
= 19-20
m21-22
m 23-24

Source: Developed for the research

Table 4.1: Age
Age Frequency Percent (%0)
17-18 21 5.4
19-20 118 30.3
21-22 172 44.1
23-24 79 20.3

Source: Developed for the research

4.1.1.2 Gender

A total of 270 respondents are female and represent 69.2% of the
390 respondents. Furthermore, 120 male respondents (30.8%) have

participated in this survey. In conclusion, there are more female

Generation Z involved in the survey.
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Figure 4.2: Gender

Gender

® Female
= Male
Source: Developed for the research
Table 4.2: Gender
Gender Frequency Percent (%)
Female 270 69.2
Male 120 30.8

Source: Developed for the research

4.1.1.3 Occupation

Based on the data collected, 6.9% of respondents are employees and

it represents 27 out of the respondents. Besides, 93.1% of
respondents which consist of 363 of respondents are students.
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Figure 4.3: Occupation

Occupation

= Employee
= Student
Source: Developed for the research
Table 4.3: Occupation
Occupation Frequency Percent (%0)
Employee 27 6.9
Student 363 93.1

Source: Developed for the research

4.1.1.4 Income Level

In this survey, 287 of respondents have an income that is less than
RM500 and this amounts to 73.6% of the respondents. This is mainly
because most of the respondents are students and they do not have
much pocket money to spend. Moreover, 60 respondents are getting
salaries between RM500 to RM1000, while 18 respondents earned
between RM1000-RM1500 salaries. It represents 15.4% and 4.6%
of respondents respectively. Lastly, there are 25 of respondents

whose (6.4%) income level are above RM1500.
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Figure 4.4: Income Level

Income Level

= Below RM500

= RM500-RM1000

= RM1000-RM1500
Above RM1500

Source: Developed for the research

Table 4.4: Income Level

Income Level Frequency Percent (%0)
Below RM500 287 73.6
RM500-RM1000 60 154
RM1000-RM1500 18 4.6
Above RM1500 25 6.4

Source: Developed for the research

4.1.1.5 Frequency Usage of Mobile Payment (Per Week)

The frequency usage of 206 respondents (52.8%) towards mobile
payment applications is less than 3 times per week. 123 respondents
mentioned that they are using mobile payment between 4-9 times
weekly, and it contains 31.5% out of the respondents. Besides, 61
respondents’ data (15.6%) recorded that they used mobile payment
apps frequently, where they will use mobile payment at least 10

times every week.
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Figure 4.5: Frequency Usage of Mobile Payment (Per Week)

Frequency Usage of Mobile Payment (Per Week)

m Less than 3 times
m 4-9 times

m More than 10 times

Source: Developed for the research

Table 4.5: Frequency Usage of Mobile Payment (Per Week)

Frequency Usage of Mobile
Frequency Percent (%0)
Payment (Per Week)
Less than 3 times 206 52.8
4-9 times 123 315
More than 10 times 61 15.6

Source: Developed for the research

4.1.1.6 Which Type of Mobile Payment App Do You Use Most
Often?

Based on the data collected, 14.9% of respondents (58 respondents)
prefer using Grab Pay, while 7 respondents (1.8%) use WeChat Pay
the most often. Furthermore, 20 respondents (5.1%) are Boost loyal
users, while 292 respondents prefer to use Touch ‘n Go mobile
payment app and it holds the highest percentage in this survey
(74.9%). On the other hand, 7 respondents used Shopee Pay and one
participant preferred Alipay, and they are holding 1.8% and 0.3% in
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the survey respectively. The rest of the respondents (5) disclosed that
they like to use online banking as their mobile payment app, and it
holds 1.3% of the survey’s data.

Figure 4.6: Which Type of Mobile Payment App Do You Use Most Often

Which Type of Mobile Payment App Do You Use
Most Often

03% 1.3%

|

1.8%

1.8% m Grab Pay
. 0

= WeChat Pay
Boost

5.1%
° Touch 'n Go

= Shopee Pay

74.9% m Alipay

m Online Banking

Source: Developed for the research

Table 4.6: Which Type of Mobile Payment App Do You Use Most Often

Which Type of Mobile
Payment App Do You Use Frequency Percent (%0)
Most Often
Grab Pay 58 14.9
WecChat Pay 7 1.8
Boost 20 5.1
Touch ‘n Go 292 74.9
Shopee Pay 7 1.8
Alipay 1 0.3
Online Banking 5 1.3

Source: Developed for the research
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4.1.1.7 Current Residential Address

Since this research is aimed to research on the Klang Valley area,
thus in this research, there are 111 (28.5%) respondents who live in
Kuala Lumpur and 279 respondents (71.5%) currently stay in
Selangor.

Figure 4.7: Current Residential Address

Current Residential Address

m Kuala Lumpur

= Selangor
Source: Developed for the research
Table 4.7: Current Residential Address
Current Residential Address Frequency Percent (%)
Kuala Lumpur 111 28.5
Selangor 279 715

Source: Developed for the research

4.1.2 Central Tendencies Measurement of Construct

In this section, mean score and standard deviation of independent variables

and dependent variables will be disclosed. In order to calculate the mean
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and standard deviation of the variables, SPSS software was used in this

research.

4.1.2.1 Performance Expectancy

There are 4 statements for the performance expectancy variable and
the statement of “The mobile payment app allows me to complete
online transactions faster” is having the highest mean score of 4.49,
while the statement of “Using a mobile payment app will increase
my productivity in online transactions” resulted in the lowest mean
at 4.37. For the same statement, it has been recorded as the highest
standard deviation of 0.719 and the lowest standard deviation score
of 0.638 was related to the first statement of performance expectancy
variable, which is “The mobile payment app is useful for supporting

my online transactions”.

Table 4.8: Means of Performance Expectancy

No Statement Mean Ranking SD Ranking
(Mean) (SD)

The mobile payment app is

1 | useful for supporting my online | 4.45 2 0.638 4
transactions.
The mobile payment app allows

2 |me to complete online| 4.49 1 0.660 2
transactions faster.
Using a mobile payment app

3 | will increase my productivity in | 4.37 4 0.719 1
online transactions.
Using a mobile payment app

4 | makes it easier for me to do | 4.44 3 0.641 3
online transactions.

Source: Developed for the research
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4.1.2.2 Effort Expectancy

The first statement created for the effort expectancy variable has
been recorded as the highest mean at 4.45. This statement also
scored the lowest standard deviation at 0.609. Besides, both of the
second statement and fourth statement shared the same value of 4.38
and has been ranked as the lowest mean in this variable, which is “I
think that mobile payment apps are clear and easy to understand”
and “I can easily use mobile payment apps to consume”. The fourth

statement also get the highest standard deviation ranking (0.676).

Table 4.9: Means of Effort Expectancy

Ranking Ranking
No Statement Mean SD
(Mean) (SD)
I think that mobile payment a
1| bay PP 4.45 1 0.609 4
IS easy to use.
| think that mobile payment a
2 | bay PP 4.38 3 0.662 2
is clear and easy to understand.
My interaction with mobile
3 | payment app would be clear and | 4.39 2 0.627 3
understandable.
| can easily use mobile payment
4 4.38 3 0.676 1
app to consume.

Source: Developed for the research

4.1.2.3 Social Influence

For social influence variable, the highest mean score was recorded
as 3.82 and it is related to the statement “The people who matter to
me think | have to use the mobile payment app to transact online”.
However, its standard deviation scored at 0.885 which was the

lowest among the 4 statements. Statement of “People around me
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who use mobile payment apps seem to have more prestige than those
who do not” was marked as the lowest mean as it scored 3.68. For
the same statement, it has been ranked as the highest standard
deviation with 1.023 score.

Table 4.10: Means of Social Influence

No

Ranking Ranking
Statement Mean SD
(Mean) (SD)

The people who matter to me
think | have to use the mobile | 3.82 1 0.885 4
payment app to transact online.

People who influence my life
believe that | have to use the
) 3.80 2 0.949 3
mobile payment app to transact

online.

People whose opinions are
important to me think that |
] 3.76 3 0.957 2
should use the mobile payment

app to transact online.

People around me who use
mobile payment app seem to
bay ) PP 3.68 4 1.023 1
have more prestige than those

who do not.

Source: Developed for the research

4.1.2.4 Facilitating Condition

By referring to Table 4.11, it shows that the statement of “I have
sufficient knowledge to use the mobile payment app” was the
highest mean which had the score of 4.24 and it also recorded as the

lowest standard deviation at 0.719. Moreover, “I use a mobile
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payment app with other technology” showed the lowest mean score

of 3.81 and the highest standard deviation of 0.951 in this variable.

Table 4.11: Means of Facilitating Condition

Ranking Ranking
No Statement Mean SD
(Mean) (SD)
| have the resources needed to
1 _ 4.07 2 0.828 3
operate the mobile payment app.
| have sufficient knowledge to
2 _ 4.24 1 0.719 4
use the mobile payment app.
| use mobile payment app with
3 bay PP 3.81 4 0.951 1
other technology.
I will easily get help from other
4 | people when I find it difficult to | 3.98 3 0.941 2

use the mobile payment app.

Source: Developed for the research

4.1.2.5 Convenience

For the convenience variable, the first statement of “Mobile payment

app is convenient because the phone is usually with me” got the

highest mean of 4.55, while the third statement “Mobile payment

app is convenient because | can use it in any situation” ranked the

lowest mean at 4.22. For standard deviation ranking, the first

statement and the third statement ranked the lowest (0.606) and the

highest (0.904) respectively.
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Table 4.12: Means of Convenience

No Statement Mean Ranking SD Ranking
(Mean) (SD)
Mobile payment app s
1 | convenient because the phone | 4.55 1 0.606 4
is usually with me.
Mobile payment app is
2 | convenient because | can use it | 4.49 2 0.672 3
anytime.
Mobile payment app is
3 | convenient because | can use it | 4.22 4 0.904 1
in any situation.
Mobile payment app is
4 | convenient because it is not | 4.32 3 0.726 2
complex.
Source: Developed for the research
4.1.2.6 Behavioural Intention
Statement “I will continue to use the mobile payment app” in the
behavioural intention variable recorded as the highest mean of 4.53.
Its standard deviation scored 0.594 and it was the lowest standard
deviation ranking among the other statements. The statement of “I
will use the mobile payment app in my daily life” is getting the
lowest mean score of 4.26 and for the same statement, it was ranked
as the highest standard deviation (0.861) in this variable.
Table 4.13: Means of Behavioural Intention
No Statement Mean Ranking SD Ranking
(Mean) (SD)
. I will continue to use the 453 . 0594 A
mobile payment app.
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| will often use the mobile
2 | payment app when transacting | 4.43 2 0.687 3
online.
3 I will use the mobile payment 426 A 0.861 .
app in my daily life.
4 I will recommend my friends to 431 3 0777 5
use the mobile payment app.
Source: Developed for the research
4.2 Scale Measurement
4.2.1 Reliability Analysis
By using SPSS software, the reliability of every variable has been defined,
which indicates that the independent variables including performance
expectancy, effort expectancy and social influence have scored Cronbach’
Alpha of 0.866, 0.855 and 0.887 respectively. It indicated that these three
independent variables of the study are having very good reliability. On the
other hand, the reliability analysis of facilitating condition scored 0.768 and
the convenience variable scored 0.779. This has indicated that both of the
variables have good reliability. Moreover, the dependent variable of the
behavioural intention of Generation Z also resulted in a very good reliability
of 0.833 alpha value. The table of the Cronbach’ Alpha reliability test was
shown in below:
Table 4.14: Cronbach’s Alpha Reliability Test
Variable Items Cronbach’s
Alpha
IV | Performance Expectancy (PE) 4 0.866
Effort Expectancy (EE) 4 0.855
Social Influence (SI) 4 0.887
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Facilitating Condition (FC) 4 0.768
Convenience (C) 4 0.779

DV

Behavioural Intention (BI) 4 0.833

4.3

Source: Developed for the research

Inferential Analysis

4.3.1 Pearson Coefficient Correlation

Based on the results listed in Table 4.15, convenience has the strongest
correlation at 0.649, followed by effort expectancy at 0.633. Performance
expectancy scored 0.618, and facilitating condition scored 0.527, while
social influence has the lowest correlation of 0.441. Since the coefficient
correlation of all independent variables falls under the range of £0.41 to +
0.70, it indicated that all of the variables are having moderate strength and
positive correlation with behavioural intention. Thus, it proved that the
behavioural intention of Generation Z is significantly correlated with all of

the independent variables.

Furthermore, according to the result calculated by the SPSS software, the
significant value for all of the independent variables is reported as less than
0.001. It also reflects where the correlation of all independent variables is
significant at 0.01 level. Since the p-value is less than 0.05, it can be
concluded that it is statistically significant as it indicated the strong evidence
to support the hypotheses. Therefore, all of the independent variables are
proved to have significant relationship with the dependent variable

(behavioural intention).

39



Table 4.15: Pearson Coefficient Correlation

PE EE Sl FC C BI
PE 1
EE 0.659™ 1
Sl 0.314™ | 03157 1
FC 0.406™ | 05027 | 0.534™ 1
C 0.567"" | 0.647" | 0.367" | 0.494™ 1
BI 0.618™ | 0.633" | 0.4417 | 0.527" | 0.649™ 1

“ Correlation is significant at the 0.01 level (2-tailed).

Source: Developed for the research

4.3.2 Multiple Regression Analysis

Based on the result calculated by SPSS software, the R value between the
dependent variable (behavioural intention) and the independent variables
(performance expectancy, effort expectancy, social influence, facilitating
condition and convenience) is 0.758. It explained that the independent
variables are having a strong correlation and positive linear relationship with

behavioural intention of Generation Z (dependent variable).

Moreover, the R Square value of this research has been recorded at 0.575.
It has indicated that 57.5% of the variation in behavioural intention of
Generation Z can be influenced by the five independent variables, including
performance expectancy, effort expectancy, social influence, facilitating
condition and convenience. However, it also explained that 42.5% of the

variation of behavioural intention remains unsolved in this study.

Table 4.16: Model Summary

Adjusted R Std. Error of
Model R R Square )
Square the Estimate
1 0.758? 0.575 0.569 0.39435
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a. Predictors: (Constant), Performance Expectancy, Effort Expectancy, Social
Influence, Facilitating Condition, Convenience

Source: Developed for the research

Moreover, based on the table below, the p-value has been recorded as less
than 0.001, which is also less than the alpha value benchmark of 0.05. Hence,
the relationship between the dependent variables and independent variables
is statistically significant.

The F-statistic value has been computed as 103.833. Since the F ratio is
higher than 1.0, it indicated that the hypotheses can be supported. Therefore,
all of the independent variables are having a significant relationship with
dependent variables and the hypotheses in the study are being supported by

the data collected.

Table 4.17: Anova

Sum of Mean )
Model df F Sig
Square Square
1 | Regression 80.738 5 16.148 103.833 | <0.001-
Residual 59.718 384 0.156
Total 140.456 389

a. Dependent Variable: Behavioural Intention of Generation Z
b. Independent Variables: Performance Expectancy, Effort Expectancy, Social
Influence, Facilitating Condition, Convenience

Source: Developed for the research

Furthermore, by referring to the data in Table 4.18, the following multiple

linear regression equation is being formed:
Behavioural Intention = 0.190 + 0.260 (Performance Expectancy) +

0.210 (Effort Expectancy) + 0.100 (Social Influence) + 0.112
(Facilitating Condition) + 0.293 (Convenience)
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According to the multiple linear equation formed above, it clarified that the
regression coefficient value of performance expectancy is 0.260, which
means that the level of behavioural intention will increase by 0.260 units
when the performance expectancy increases by 1 unit while other variables
remain constant. Besides, effort expectancy, social influence and facilitating
condition have a regression coefficient of 0.210, 0.100 and 0.112
respectively, where the social influence variable scored the lowest amount
of regression coefficient value. The convenience variable has the highest
regression coefficient value of 0.293 among the other variables. It indicated
that by assuming the other variables remain constant, the level of
behavioural intention of Generation Z will increase by 0.293 units when the

convenience variable increases by 1 unit.

Furthermore, by analyzing the standardized beta, the convenience variable
is having the highest amount of standardized beta at 0.278 and it reflects that
this variable is having the strongest influence on behavioural intention of
Generation Z. It was followed by independent variables of performance
expectancy (0.243), effort expectancy (0.188) and social influence (0.137).
The independent variable of facilitating condition recorded the lowest
standardized beta value at 0.124 and it indicated that facilitating condition
has the lowest power in influencing behavioural intention variable. Thus,
convenience is the most important predictor while facilitating condition is

the least important determinant of behavioural intention.

Table 4.18: Coefficients

Unstandardized Standardized
Model Coefficients Coefficients t Sig.
B Std. Error Beta
(Constant) 0.190 0.187 - 1.019 | 0.309
PE 0.260 0.049 0.243 5.300 | <0.001
EE 0.210 0.057 0.188 3.705 | <0.001
Sl 0.100 0.029 0.137 3.434 | <0.001
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FC 0.112 0.040 0.124 2.824 | 0.005
C 0.293 0.049 0.278 5.959 | <0.001

a. Dependent Variable: Behavioural Intention

Source: Developed for the research

4.3.3 Hypotheses Testing

H1: Performance expectancy positively affect behavioural intention of
Generation Z.

According to the data recorded in Table 4.18, performance expectancy is
significant to predict the behavioural intention of Generation Z as the beta
value is positive (0.243). Moreover, this variable’s p-value is less than 0.001
and it is lower than the alpha value of 0.05. Thus, H1 is supported.

H2: Effort expectancy positively affect behavioural intention of
Generation Z.

According to Table 4.18, effort expectancy is significant to predict the
Generation Z’s behavioural intention as its beta value is positive (0.188).
Moreover, the p-value of effort expectancy is less than 0.001 and it is lower
than the alpha value of 0.05. Therefore, H2 is supported.

H3: Social influence positively affect behavioural intention of

Generation Z.

Based on Table 4.18 information, effort expectancy will significantly
influence the behavioural intention of Generation Z because the beta value
is positive (0.137). Furthermore, the p-value of social influence is less than
0.001 and it is lower than the alpha value of 0.05. Thus, H3 is supported.
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H4: Facilitating conditions positively affect behavioural intention of

Generation Z.

According to Table 4.18, facilitating condition is significant to foresee the
behavioural intention of Generation Z as the beta value is positive (0.124).
Besides, the facilitating condition variable’s p-value is located at 0.005,

which is lower than the alpha value of 0.05. Thus, H4 is supported.

H5: Convenience positively affect behavioural intention of Generation
Z.

According to Table 4.18 data, convenience variable is significant to foresee
the behavioural intention of Generation Z as its beta value is positive (0.278).
Besides, the convenience variable’s p-value is less than 00.001 and it is

lower than the alpha value of 0.05. Therefore, H5 is supported.

4.4 Conclusion

In conclusion, this chapter discussed the descriptive analysis that was generated
from the demographic information that was collected and recorded from the
respondents. Moreover, the mean and standard deviation of the descriptive analysis
were also disclosed, and the relationship between the independent variables and
dependent variable was being evaluated by using the SPSS software. Besides, the
reliability test of all variables was also being conducted by SPSS software.
Inferential analysis was also being implemented by having the multiple linear

regression test in the SPSS software.
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CHAPTER 5: DISCUSSION AND CONCLUSION

5.0 Introduction

A summary of statistical analysis on the statistical analysis and inferential analysis
will be disclosed in this chapter. Moreover, the main findings and implications of
the research will also be discussed. The limitations and recommendations will also

be discussed in order to support future studies.

5.1 Discussion of Major Findings

5.1.1 Performance Expectancy

H1: Performance expectancy positively affect behavioural intention of

Generation Z.

Based on the result shown previously, performance expectancy was
discovered to have positive relationship and significant effect on the
behavioural intention of Generation Z. Moreover, this variable’s p-value is
less than 0.001, which is lower than the alpha value of 0.05. It means that
there is a significant relationship between both variables and thus, H1 is

supported.

According to Chao’s study (2019), he mentioned that performance
expectancy will significantly influence the behavioural intention of the
university in adopting mobile learning. Moreover, in the nursing sector, Pan
and Gao (2021) also found that performance expectancy has a positive effect
on nurses’ behavioural intention in using a mobile nursing application. They
proposed that nurses will be willing to adapt mobile nursing apps if it can
enhance their nursing knowledge and the process of monitoring patients and
sharing data. Research on education sector also concluded that performance

expectancy will positively affect teacher’s behavioural intention to use
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mobile internet if the teachers had perceived that the mobile internet is
useful and beneficial to them (Nikolopoulou et al., 2021). Furthermore, Sair
and Danish (2018) proposed that performance expectancy is a significant
determinant of behavioural intention to adopt mobile commerce technology
as consumers will opt the mobile commerce services if they are confident in

the service’s usefulness.

5.1.2 Effort Expectancy

H2: Effort expectancy positively affect behavioural intention of
Generation Z.

By referring to the outcomes of this study, effort expectancy will positively
impact on the behavioural intention of Generation Z. The p-value of effort
expectancy variable is less than 0.001 and it is smaller than the alpha value
of 0.05. This proved that the H2 is supported, and a significant relationship
is found between effort expectancy and behavioural intention of Generation
Z. Thus, an increase in effort expectancy will also result in an increase in

behavioural intention, and vice versa.

Dagnoush and Khalifa (2021) defined that user’s effort expectancy will
positively influence the user’s behavioural intention in adapting mobile
commerce transactions. They explained that an individual's perceived ease
of use can be easily raised with little knowledge required. Furthermore,
study of Catherine et al. (2018) also indicated that there is a significant
positive relationship between the effort expectancy and behavioural
intention to use fingerprint authentication for ATMs in Uganda. They
explained that when individuals believe that the fingerprint biometrics
authentication is understandable and easy to use, it will increase their
behavioural intention to use the technology. Furthermore, researchers also
explained that the degree of an individual's belief that the system is easy to
use has been found to have significant effect on the behavioural intention
(Clodfelter, 2010). Besides, the study of Sair and Danish (2018) also
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supported that there is a positive relationship between effort expectancy and
behavioural intention in adopting mobile commerce technology as the ease

of use is the determinant that affects the individual’s behavioural intention.

5.1.3 Social Influence

H3: Social influence positively affect behavioural intention of

Generation Z.

According to the result calculated, social influence also found to have a
significant effect on the behavioural intention of Generation Z. This can be
proved as the p-value has been marked at 0.001, and it is lower than the 0.05
alpha value. It indicated that an increase in social influence led to a greater
in behavioural intention of Generation Z. Therefore, H3 is being supported
and a positive relationship can be found between social influence and
behavioural intention of Generation Z.

According to Lai’s research (2017), he proved that social influence is
positively associated with the behavioural intention in the use of mobile
electronic medical records. Muangmee et al. (2021) also proposed that
social influence will positively affect an individual’s behavioural intention
to try food delivery apps during the Covid 19 pandemic. The individuals
who are being influenced by their friends, families and colleagues, are more
willing to try new technologies. Sung et al. (2015) also proved that social
influence is one of the determinants of the behavioural intention of mobile

learning service.

5.1.4 Facilitating Condition

H4: Facilitating condition positively affect behavioural intention of

Generation Z.
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The result calculated by SPSS has shown that facilitating condition variables
has a positive effect on the dependent variable, which is the behavioural
intention of Generation Z. The p-value of this independent variable is
located at 0.005, which is lower than the alpha value of 0.05. It has proved
that facilitating condition can significantly affect the behavioural intention

of Generation Z. Thus, H4 is supported.

One of the research projects of Mansour et al. (2021) has supported that the
behavioural intention of the SMEs employee will be influenced by the
facilitating condition when adapting the e-government service in Saudi
Arabia. The employees will continue to use e-government service only
when they have enough resources and knowledge about the services.
Furthermore, the relationship between facilitating condition with
behavioural intention in the nursing sector has been investigated by Pan and
Gao (2021) and they concluded that facilitating condition will positively
connect with the nurses’ behavioural intention. They have explained that the
more sufficient the application or technical support provided, the more
likely the nurses are willing to use the technology. Nur and Panggabean
(2021) also demonstrated facilitating condition has significant and positive
effect on behavioural intention in the adoption of mobile payment methods.
When the knowledge that was required for the mobile payment is available,

the behavioural intention to use mobile payment will increase.

5.1.5 Convenience

H5: Convenience positively affect behavioural intention of Generation
Z.

Based on the result disclosed convenience has been discovered to have
significant effect and positive relationship with the behavioural intention of
Generation Z. Furthermore, convenience’s p-value is less than 0.001, which
is lower than the alpha value of 0.05. It means that there is a significant

relationship between both variables and thus, H5 is supported. When
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5.2

convenience increases, behavioural intention of Generation Z will also

increase.

Kumar et al. (2020) identified that convenience will positively connect with
the customer’s behavioural intention in e-retailing dimensions. Furthermore,
the study of Mpinganjira (2015) has justified that customer’s online store
repurchase intention is positively related to the overall service convenience.
Kurniawan et al.’s study (2019) that was related to hospitality sector, also
proposed that convenience has positive effect on the customer behavioural
intention in low-cost hotel. Once the hospitality service had provided
convenience across the customer’s purchases, they are more likely to

continue purchase with the firm.

Implications of Study

5.2.1 Theoretical Implication

Based on the research’s outcomes, it shows that 57.5% of the variation in
behavioural intention of Generation Z can be influenced by the five
independent variables and 42.5% of the variation of behavioural intention
remain unsolved in this study. Therefore, it was suggested that the future
researchers should conduct more research in order to provide a more

detailed explanation of the variables.

5.2.2 Practical Implication

It was suggested to the mobile payment app operator to provide some
common functions into their application such as the QR code payment and
instant funds transfer. Moreover, transaction history should also be included
in an e-wallet's function as the users will be allowed to view back their past

6-month transaction record. Without these functions, the users will feel
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disappointed, and it might affect their behavioural intention in using the

specific brand of mobile payment app.

Moreover, the mobile payment app operator should include the advanced
technology when developing the mobile payment app to improve the user’s
effort expectancy. They can include a biometric authentication system into
their app, where the user can directly make funds transfer or payment by
using their fingerprint or showing their face. By using biometric
authentication, the users can easily make their payment in one second and it

will increase the ease of using the mobile payment app in daily life.

Furthermore, when a mobile payment app company provides some
promotions, cash rebates and cashback for the users to encourage more new
individuals to apply their services. When more individuals start to use the
mobile payment app, their actions and opinion will indirectly influence their

peers.

Moreover, it was recommended to include technical support and assistance
service in the mobile payment app. For instance, the company can list down
some of the frequently asked questions in the application so that when the
other users are facing the same problems, they can view the assistance
directly and get the solutions immediately. A customer helpline should also

be provided to allow the users to call for assistance.

Lastly, the mobile payment app operators may include the functions of
allowing users to pay bills or parking tickets directly from the mobile app

so that the users can enjoy the convenience brought by the services.

5.3 Limitations of Study

One of the limitations encountered during the progress of the research is that the

data is not equally collected, especially for the age and occupation construct. This

can be shown when there are only 21 respondents that are from the age group of 17
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to 18. The majority of the respondents (172) aged between 21 to 22. Moreover, the
majority of 93.1% respondents are students and only 6.9% of the respondents in this
research are employees. Since the majority of the participants are students, we
cannot further study from the employee’s perspective. Different age groups and
occupations will have different intentions in consuming mobile commerce apps.
Hence, an unequal distribution in the group age and occupation in Generation Z

might influence the efficiency of the result.

Furthermore, some of the respondents will simply choose the answer without
understanding the questions distributed and they may just select the same option for
the whole questionnaire. This will cause the inaccuracy of information and it will
affect the final outcome of the research. Thus, this issue might affect the quality of

the study.

5.4 Recommendation for Future Research

In order to solve the limitation mentioned above, it is recommended that the
researchers should distribute their questionnaire equally to different age groups and
focus more on the employee’s perspective to increase the consistency and accuracy

of the data collection.

Furthermore, future researchers may improve the quality of the research paper by
increasing the time constraints, where researchers should give more time for their
respondents to respond so that they can think about their best option to represent

their perspective.

5.5 Conclusion

As a conclusion, this research project’s objective to investigate the relationship
between performance expectancy, effort expectancy, social influence, facilitating
condition, convenience and behavioural intention of Generation Z towards adoption

mobile payment apps within Klang Valley has been fulfilled and all five factors are
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having a significant and positive relationship towards the dependent variable, which

is the behavioural intention of Generation Z.

Moreover, the limitations of the study and the recommendations for future research
have been listed in this chapter in order to improve future studies. Thus, this
research will provide more information on the factors influencing adoption of

mobile payment apps among Generation Z in Klang Valley for future research.
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APPENDIXES

Appendix A: Questionnaire

Title: Factors influencing adoption l]fIIJ;biE payment apps among Generation Z in
Klamg Valley

Diear respondents,

My name is Lau Yan Yin, sfudent ID 18034657 I am cumrenily pursuing my inderpraduate
programme, Bachelor of Infernational Business (Hons) at Universiti Tonkn Abdul Fahman
(UTAR), Sungai Lomg, Eajang. [ am conducting my final year project (FYF) entitled
“Factors influencing adoption of mobile payment apps among Geperation Z m Klang
Valley”. This questionnaire is for these who are from age 17 fo 24 and are cummently residing
in Klang Valley.

T hope you could spend approximately 15 mimites to complete this questionraire aarvey. This
questiommaire survey consists of two sections including Section A and B. Please answer all
the questions a5 honestly as possible in each ssction. Your participation will confribute fo the
suocess of this survey.
Kindly contact lauwyamyinglutar my if you have amy questions. Truly appreciate for your
time and coopeTation.
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Section A: Demographic Information
Please chipose the most relevant answer, each guestion should have OMNLY ONE answer

1. Age

17-1%
19-20
-2
13-24

o oo o

o Malke
o Female

3. Dooupation
o Smdent

= Employes

4. Income level
Below M 300

BM 500 — BM 1000
FM 1000 — BM 1500
Abava BM 1300

o oo

5. Frequency usage of mobile payment (per week)
= Less than 3 tmes
o 4-Dtimes
o More than 10 times

4§, Which type of mobile payment app do you use mest aften?
o Gmab Pay

WeChat Pay

Boost

Touch "nGo

Others

oo oo
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7. Current Fesidental Address
o Enala Lummar
o Selangnr

Section B: Independent Variables (IV) and Dependent Variable DV}

Please rate the questions below and answer them by purting a tick (v) for each part. On a
scale of 1 to 5, please indicabe your depree of apreement or disapreement with the given
statements.

Strongly Disagree (SD) = 1, Disagree (D) = 2, Neatral (N) = 3, Agree (4) = 4, Strangly
Apree (SA) =5

Independant Fariabie: (IF)

Performance Expectancy

Statements 1 1 3 4 5
1. The mobile payment app is useful o o o s -
for supporting my online Tansactons.
2. The mobile payment app allows me s s B s -
to complste online tansactons faster.
3. Using a mobile payment app will
incTease my productivity in enline o o o o o
transactions.
4. Using a mobile payment app makes
it easier for me to do online o o o o o
transactions.
Effort Expectancy

Statements 1 F 3 4 5
éﬁl‘thmkmmﬂmmobﬂepwm&mapph s s o - -
2 Tthink that mohile payment app is o o o 5 N
clear and easy to umderstand.
3. My interaction with mobile payment o - o - -
app would be clear and understandable
4. I can easily use mobile payment app o o o o -
0 ComSume.
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Social Influences

Statements

1. The peopls who matter to me think I
hawve to use the mobile payment app fo

2. People who influence my life
believe that I have to use the mobile
payment app to ransact online

3_People whose opinions are impertant
to me think that I sheuld use the
mabile payment app to Tansact ooline.

4. People arvund me who use mobile
payment app se=m to have more
prestipe than those who do Dot

Facilitating Condition

Statements

1. Thawe the resources nesded to
operate the mobile payment app.

2. T have sufficient knowledze to nse
the mobile payment app.

3. Tuse mobile pryment app with other
technology.

4. Twill =asily get help from other
people when I find it difficult to use
the mobile payment app.

Coowenience

Statements

1. Mobile payment app is convenient
because the phane is usually with me.

2. Mobie payment app is convenient
becaunse [ can use it amytime.

3. Mobile payment app is convenient
becauss [ can use it im any sin@tion

4. Mobile payment app is convenient
lbecause it is not complex.
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Dependent Fariahle (DF)
Behavioural Intention of Generation Z

Statements

1. I'will combimne o use the mobile
pavment app.

2. T'will often use the mobile payment
app when ransacing ooline.

3_Iwill nse the mobile payment app in

4. I'will recommend my fiends touse
the mobile payment app.
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Appendix B: Frequency Table (Full Study)

Fraquanciss
Statistics
Frequency Which bype of
wsage of moblie | oblie payment
paymeEnt (per | apD do you use
Age Gender  Ocoupation  imoome Lesws] wesl] miost obenT
L] Valid 350 350 350 F90 330 390
Missing ] =] a a a 0
Statistics
Current
Residental
Address
L] Valid a0
Mzsirg a
Fraquancy Table
Ape
Cumuiathe
Srequency Fercené  Walld Pement Femrend
Valld 17-18 Fal 4 54 54
19-20 148 0.3 k] 3I5E
-2 12 449 441 TA.T
23-4 79 2.3 X3 1000
Total 350 1000 100.0
Gendar
Cumulstve
Frequency Percent | vald Fercent Percent
Valld Femae Z70 = 3.2 3.2
ke 120 = k-] iD0.0
Total 30 100.0 000
Page 1
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Occupation

Curiatve
Freguency  Percent | Valid Percent Ferrent

Valld  Empioyes il 63 E 53

Etudent 353 3.1 3.1 100.0

Total 380 A00.0 100.0

Incomsa Level
Curulaive
Frequency  Percent  Valid Percent Percant

Valld  Above RMISID 25 64 64 64

iz SAS00 287 T1E TiE 200

FM1000 - RM1500 18 48 48 248

RMSD - RAHOOOD &0 154 15.4 100.0

Totai 350 1000 100.0

Frequency usags of mobile payment (per wask)
Cumuiative
Frequency  Percent  vakd Fencent Fienzent

Valld  4-3Emes 123 s M5 S

Le=s than 3 Smes 206 518 528 Ba4

Mor= than 10 Smes &1 158 158 1000

Tatal 330 1000 1000
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Which type of moblle paymeant app do you use most often?

Cumuiaties
Frequency  Pement | Valld Percent Perment
Vad  Allpay 1 | 3 3
Boost 20 51 51 54
FPR 1 3 3 5.6
‘Grabr Pay ] 4.5 149 xS
MAE 1 =] a 205
‘oniirex banking 1 3 3 210
Cniine 1 i | 3 M3
‘Cnine Transfer 1 i | i | 215
Erapes pay 1 i | 3 HE
_rmpes pay z = H 223
Ehopes pay 1 3 3 225
‘Ehopee Fay 3 £ -] 233
Touch'n Go fpa: ] 4.5 T4E 553
Welhat Pay T 1.8 18 1000
Total 350 100.0 100.0
Currant Residentlal Addrass
Cummuaiatie
Frequency  Permoent | VWalld Peroent Pement
Walld Kenls Lumpur 111 285 2ES 2ES
‘Eefampor 27 T1.5 TS 1000
Total 350 i00.0 1000
Bar Chart

Page 3
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Appendix C: Reliability Test (Full Study)

Rallability
Scale: ALL VARIABLES

Case Procassing Summany
M %
Cases  Valld EE] 100.0
Ewiuged" i [
Total EES] 100.0

A Lishatse deiefion beesed on al
variabizs In the procedure.

Rellabiity Statistics
Cronbach's
Apia Based on
Cronbac's ‘Standardzed
Apha Tems M of RBems
BEE .BE8 4

Paga 7
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Itamn Statiatics

S

1. The= mobile payrment aps
s useful for supporiing ey
online rensschions.

L4z 538

2 The mabile payment app
allows. me o complete online

L4z

3. Using a mobdle payment
app wil noeEase my
[producttely in oniine

437 T8

4 Using a moblle payment
‘app makes it easier for me
10 do online ransachions.

444

Intar-tem Comalation Matrx

1. The maklle

payment apg ks
usedl or

supporting my
online

2 Tre= maobile

‘transacions. faster.

. Usinga

payment app | moble payment
allows me o app will Increass

compiste online | my producthiy
ransacions

In online
rens=sctions.

4. Usinga
rmoble payment
app makes i
easler for me b
do onlire
ransactons.

1000 T

LE37

B

a7

£33

Mean

Summary ltem Statistics

Mfaxieam J

Minmum | Maomum | Range

Minkeam

Varance Nof lems

Hern Mears 4437

4385 4455 136

1029

003

4
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Ecaie Mean I
Hem Deieted

ltem-Tofal Statiatice

Comreched Rem-
Total Coreiation

‘Scale Varance
I Bz Deieted

13.30 303 ry |

133 1888 TE8

1338 2.502

13 im2 g ]

Eem-Total Staflatics

Cronbach's
Alpha F b=m

1. The mobille payment ape

s useful for supporing my
oniire ransactions.

2 Tre= moblle payreent app
allows. me o oomplete online
‘ransacions fasier.

3. Using a mobille payment
2pp Wil Inorease my

[productiRy In anline
‘ransacions.

.Bs2

4. Using a mobils payment
app makes It easier for me
10 o onine ransactons.

Scale Statiatics
Mdean

Warianoe | S, Dewislion | M of Rems

177s 5.8 2247

4

Raliabllity
Srale: ALL VARIABLES
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Cases  Waild 330 100.0
Ewciuded” o o
Total 330 100.0

Rellabiity Statistics
Cronbach's
Apra Eazed on
Cronback's ‘Btandardzed
Mpha Tems M of Remns
B55 -BST 4
Itemn Statlatics
MiEan S, Dewiation M
1. | think that moble £45 -] 350
|payment app Is sasy o use.
2 | think that mobile A3 BR2 =0
papment app Is clear and
‘mxsy o understand.
3. MYy imieraction with mobilie 433 BIT a0
|PFMEnE apR would b= dear
‘and understandabie.
4. | can =asily wse mobile a3 BT 30
app o«

Page 10
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Intar-item Comalation Matrx

3. My Interaction
2. 1 ink thae with moblie
1. ithinkthat moblepayment  paymentapp | 4.1 can easily
maobile payment  app s dearamd | would be dear e moble
app s sy o gy b and payment 3pg b
uzs anderstand. undersiandabie. conszJme.
1. 1 think that mobile 1000 (E54 BT 580
|paFmEnt app IS =y o use.
21 think that moble (EE4 1.000 02 500
|pFmaRS 3pp IS Clear and
=Ty o understand.
3. My interaction with moble BT .E02 1.000 530
|paFment apn would be dear
and undersiandabie.
A | can easily usa mobile 580 .500 E30 1.000
apo o
Summary ltem Statiatics
i
Maan Minimum  Magimum Farge MinkTam Varance Nof lems
Hem Means 440 4378 4448 =7 105 oo 4
Eem-Total Statiathcs
Equared
Ecale Mean ¥ Scale Vadance Cormecied Bem- Fluitipie:
Hem Deisted | Bem Deieted | Total Comelaion.  Comeiafion
1. 1 think that moble 1318 2770 Ji2 547
|paFmans app IS sasy o use.
21 thinkk that moble 13z 2.708 B8 502
paFment app IS chear and
sy o
3. My interaction with moble 13 2727 ) 532
|pFEnS apD wolld b= clear
and undersiandatie.
£, | can easily use mobile 1z 2.708 ESE 458
|pFMERE 3PP 0 CONSUME.
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Item-Total Statiatics

Cronbach's
Acha ¥ them
Dmieted
1.1 think that mobile B2
Eaymeni app Is =asy o use.
21 think that mobile B23
payment app |s Clear and
=gy by understand.
3. Wy Interachion with mobile B
paymeni app would b= dear
and understandatie.
4.1 can ensily use mobile B34
apo o
Scale Statkstics
Mean | Voarince | Si. Devision | Mof Bems
1760 LEE FRE] 4
Ralkabillity
Seale: ALL VARIABLES
Cass Procasaing Summary
] %
Cases  Waild ] A00.0
Ewrluded i .0
Total E=] A00.0

a Lishaize delefion beesed on al
variables in the procedure.

Rellabliity Statistics
Cronbadh's
Mpia Exsed on
Gronbac's ‘Standarded
Apha Thems N of Bems
.BET .BBS 4

74
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Itemn Statlatice

1. The= peopie who mabierio
me fhink | haree o use e
moblis payment 3pp i
‘transact online.

3Ez

2 Feopie who Infuence my
e besdleve that | have o uss
the motiie payment app b
tranzact onine.

30

3. Feople whose opinlons
are Important o me think
thai | shoukd wse e mobile
|pFmEns app fo ansact
ol

ams

857

4 Feopie amund me who
e mobdle payment app
SEEm o Fave mone presdge
‘e those who do not.

g2

1. The peopie
wies matier io
me Fink | have
o e the
maobile payrment
appE bo transack
online.

1. The paopie who maberio
me think | havee fo use B
moblke payment app fo
‘ransact onlne.

2 Feopie who Infuenos my
e beiewe that | have bo use

the mobile payment app to
transact onlne.

-TBE

3. Feopie whose opinlons
are Important o me think
thai | shoukd wse e mobile
|pFmEnt app fo ansact
anlineE.

4 Feople amund me who
use moblls payment app
SEEm o have mone presige
‘than thorse who do not.
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Summary ltem Statistics
M |

Mean Minimum | Mawmuem @ Range Minkem

Variance  Nof Hems

Hesm Means ATET

3579 383 -1a4 1.5

IEem-Taotal Statiatics

EcaieMean | Scae Vanance  Comecied Aemr
e Deletad I e Deisted | Tolal Comeiabion

Muitipie:
Comsiation

1. The= peopie who mabier io
me fhink | havee o uss Fe
moblie payment app 1o
‘tranzact online.

124 B.B22 TBS

2 Feople who Infuence my
e bedieyve that | haree fo use
the roblie pagyment app fo
‘ransact online.

1w B. 465 B

g |

3. Feopie whose opinikons
are Important io me think
thatt | should use e mobile
[maymant app B0 Tansact
onlire.

1.3 6150 BDE

4 Feopie amnund me who
use moblle payment app
‘sEem o Fave mone presdge
‘tham thase who do nat.

1n.x 6.490 BaL

Item-Tofal Statiatics
Cronbach's
Alpha ¥ item

1. The= peopie who mabier io
me fhink | havee o uss Fe
moblie payment app 1o
transact online.

851

2 Feopie who Infusnoe my
e Bedleyve that | haree fo use
fthe mobile payment app o
‘transact online.

B3z

3 Frope whose opinions
e important io me think
thait | Should use T mobile
|paymEnd app o ansact
orilre.

B32

4 Feopie amnund me who
use moblle payment apg
‘sEem o Fave mone presdge
‘than thorse who do not.
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Scale Statiatics
Mdean

Wariance | Sid. Dewistion | M of Rems

1507 10Es0 3.300

a

Raliabliity
Scale: ALL VARIABLES

Case Procasaing Summary
N ®
‘Walld 330 1004
Ewriuded" 1] .0
Total 30 1004

a. Lishaize delefion beesed on al
variabies In the procedure.

Cases

Rellabliity Statistics

‘Cronbach's
Alpa Based on
Cronbaci's Standardzed

Mphs fems Hof Rems

-T68 775 2

Itemn Statiatica

1. 1 hawe the nesources. 407
needed 1o operabe the

miobiie payment apg.

2 1| have suSicient
knowisdge D use e mobile

424

T8

3. | use mobie payment apn
'with other kechnology.

=

a5

i

&1 wil mxsly get heip from
ofver pecple when | And it
dfcLt o e the moble

e 3R,
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Intar-tem Comalation Matrz

4. 1wl masky
1. | have the et help o)
PESOURTES 2.1 have ‘T pEople
nesded o suffident 3. use mobdle wiven | find B
operate e Enowiedgetn | paymentapp | dffcult ko use
mobile payrment  ume the moblle ‘wih other the moble
1.1 Faawe the resources 1,000 4T 4ES 450
neached 0 operabe the
ikl k= paymeEnt 3pp.
2.1 Fave suSicient A4TE 1.000 As 445
Enowisdge o uSe Se mobile
BN 3P0,
3.1 ese mobie payment app 455 .43 1.000 434
with other technology.
2.1 will exsiy get heip from 450 445 434 1.000
offeer peopie when | nd it
difficuit bo use the moble:
[DaymeEn app.
Summary ltem Statiatics
M
Fean Mnimum | Madmum FRange Kinirem Varance W ol Hems
liem Means 4.m8 20 4238 Az 1Li12 a3 4
em-Total Statiathca
Equaaned
Ecalm Msan ¥ Scae Varance  Cormechsd Rem- Muitipie:
Iem Dwistad | M Bem Deleted | Total Comelaion.  Comsiafion
1. 1 e Hhe resounoes: 1203 4,355 Ep3 3432
nesded in operate the
moblk= payment app.
21 v sutcient 1.8 4706 ] 350
Inowiedge o use Fe moblle
IpaFment apg.
3. | ume moble payment apo == 3,975 E75 338
'with other iechnology.
A | will exsly get heip from 1242 4077 E=2 307

‘oifver people when | find it
ML bo s the mickile:
apD.
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em-Total Statistice

Cronbach's
Alpha ¥ Item
Demieied
1. | Fave the resources. 706
neaded fo operabe the
moblie payment app.
Z | have suSicient g L]
knowienge D use e mobile
|pymEnE app.
31 e robile payment app T2
'with other Sechnology.
&1 wil exsiy get heip from T35
‘offeer peopés when | fnd it
L bo s the moble
|PFTENE 3.
Scale Statistics
Nean Warianoe | 5. Deviatlon | M of Rems
1510 T2 2EST &
Rallability
Scale: SLL VARIABLES
Cass Procsssing Summary
L] %

Cases  Vald 330 100.0

Ewciuded” o o

Total 330 400.0

a. Listatse deletion based on al
variabées In the procedure.

Rellabiiity Statistics
Cronbacdh's
Alpka Based on
Cronback's ‘Btandardzed
Apha I=ms H of Bems
T79 a2 2

79
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Itemn Statiatics

Mean 5. Deviabon N
1. Miotibe paymant app s 45 2 230
comvenient becams the
phore: |5 usualy with me-
2. Motibe payment app |5 249 ET2 350
comvenient because | can
use Eanyime.
3. Miobbe paymernt app Is a2 am 350
cofvenient becsse | can
use & In any skuation.
& Motibe payment app |5 432 T 350
comvenient becases it s mot
COmpEE

Intar-tem Comalation Matrx

1. Mabile 3. Mohile
payment app s 2 Moble payment app s 4. Wioble

convenisnt | payment app ks

convenient | payment app s

because the corverient becauss | can Corrrenisnt
prone ks usualy  becmsss | cam wmEltmany because RS
aith me. e b Ayt situstion. COTpE.
1. Micbibe payment app 15 1.0 B£2 338 453
cvenient becauss the
prone |5 usuady with me.
2. Moble payment app Is B2 1.000 =3 AEE
cofvenient becsse | can
use Eanydme.
3. Miohile payment app IS 328 523 1.000 453
comvenient because | can
use & In any skuation.
4. Michibe payment app IS 453 455 453 1.000
convenient becsme it s ok
COTe
Summary ltem Statiatics
Maximeam 1
R Minimum  Mareuem Rarge FIniam Varance  Nof Hems

Hemifieans =~ 4385

4215 )]

1078
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ftem-Tofal Statiatics

Ecaie Mean ¥ Scale Varance | Comecied Rem- Muitipie
Hermi Dedeted I bem Deizted | Tobal Comrelabon Comeiation

1. Mot payment app IS 13.03 3523 576 4g1
onvenient berause the:
phore |5 usualy with me.
2. Mioke payment app |5 1308 37 B72 =7
mnvenient becauss | an
use Eanyime.
3. Moble payment app Is 13.36 ) | 558 3s8
comvenient becaeme | cam
use & in a2y
4. Migole payment app |5 1326 3173 5m 344
monvenient berause It s ot
ompieL.
IEem-Total Statlatices
Cronbach's
Mlpha I ikem
Deieted

1. Miohile payment app Is T35
onvenient because the:
prone ks usually with me.
2 Miobile payment app IS EBL
onvenient bersuse | can
use Eanydms.
3. Miohile payment app Is TEE

4 Moble payment app Is 727
comvenient because s mof
ompiex.
Scale Statistics
MeEan Wariance | S, Dewisbion | B of Rems
-] 5.201 23250 &
Rallability

Scale: ALL VARIABLES

Page 19

81



Cases  Walkd 80 fooa
Exiuged” o o
Total ;0 400.0

3 Lishatse dejefion based on al
variables in the procedure.

Rellabiiity Statistics
Cronbach's
Apra Baced on
Cronbac's Standardzed
Apha Items N of Bems
B33 -B40 4
Itemn Statiatica
Liean Si. Deviation M
1L 1 will continue o wse e 453 53 350
meislle payment apg.
21 will oftier use the mobiie 443 BET =0
pyment app wien
transacing online.
3. 1 will use the mobie 425 B&1 390
mymeni app i my daly [fe.
4.1 will recommend my 23 T 2=l
Triemds o wse the mobills
apo.

Page 20
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Page 71

the mobile 4. el
1. | will contimess = payment app 3. | will use the  recommend =iy
o use the wihen mobde payment  friends o use
mabile payren| app In ey dadly the mobie
. online. B PETNENT 3pQ.
1.1 will continue io use Se 1000 B33 E13 =31
mioblie payment app.
2 1 will oftien Lse the moblie: B33 1.000 ] =81
|DNFTNIANS AP0 WiEn
transacing online.
3. 1 wil use the moble E13 578 1.000 82
Eayment apn In my dalky e
A wil recommend my x| R 82 1.000
frismds bo use the mobile
apg.
Summary ltem Statistics
i
Mear Minmum  Magium Farge Minimum Vaane Mol lems
Hem Mears 4381 4256 4531 274 1064 s 4
Eem-Total Statiatics
Eguared
Scale Mean ¥ Scale Warance  Comecisd Remr Muitipie:
Hem Deisted | f e Dwisted | Totl Comelation.  Comeiafion
1.1 will continue 1o use Fe 128 31885 EE3 A58
mobile payment 3pp.
21 wil o s the moblie: 1308 3505 700 =11
pEFmEnt apn wihen
transacing online.
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Appendix D: Pearson Correlation Coefficient (Full Study)

Comalaticns
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Appendix E: Multiple Linear Regression (Full Study)

Ragresalon

Varlables Entersd/Removed”

ariables Varlables
Wicded Entened Remaved Wethod
1 MEAN_T. . Erter
MEAN_EI,
MEAN_FE.
MEAN_7T.
MEAN_EE
a Dependent Varabis: MEAN_SI
b A nequesisd variabies enfered.

Modsl Summary

Chanpes Siafsics
Adusied R Bid. Eror of e R Squane
Wiode] R R Squars Sguars Ezdmans Change F Change ar
1 Tza® 575 559 35435 575 io3.833 5

Modsl Summary

Change Shabisbcs
Wioded daz Sig. F Change
1 324 =0

a. Prediciors: (Constant), MEAN_C, MEAN_SI, MEAN_FE, MEAN_FC, MEAN_EE
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amova®

Wiode! Sumi of Equares -3 Mean Equars F Eig.
Regression S80.738 5 6128 03533 <oo®
Reshdual 55.718 gL 156
Totai 140458 3@

a. Depemdent Variabie: MEAN_BI

b. Prediciors: (Constant), MEAN_C, MEAN_SI, MEAN_FE, MEAN_FC, MEAN_EE

CosMclents”
Efandardized
Unstandsrdized Cosfidents Cosficents
Wced B Sid. Emor E=tn t Big.
[+ ] 150 AsT 1019 I 5]
WEAN_FPE 260 a5 283 5300 =001
MEAN_EE 210 osT e 1T <001
WEAN_BI 100 fur] 137 3434 =001
| MEAN_TT A12 040 14 2834 ms
WEAN_C 283 fatl] I8 5955 <001
a. Depemdent Variable: MEARN_BI
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