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PREFACE

This research project unit, UKMZ 3016 Research Project is completed by one
Bachelor of International Business student as the partial requirement for the
academic study. The tittle of the thesis is “Factors Influencing the Adoption of

Touch’n Go (TNG) ewallet among consumers in Malaysia”.

By integrating digital technologies into our everyday lives, we have
transformed traditional transaction methods into more convenient and efficient
alternatives. These advancements have led to electronic wallets (eWallets), enabling
users to make secure, cashless transactions quickly and easily. Technological
advancements, changing consumer preferences, and government initiatives to
promote a cashless society have all contributed to Malaysia's rapid adoption of
eWallets in recent years. The Touch'n Go (TNG) eWallet has garnered considerable
attention and adoption among Malaysian consumers among the array of eWallet

options available.

The objective of this study was to determine the factors influencing the adoption of
TNG eWallet by consumers in Malaysia. It aims to provide valuable insights into
consumer behavior shaping eWallet adoption through the examination of perceived
security, perceived usefulness, consumer attitude, and social influence. It is crucial
that industry stakeholders, policymakers, and academia understand these factors to

facilitate increased acceptance and usage of digital payment solutions in Malaysia.

X1V



ABSTRACT

The research study are developed to investigate the factors influencing the adoption
of Touch’n Go (TNG) among consumer in Malaysia. The main concern of this study
will be around the identifies factors includes perceived security, perceived
usefulness, consumer’s attitude, and social influence. There are four hypothesis

constructed in order to study and generate comprehensive result.

The target respondents in the study are the consumers in Malaysia. In addition, 189
sets of valid questionnaires were collected and being analysed by using Statistical
Package for Social Science (SPSS) version 29. The researcher adopted Multiple

Linear Regression.

Moreover, prior of the inferential analysis, the results of internal reliability test
(Cronbach’s Alpha) indicated that the measurement scales were consistent and
reliable in measuring the proposed constructs. According to results generate from
Multiple Linear Regression, all the variables (perceived security, perceived
usefulness, consumer’s attitude, and social influence) indicating a significant

relationship.
Lastly, few limitations that hinder the research to be conducted effectively were

identified and recommendations are presented to propose beneficial suggestions for

further studies to be conducted.
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Factors Influencing the Adoption of Touch’n Go (TNG) ewallet among consumers in Malaysia

Chapter 1: Research Overview

1.0 Introduction

This chapter discusses the study's background, the problem statement, the
objectives and questions of the research study, as well as its significance.
Throughout this chapter, context is provided to enable the reader to understand the
significance of the research. After giving a general overview of the subject, it
focuses on a single research issue or idea. This is a study of factors influencing the

adoption of Touch 'n Go (TNG) ewallet among consumers in Malaysia.

1.1 Research Background

The digital economy's explosive expansion has completely changed the manner that
commerce is conducted. Payment methods have changed over time, starting with
barter exchange, and moving on to cash and cards (Peneder, 2022). Due in large
part to the significant rise in internet users worldwide, the digital economy has been
essential in easing the progressive conversion of these conventional payment
methods into electronic payment systems. With its mostly youthful consumer base
(70 percent under 40) and expanding middle class, Southeast Asia, which presently

has over 700 million active mobile users, is a prime example (Kinda, 2019).

Due to the explosive expansion of smartphone users and mobile data networks,
there is a growing awareness of electronic payment, or e-payment, worldwide
(Rahadi et al., 2022). There are more and more mobile internet applications
available to go along with this trend. More people are investigating using e-wallets,
which are like e-payment, for their regular transactions on a global scale. An
electronic payment system replaces paper checks and actual money with electronic
means for conducting business or settling payments for products and services

(Naeem et al., 2020).
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It is undeniable that having a cell phone—especially a smartphone—is essential in
today's world. The number of smartphone users has significantly increased because
of the broad availability of reasonably priced smartphones (Robayo-Pinzén et al.,
2021). The internet has made life easier and usefulness for people in the modern
day by enabling mobile device payments. One of the very important technological
advancements of the twenty-first century is the electronic wallets, in simpler term,

the e-wallets. They are a crucial component of digital payment systems.

Early mobile technology apps made it easier to do financial transactions, such as
direct purchases of products and services, remittance transfers, and savings using
mobile banking (Aron et al., 2019). With the advancement of technology, mobile
devices became smart devices, with features that went beyond financial transactions
to include trade, entertainment, navigation, mobile payments, and a host of other
services (Turban et al., 2018). The usage of mobile wallets is one significant
breakthrough in the digital economy that has drawn attention from all over the world.
These apps, which are often referred to as "e-wallets," can be browsed from the App
Store or Play Store and function as mobile phone electronic payment systems that
can essentially replace real wallets. With e-wallets, consumers can utilize their
smart devices to make purchases, receive and send money, and top up their balances

(Dash, 2023).

However, as noted by Jing et al. (2023), incorporating this electronic wallet into
routine activities is a critical step in advancing Malaysia towards a cashless society.
Due to online shopping convenience, consumers can choose desired products from
an online merchant, select those products and place them into their virtual shopping
carts, then make a payment using a bank card, an e-wallet, or an interbank transfer.
Platforms for payment gateways guarantee easy and safe transaction processing. In
many ways, using digital payment methods like iPay88 and KipleBiz makes
interactions between buyers and sellers more convenient to make payment (Misbah,
2022). These include the buying and selling of products as well as paying monthly

instalments for loans for cars, insurance, and college expenses.
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Factors Influencing the Adoption of Touch’n Go (TNG) ewallet among consumers in Malaysia

Malaysia, which is currently moving from a pandemic to an endemic phase, has
actively embraced digital change. Among Malaysians' preferred e-wallet services
are Touch 'n Go, GrabPay, BigPay, AliPay, and MAE (Yeoh, 2022). Malaysia is a
leader in South and Southeast Asia, adopting a "digital life" and demonstrating

notable advances in digital maturity, according to a Deloitte survey (Lim, 2017).

Figure 1.1: Statistics Data of major e-wallet services used

among respondents in Malaysia 2022

Major e-wallet services used among respondents in Malaysia in 2022

Source: (Statista, 2023)

According to the Statista Research Department, The percentage of Malaysians using
Touch 'n Go to complete their e-payment transactions was estimated to be around
92 percent in 2023. In 2022, 51 percent and 36 percent of respondents said they had
used GrabPay and Boost, respectively. Also, according to the Malaysia Fintech
Report 2023, a cashless society has become more prevalent. Compared to 2021,
there was a substantial increase of 31.5% in e-payment transactions, reaching 9.5
billion in 2022. In 2022, Malaysians conducted on average 291 e-payment
transactions, signalling an increasing preference for cashless payments. A decline
was seen in traditional transactions, such as withdrawals of cash and the usage of
cheques. In 2022, ATM withdrawals fell to 798.5 million, below pre-pandemic

levels, while check use decreased to 46.1 million. The number of contactless
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transactions via credit and debit cards increased from 64.6% in 2022 to 68.9% in
2022. There has been an increase in acceptance of QR code payments because of
industry-driven initiatives, particularly among small and medium sized businesses.
The number of e-wallet transactions has increased by 5.5% since 2021, reaching 1.7
billion in 2022 from 1.1 billion in 2021. Furthermore, the number of DuitNow QR
code acceptance points has also increased from 1.1 million to 1.6 million. In the
cross-border payment industry, collaborations among ASEAN countries are
accelerating the adoption of digital payment methods. Creating partnerships such
as these will enable Malaysians and ASEAN members to make real-time peer-to-
peer or other types of payment to promote a broader digital transformation in
Malaysia and South-east Asia (Fintech News Malaysia, 2024). Since cashless
transactions are becoming more popular throughout Malaysia, consumers now have
an increased number of options to choose from when it comes to digital payment

services.

Many SMEs in Malaysia faced severe difficulties because of the pandemic, which
caused them to cease operations (Zainol et al., 2021). Since its implementation in
2020, the government's Movement Control Order (MCO) has had a significant
impact on several sectors, including the financial and economic markets. This
consequently had an impact on how customers made purchases and made payments
(Lu & Kosim, 2022). In response to the imperative of mitigating the risks associated
with contact and transmission of COVID-19, a majority of social, commercial, and
governmental stakeholders are actively promoting the adoption of contactless
payment methods, with a particular emphasis on e-wallets (Aji et al, 2020).
Notwithstanding the challenges, the epidemic had a double-edged -effect,

encouraging the use of cashless transactions.
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Figure 1.2: Statistics Data of Number of users of digital payments

in Malaysia from 2018 to 2027

Number of users of digital payments in Malaysia 2018-2027 (in million users)

20.02

o

Number of users in million

2018 2019 2020 2021 2022 2023 2024 2025 2026 2027

Sources Additional Information:

Statista Digital Market Insights: Statista Malaysia: Statista Digital Market Insights: 2018 to 202
® Statista 2023 m

Source: (Statista, 2024)

According to Statista Research Department (2023) in figure 1.2, the utilization of
digital money (including Touch 'n Go, which is network- and card-based) increased
significantly in the 2021. There were 14.52 million users, and in 2023, there were
16.81 million users. It was estimated that the number of users under the 'Digital
Payments' segment of the fintech market in Malaysia would constantly grow by 3.2
million users between 2023 and 2027, indicating that tUsers are expected to
continue to grow. It is predicted that the indicator will reach 20.02 million users in
2027, which would be a new peak for the indicator after a ninth consecutive year of
growth. Over the past few years, it has been noted that the user base of the 'Digital

Payments' segment of the fintech market has steadily increased.

There is no doubt that convenience and social influence are important factors in the
adoption of e-wallets, but security is also a concern for people who use these types
of payments. Elevated levels of perceived security positively correlate with
increased perceived trust, subsequently enhancing the intention to adopt e-wallet
payments in Indonesia (Prasetya & Shuhidan, 2023). Undale et al. (2020) also
mentioned that there was a notable surge in eWallet usage throughout the COVID-

19 pandemic period, registering a marked increase of 44%. However, concomitant
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with the heightened adoption of digital transactions, cybercrime attacks also
escalated significantly, experiencing an uptick of 86% in India. Therefore,
understanding the perception of security is essential in investigating whether it is a
factor that influences the adoption of the Touch 'n Go eWallet among consumers in

Malaysia.

Although the Touch 'n Go eWallet is gaining popularity, it is crucial to understand
consumers' perspective towards its adoption, since they exert the most influence
over the use of e-wallets. Consumer attitude can be delineated as the prevailing
sentiment of favorability or unaffordability that an individual harbors toward a
given object (Tutorialspoint, 2019). If an individual possesses a negative attitude
toward whether it is a service or a product, individuals are more likely to refrain
from using or refrain from purchasing that commodity or service. This principle can

equally be applied to e- wallet adoption.
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1.2 Research Problem

The world of business today is increasingly relying on electronic payments to
conduct business, which are becoming riskier. There are numerous e-payment
options, including credit and debit cards, e-currencies, and contactless payments
have been provided as a result of the Internet expansion and the entry of e-
commerce. These options have facilitated payment digitization. This financial
concept may benefit consumer data collection organizations. Businesses can target
purchase behaviors more effectively and their products can be more customized.
However, there exists a consumers' privacy may be violated in the process (Karim
et al.,, 2020). The Malaysian government has introduced stimulus packages to
stimulate the adoption of E-wallets and move the nation closer to a cashless society,
in recognition of the global trend towards cashless societies. Despite this, there are
few studies that investigate the technological adoption of e-wallets in Malaysia,
since they are new technologies and e-payment methods. Therefore, it is critical to

investigate more to find out what factors influence eWallet adoption.

Owing to the Malaysian government's encouragement and promotion of e-wallets,
and there are 92% of the Malaysian majority using the Touch 'n Go eWallet service
in 2022 as illustrated in Figure 1.1. However, the implementation of e-wallet
technology in Malaysia has not attained a level of advancement comparable to that
in China. It is widely recognized that the China mobile payments market is
advanced in the world, mainly due to WeChat and Alipay (Rolfe, 2018). As a result
of the explosion of mobile payment services, consumers and businesses throughout
China are taking advantage of convenient cashless transactions made possible by
mobile payment services. Due to a variety of reasons and reasons, many countries
around the world are moving towards cashless economies. This is due to a variety
of reasons. It has been found that the reasons to use cash for making purchases
include the inconvenience of using cash for purchases, the lack of access to
Automated Teller Machines (ATMs) and the danger of losing or having an ATM
stolen due to the inherent limitations of using cash for making purchases.

Consequently, a comprehensive investigation and validation are requisite to discern
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the specific factors impacting the adoption of the Touch 'n Go eWallet, to better

understand and make improvements to Malaysia’s e-wallet services.

This current study describes critical issues that arise from the sustainable utilization
of e-wallets in Malaysia. In accordance with Al-Momani et al. (2016), there are
significant impacts of usefulness, ease of use, social influence, cost, IT knowledge,
trust, privacy, and security on new technologies adoption. Therefore, grounded in
the advantages of e-wallets and the conceptual framework expounded in the
research background, it is posited that an examination of perceived security,
perceived usefulness, consumer attitudes, and social influence is imperative to
ascertain their influence on the adoption of the Touch 'n Go eWallet among the
Malaysian populace (92%) as illustrated in Figure 1.1. This study, therefore,
assumes significance in substantiating whether these four factors indeed exert an

influence on the adoption of the Touch 'n Go eWallet in Malaysia.
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1.3 General Objectives

The purpose of this study is to investigate the factors influencing the adoption of

the Touch 'n Go eWallet among consumers in Malaysia.

1. To study the influence of perceived security on Touch 'n Go eWallet adoption

among consumers in Malaysia.

2. To study the influence of perceived usefulness on Touch 'n Go eWallet adoption

among consumers in Malaysia.

3. To study the influence of consumer’s attitude on Touch 'n Go eWallet adoption

among consumers in Malaysia.

4. To study the impact of social influence on Touch 'n Go eWallet adoption among

consumers in Malaysia.
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1.4 Research Questions

The main purpose of this study is to examine the factors influencing the adoption

of Touch 'n Go eWallet among consumers in Malaysia.

1. Does perceived security influences Touch 'n Go eWallet adoption among

consumers in Malaysia?

2. Does perceived usefulness influences Touch 'n Go eWallet adoption among

consumers in Malaysia?

3. Does consumer’s attitude influences Touch n Go eWallet adoption among

consumers in Malaysia?

4. Does social influence will impact Touch 'n Go eWallet adoption among

consumers in Malaysia?
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1.5 Research Significance

The result of this research can help business owners determine whether
incorporating E-wallet services into their operations is feasible. In addition,
company owners considering offering e-wallet services can benefit from the study's
findings by becoming familiar with the critical factors that influence e-wallet
acceptability, including security, usefulness, attitude, and social influence. As a
result, entrepreneurs can take advantage of these components to enhance their E-

wallet offerings and improve engagement with their customers.

In addition, the study will assist financial institutions and software development
companies to identify potential problems faced by e-wallet users. These
organizations will be able to identify areas for development according to the results
of the study, which will make it easier for electronic wallets to be introduced

successfully in Malaysia in the coming future.

Business, marketing, and information technology students and other scholars who
want to learn more about e-wallets will also find this research useful. It is an
invaluable source of information about e-wallets usage in Malaysia. The study will
introduce students to the concept of e-wallets and how they affect their acceptance
in Malaysia. Thus, they will develop a better comprehension of Malaysia's e-wallet
sector. Considering how popular electronic wallets are becoming, more and more
young academics will probably investigate this topic. The importance of the study
resides in giving students a basic understanding of e-wallets and the variables
influencing their uptake as Students' preferences and behaviors can have a
significant influence on market trends and consumer behavior. Their acceptance
and usage of e-wallets can shape the trajectory of e-wallet adoption in broader
society. Understanding the factors that influence students' uptake of e-wallets can
provide valuable insights for businesses and policymakers seeking to promote wider
adoption of these digital payment solutions. As such, these insights provide future

researchers with a strong foundation upon which to build their investigations.
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1.6 Conclusion

Touch 'n Go eWallet adoption in Malaysia is examined in this study, which
examines factors such as perceived security, usefulness, consumer attitudes, and

social influence.
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Chapter 2: Literature Review

2.0 Introduction

This chapter provides an overview of the underlying theories, variables, conceptual
framework, and hypothesis development. Adoption of the Touch 'n Go eWallet is
the dependent variable of this study. A number of independent variables are
included in the analysis, such as perceived security, perceived usefulness, consumer

attitudes, and social influence.

2.1 Underlying Theories

2.1.1 Technology Acceptance Model (TAM)

Figure 2.1: Technology Adoption Model (TAM) Framework

Perceived
Usefulness
(V) A *
T Attitude Behavioral Actual
. Toward Intention to
Variables . System Use
P Using (A) Use (Bl)
Perceived
Ease of Use
(E)
S —

Source: (Davis, 1989)

In the study, the TAM theory is applied to understand the factors affecting
consumers' acceptance of mobile wallets (Teo et al., 2020). The goal of this
application of Davis's (1989) TAM theory is to provide a more accurate picture of
Malaysian mobile wallet utilization. When evaluating computer adoption, the TAM
takes psychological factors into consideration. The Technology Acceptance Model

is an information system theory that explains how users choose which technologies
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to embrace and is an essential part of introducing new technologies (Saare et al.,

2019).

The TAM can also be used to measure how successfully technology is embraced by
society, particularly about non-cash transactions, as demonstrated by Waryanto &
Afiyah (2021). The TAM, which is renowned for having a strong explanatory power,
has proved successful in explaining changes in user acceptance under a variety of
conditions, according to Cheng (2019). The Technology Adoption Model (TAM),
which is strongly advised for modeling person adoption of technology and
information systems, is one of the models that is most frequently advocated in this

context.

The Technology Acceptance Model (TAM) is the most widely used model and has
consistently demonstrated its ability to predict users' intentions for adopting updated
technologies. Its renown has risen to the point where studies on the adoption of user
technology regularly cite it. The TAM aims to support scholars and professionals
in comprehending the rationale behind the appropriateness or inappropriateness of
a given technology or system by providing forecasts and explanations, so assisting

them in making the appropriate decisions.

Based on figure 2.1, technology acceptance takes place in three stages, with external
factors (system design features) trigger cognitive responses (perceived ease of use
and perceived usefulness), which are then combined to form effective responses
(attitude toward using technology/intention), influencing use behaviour (Davis,
1989; Davis, 1993). Based on perceived ease of use, perceived usefulness, and
behavioral intention, TAM represents behavior. The perception of ease of use and
perceived usefulness captures expectations of positive behavioral outcomes and the
belief that behavior will not be labor-intensive (Davis, 1989). An attitude toward
behavior can replace behavioural intention, according to a follow-up study. Actual
use can be influenced directly by perceived usefulness, emphasizing its importance
as a behavioral predictor. Despite the fact that perceived ease of use does not
directly influence use, it underpins the effect of perceived usefulness on use

behavior (Davis, 1993). According to the model, the more easily an application can
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be used, the more likely it is to be considered useful for a user, and thus the more

likely the technology is to be accepted (Davis, 1989; Davis, 1993).

According to the definition, perceived usefulness is the degree to which a
technology improves performance. This construct is conceptualised as outcome
judgement, which refers to the expectation of a positive outcome triggering
behavior (Bandura, 1982). Based on evidence confirming the effect of system
performance expectancy on usage, perceived usefulness was operationalized
(Robey, 1979). According to Davis (1989), perceived ease of use is the degree to
which a person believes that using the system is effortless. Self-efficacy is a
construct derived from self-efficacy, in which someone expresses a belief about
how well he or she can perform actions in a specific situation (Davis, 1989; Bandura,
1982). A predictive role for self-efficacy has been proposed in decision-making
about technology use (Hill et al., 1987). Perceived ease of use is also related to
complexity, which is suspected to be a barrier to the adoption of innovations in the
literature on innovation diffusion. The difficulty individuals experience in
understanding and implementing an innovation is defined as its degree of difficulty
(Peres et al., 2010). In the evaluation of the constructs, validity and reliability were
assessed by examining the relationship between self-reported usage of IS and the
two proposed factors. The developed scales showed excellent psychometric
properties. A further validation was carried out by confirming significant
relationships between perceived usefulness, perceived ease of use, intention, and

use behavior (Davis, 1989).
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2.1.2 Unified Theory of Acceptance and Use of
Technology (UTAUT)

Figure 2.2: Unified Theory of Acceptance and Use of Technology
(UTAUT) Framework
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The UTAUT, which has already been tested in several in the past, can be employed
to evaluate retailers' acceptance of mobile payments, ascertain behavioral intention
to use an e-wallet, examine technological acceptability, analyze fintech adoption,
and investigate the use of mobile money (Kim & Yoo, 2020). Odoom and Kosiba's
(2020) study illustrated the applicability of the UTAUT in elucidating the causes,
incentives, and plans of micro-enterprises in Aftrica to stick with mobile money
usage. While Abdullah et al. (2020)used the UTAUT model to clarify aspects
impacting e-wallet acceptability for establishing a cashless society in Malaysia,
Chresentia et al. (2020) applied it in Indonesia to recognize essential elements

influencing the choice and utilization of e-wallets.

Even though UTAUT research is still in its early phases and lacks distinct areas of
maturity, it is progressing quickly. One significant drawback is that the
psychological factors influencing consumers' adoption decisions are not considered

(Chao, 2019). Governments, businesses, and organizations continue to have serious
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concerns about how new technology will be received. It's important to first decide
the aspects impacting the usage of e-wallets, given the difficulty in garnering
acceptance for technological advancements. According to Chao (2019), UTAUT
also has improved consumers' readiness to adopt technology by influencing their
attitudes. As previously indicated, TAM and UTAUT is good to use in this study to
investigate technology adoption to presume and explain users' propensity to utilize

information technology.

Based on the UTAUT framework, actual technology usage is determined by
behavioral intention. Four major constructs determine whether people will embrace
technology. In addition to performance and effort expectancy, social influence and
facilitation conditions are also taken into account when developing constructs.
Incorporating social influence, the UTAUT measures disintegrated perceived

usefulness, and perceived security.
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2.2 Review of variables

2.2.1 Perceived Security

In Linck et al. (2006), perceived security refers to the perception and subjective
valuation of a system's security and protection against risks. The concept of
perceived security has been defined as threats that may create a situation, a
circumstance, or an event that might result in economic damage to a network
resource or data system as a consequence of deletion, publication, manipulation of
data, service interruption, or misuse in the data system or network resource
(Kalakota, 1997). Credit card fraud, network fraud, and other operational risks
continue to exist. The most concerning technical risks associated with electronic
wallets are data transmission security and user information security (L1, et al., 2019).
The efficiency and confidentiality of e-payments can only be considered if there are
no security breaches in the transaction process and the client's needs are met

(Alshurideh, et al., 2021).

According to Lim et al. (2019), users' intentions of security are affected by their
comprehension of the function and management of their personal information on
digital platforms. If users think a system is risky, especially in terms of security,
they are more likely to shun it. Nag et al. (2019) assert that security has a major
impact on users' intentions regarding e-wallets. Despite the rise in popularity of e-
wallets, security concerns remain a source of public fear and lack of public
understanding (Zafar et al., 2021). If payment systems are protected from unwanted

actions by technologies, users would feel more comfortable utilizing e-wallets.
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2.2.2 Perceived Usefulness

According to Davis (1989), perceived usefulness refers to the perception that
implementing a particular system will result in improved job performance. In light
of the definition of useful that it has the potential for beneficial use. A person's
performance within an organization is generally rewarded for successful
performance through salary increases, promotions, bonuses, and other means of
reinforcement (Pfeffer, 1982). In turn, a system with a positive perceived usefulness,
according to the user, will be one in which the user believes the performance of the

system is positively correlated with its usefulness.

Users' perception of an information system's utility includes its effectiveness and
efficiency, as well as their belief that using it will increase their productivity
(Caffaro et al., 2020). This idea basically captures what a user expects from a
technology in terms of cognitive expectations. Users hope that using the system will
improve the efficiency of various transactions in addition to helping them reach
their lifestyle and financial goals (Altounjy et al., 2020). Therefore, if consumers
believe that the technology, they are using is providing real benefits, they are likely
to increase their usage. A study by W. Karim et al. (2020) confirmed that users'
adoption to utilize e-wallets is favorably influenced by perceived utility.
Additionally, Wicaksono and Maharani (2020) also highlighted that perceived
usefulness will significantly impact artificial intelligence (Al) technology adoption.
Therefore, perceived usefulness is one of the main reasons for Touch 'n Go eWallet

adoption.
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2.2.3 Consumer’s Attitude

People's attitudes are determined by their tendency toward a particular object or
idea, as well as their value evaluations and feelings. Several studies have examined
how the country image impacts the perception of products among consumers. There
has been considerable effort on the part of consumer and marketing researchers to
better understand such perceptual decisions that consumers make (Ayyildiz &
Cengiz, 2017). Bizer et al. (2006) assert that the attitude construct serves as a central
component in theories about consumer behavior in order to explain why people
behave as they do. There is an alternative to relying on revealed preferences with

this construct, and specifically with the expectancy-value model of attitude.

Consumer’s attitude contributes in part to the adoption of e- wallet. Attitudes toward
using Information and Communication Technology (ICT) are operationally defined
as a consumer's evaluative disposition, encompassing positive or negative
sentiments associated with engaging in user behaviors relevant to the adoption of
ICT (Gamage & Jayatilake, 2019). Malik et al. (2019) examined that performance
expectancy, incentives, and trust emerge as positively significant determinants in
forecasting consumers' attitudes toward the adoption of mobile wallet applications.
A positive attitude among consumers has the potential to manifest in positive

purchase intentions and subsequent actual usage behaviors (Khan et al., 2023).
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2.2.4 Social Influence

Social influence occurs when individuals change their opinions, revise their beliefs,
or modify their behavior based on social interactions (Moussaid et al., 2013). Social
influence can be explained as the transformation of emotions, thoughts, attitudes,
or behaviors that occurs when interacting with someone else or a group of people.
The concept refers to the act of causing a change in behavior among others, either
intentionally or unintentionally, by the actions of one person (Mavrodiev et al.,

2013).

As stated by Yuen et al. (2020), social influence refers to how a person feels about
the pressure from society to engage in a particular activity. Numerous people can
influence this, such as spouses, family members, friends, instructors, and celebrities.
Social influence is the effect of peer pressure on a person’s willingness to participate
in a certain activity. It all comes down to how people think others should adopt and
use the latest technologies. According to Waycott et al. (2019), people’s tight social
circles and interconnected networks, including family and close friends, are the
most powerful sources of influence. As a result, if a technology is extensively used
in one’s social circles, that person is more likely to employ it themselves. Social
considerations can have an impact on the uptake of technology. Research has
examined the link between social influence and the adoption of e-wallets by users.
According to the study conducted by Yang et al. /2021), social influences play an
important role in determining e-wallet usage among users and positively influences

their inclinations to use e-wallets.

The consumer adoption of mobile commerce Is a voluntary action, on the other hand,
and is often conducted individually. A further study by Alalwan et al. (2017) has
found that social influence did not contribute significantly to any statistical variance
in the adoption of mobile banking as a consequence of their findings regarding the
behavioural intention of adopting mobile banking. This means that Jordanian bank
customers appear to be less interested in the opinions and recommendations of their
references groups as they formulate their plans to adopt technology, including

family, friends, and colleagues.
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2.2.5 Adoption of Touch ‘n Go eWallet

As stated by scholars To and Trinh (2021), behavioral adoption is the probability
that a person will take specific actions or the readiness of a customer to accept a
new system. It can be summed up as a type of purchasing behavior that is used to
predict customer behavior. Paramasivam et al. (2022) state that a consumer’s desire
to use e-wallet services is a solid indicator of how likely they are to make purchases
online and engage in the platform. Positive or negative emotions and thoughts
frequently influence people’s behaviors and actions. Behavioral adoption, from a
psychological standpoint, represents a promise to carry out an action or perform a

task later.

During the pandemic, the interconnectedness of the outbreak’s internal and external
provisions influenced the adoption of digital payments, shaping users’ perceptions
of the benefits of using e-wallet payment systems (Daragmeh, 2021). According to
Mustafa et al. (2022), perceived security, usefulness, consumer attitude, and social

influence are some of these variables that influence the adoption of eWallet.
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2.3 Conceptual Framework

Figure 3: Conceptual Framework
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This model consists of one dependent variable and four independent variables. The
dependent variable is the adoption of Touch ‘n Go eWallet while the independent
variables are perceived security, perceived usefulness, consumers’ attitude, and
social influence. In this study, the UTAUT and TAM models are used to develop the

model.
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2.4 Hypothesis Development

2.4.1 Perceived Security

According to Pertiwi et al. (2022) study, perceived level of security plays a
constructive role in shaping individuals’ inclinations towards the utilization of e-
wallets, consequently impacting e-wallet usage behavior within the context of
Indonesia. The results underscore the significance of perceived security and privacy
in shaping users’ sentiments regarding the divulgence of their personal information.
Notably, these factors exert a statistically significant influence, and it is evident that
heightened security measures within e-wallet systems directly correlate with an
increased level of interest among individuals in utilizing such platforms. In addition,
Razif et al. (2020) investigated the effect of perceived risk and security on youth
and adults’ adoption of e-wallet platforms. According to the study, perceived
security along with various risk factors influence young adults’ willingness and

ability to accept and adopt e-wallets.

Both of the studies mentioned above have concluded that consumers are influenced
by perceived security when adopting digital wallets in the long run. Similar to this
study. On the other hand, Razif et al. (2020) target Malaysia exclusively,
specifically youth-adults. It is therefore the aim of the study to determine whether
perceived security has a positive impact on users’ adoption of e-wallets in Malaysia
across all age groups. Users were unfavorable and slowed down in accepting mobile
wallet due to the lack of security (George & Sunny, 2020). In a study conducted by
Barry and Jan (2018), privacy and security were identified as extended factors that

predict behavior toward new technologies.
Hence, the following was proposed:

H1: There is a significant relationship between perceived security and consumer

adoption on Touch ‘n Go eWallet
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2.4.2 Perceived Usefulness

According to Davis (1989), the attitude of individuals toward a particular
information technology and application is one of the most significant factors in
determining their decision to make use of it. The study by Effendy et al. (2020)
shows perceived usefulness to be a significant factor that influences students in
Indonesia’s adoption of e-wallets. Users’ adoption of e-wallet intention among
students is positively influenced by perceived usefulness. It has been proven that
the more useful an e-wallet is, the higher the probability of students adopting it.
According to Giri and Suardana’s (1921) study, perceived usefulness of e-wallets
has a positive impact on their adoption for financial transactions in Indonesia, which
tries to shed light on their influence. According to the results, there is a statistically
significant relationship between the perceived usefulness of e-wallets and
individuals’ willingness to use them for financial transactions showing that
perceived usefulness seems to have a leading role in shaping individuals’ decisions

to use e-wallets for financial transactions.

It was found by Brandyberry et al. (n.d.) that an Individual's motivations to use an
SNS are heavily influenced by his/her needs and that the ability to trust the system
is essential to satisfying those needs and therefore perceiving the SNS as useful. As
well, perceived usefulness is an indication of the factors that affect the actual use
and willingness to continue using technology (Awa et al., 2014). A high correlation
exists between perceived usefulness and intent to use technology, according to

Davis et al. (1992).

Therefore, the following proposal was made:

H2: There is a significant relationship between perceived usefulness and

consumer adoption on Touch ‘n Go eWallet.
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2.4.3 Consumer’s Attitude

Kadir et al. (2022) investigated the impact between consumer attitude and the
adoption of e-wallets. The study discerned that attitude emerges as a salient
determinant influencing use of e-wallet payment systems, exhibiting positive and
statistically significant effects on consumers’ propensity to adopt such systems.
Furthermore, the research revealed a positive correlation, indicating that a more
favourable attitude corresponds to an increased willingness among individuals to
adopt e-wallet payment systems. Himel et al. (2021) underscored the significance
of consumer attitude as a determinant factor influencing individual adoption of e-
wallets in Bangladesh. The research findings revealed that consumer attitudes
exhibit a positive and statistically significant influence on users’ adoption of e-

wallets.

A study conducted by Sujeet and Jyoti (2013) also found that attitudes and perceived
ease of use can influence higher behavioural intentions among Omani students.
Additionally, Hussein (2017) demonstrated that TAM constructs had a significant
impact on attitudes and intentions to use the technology systems among university
students. Study participants were tested using e-books, internet-based software and
social media platforms to assess their attitudes and actual intentions to use e-

learning materials and platforms.

Hence, the following was proposed:

H3: There is a significant relationship between consumer’s attitude and consumer

adoption on Touch ‘n Go eWallet.
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2.4.4 Social influence

Azman et al. (2018) found that social influence plays a key role in users’ adoption
of e-wallets in Malaysia, Pahang. The adoption of e-wallets is positively and
significantly to social influence and the adoption of e-wallets. An investigation by
Razak et al. (2021) examined the effects of social factors on adoption of e-wallets
among Generation Z individuals in Malaysia, specifically in Negeri Sembilan.
Researchers have found a notable and significant relationship between social
influence and e-wallet adoption, indicating that social influence is a significant

factor in e-wallet adoption.

In the context of the Uber app, it means that people around an individual influence
their behavior to use the Uber app (Almunawaretal.,2020). Since we are living in
an era where conspicuous consumption is on the rise, people are increasingly
attracted to trendy lifestyles. As social influence has a huge impact on our daily
lives, people tend to adopt gadgets that will increase their social status. In light of
this, the research is crucial for gaining a deeper understanding of the degree to
which social factors influence e-wallet adoption across diverse age groups in

Malaysia.

Hence, the following was proposed:

H4: There is a significant relationship between social influence and consumer

adoption on Touch ‘n Go eWallet.

2.5 Conclusion

The discussion in this chapter focused on the literature review of underlying
theories, the review of variables, the conceptual framework and the development of

hypothesis in this chapter.
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CHAPTER 3: METHODOLOGY

3.0 Introduction

In this section, the study discusses the methodology used in the study. It discusses
the study setting, the population sampled in the study, the data collection methods,
the measurement scales that are being used, and the analysis methods that will be
applied. Specifically, this research examines the factors influencing the adoption of
Touch n Go eWallet among Malaysian consumers. This study aims to provide a
deeper understanding of how perceived security, perceived usefulness, consumer
attitudes, and social influences influence the adoption of Touch 'n Go eWallet

among Malaysian consumers.

3.1 Research Design

Zikmund (2013) defined research designs as plans for how to collect, analyze, and
use the necessary information to solve a problem, as well as how to make sure that
the information is useful. An in-depth description of the study was conducted,

followed by a quantitative analysis.

3.1.1 Quantitative Research

In the view of Aliaga and Gunderson (2003), the definition of a mathematical model
can be applied to phenomena that are explained by numerical data analyzed
mathematically. A quantitative research method uses mathematical, statistical, and
computational techniques to examine observable phenomena in a systematic

manner.
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3.2 Sampling Design

3.2.1 Target Population

The target population of this study is Malaysian consumers. The reason for selecting
consumers who stayed in Malaysia are being selected is because Touch n Go
eWallet is widely used in Malaysia, making it a relevant topic for study within the
country's digital landscape. Its adoption reflects broader trends in consumer

behavior and preferences towards digital payment solutions.

3.2.2 Sampling Technique

As part of this study, convenience sampling was used as a non-probability method.
Ascharya et al. (2013) defines convenience sampling as a practice whereby the
researcher chooses a sample according to his or her convenience (Acharya et al.,
2013). There is a reason for choosing this method of collecting data as it includes
respondents who are in the right place at the right time when the survey is being
conducted. The current research uses this method in which it is possible to recruit
respondents with the specified criteria who are eligible to participate in the study in
order to conduct the research. As a result, it would be more convenient and less
expensive to conduct this study this way. As part of section A of the self-
administered questionnaire, respondents were asked to provide accurate

information.

3.2.3 Sampling Size

A sample size was determined according to Roscoe (1975) to calculate the size of
the sample. In order to obtain an adequate sample size, the sample size should be
greater than 30 and smaller than 500 (Roscoe, 1975). The sample size was
calculated using software named G*Power Version 3.1.9.7 to calculate effect sizes

and display the power analysis results graphically. Therefore, the sample size is
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calculated as 129. There were 189 questionnaires distributed in Malaysia in order
to conduct this study. In contrast, only 185 sets of questionnaires contained valid

respondents out of 189.

3.3 Data Collection Method

3.3.1 Primary Data

A primary data set is composed of data that originated from the original research
that was conducted (Hox & Boeije, 2005). It was found that primary data was
collected by using an electronic questionnaire, which was made available in two
ways, in order to collect primary data. Alternatively, respondents can scan the QR
Code, or the researcher can share the link with all of the participants to respond.
This method was chosen because in terms of cost and time efficiency it is the most

efficient to solve the problem.

3.4 Research Instrument

3.4.1 Questionnaire Design

The methodology adopted is the use of an electronic questionnaire that is distributed
through the Internet in order to conduct the survey. By scanning a QR code
presented by the researcher in person among a large group of respondents, the
questionnaires will reach the respondents. During this modern era, it is common
practice to conduct online surveys in order in order to collect information from
respondents using the Internet (Wright, 2006). A survey that is conducted online has
a number of advantages compared to a survey that is conducted via email. In this
way, the research can be completed more quickly and it can be accomplished while
working on other tasks (Ilieva et al., 2002). Furthermore, the cost of conducting an
online survey is relatively low as well. A self-administered survey will be used as a

means of collecting the data for this research and it will be used as a research
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instrument. In this questionnaire, respondents can fill out independently without any

assistance or interview.

This questionnaire consists of three sections. According to the questionnaire
distributed, it was divided into three sections. A total of four demographic questions
are asked in Section A, including the respondent's age, gender, income level, and
employment status. Section B of the survey involves general questions, such as how
often mobile payments are used (per week), the type of mobile payment application
most frequently used, recommendation of Touch m Go eWallet. This study's
independent variables and dependent variables are discussed in Section C. Section
C included 24 questions, and respondents were asked to rate their agreement or
disagreement on a Likert scale of five, with the value 1 being strongly disagreed

with and the value 5 being strongly agreed with.
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3.4.2 Pilot Test

The pilot test was used to determine the reliability of each question designed for the
research, and 50 data sets were collected as part of the pilot test, and SPSS software

was used to determine the reliability of the survey.

The reliability test indicated that perceived security, perceived usefulness, consumer
attitudes, as well as social influence, all achieved Cronbach's Alpha values of 0.930,
0.828, 0.927, and 0.703, accordingly. According to the results, the independent
variable is highly reliable. Furthermore, Cronbach's Alpha for the outcome variable

was 0.928, which indicates a good level of reliability. The following table shows

the pilot test results:
Table 3.1: Pilot Test’s Result
Variable Items Cronbach’ Alpha
v Perceived Security (PS) 4 0.930
Perceived Usefulness (PU) 4 0.828
Consumer’s Attitude 7 0.927
Social Influence 4 0.703
DV Touch 'n Go eWallet 4 0.928
Adoption

Source: Developed for the research
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3.5 Construct Measurement

3.5.1 Scale Measurement

This research instrument consists of three sections. A nominal scale was applied to
Section A. In Section B, an interval scale was used. There was a nominal scale and

an ordinal scale on Section C.

3.5.1.1 Nominal Scale

Francis & Mousley (2014) define nominal scale as putting some data into categories
without assigning any order to them (for example, gender, ethnicity, or religion)
with some data categories. As a result of the limitations of the measurement scale,
it will not be possible to perform calculations (Levine et al., 2016). To begin with,
qualifying questions were asked using a nominal scale as a starting point. For
example, the question asked respondents whether they used Touch 'n Go eWallets.

A Yes or No answer option will be provided for the question.

3.5.1.2 Ordinal Scale

An ordinary measurement scale is used for describing the rank order between the
categories of variables included in the measurements (Saunders et al., 2012). It
applies to questions measuring variables that are able to be categorized and ranked
at the same time as they are measured. A variable measuring income level has been
developed based on an ordinary scale. Respondents are asked to select one of four
options according to their income level (below RM500, RM1000 to RM1999,
RM2000 to RM2999, RM3000 to RM3999, RM4000 or higher). In Section B, the
respondents were also asked to choose their frequency of using mobile payments
per week on an ordinary scale. They could choose between 3 times, 4-9 times, and

over 10 times.

Page 33 of 91



Factors Influencing the Adoption of Touch’n Go (TNG) ewallet among consumers in Malaysia

3.5.1.3 Interval Scale

Van Breukelen (2010) describes an interval scale as a type of measurement that
measures variables using a particular numerical score that represents an interval
score of the variable. A five-point An interval measurement scale called the Likert
scale was used within the questionnaire. It was used in Section C of the survey as
one of the interval measurement scales. An extreme attitude towards another
variable will be measured on a Likert scale. The Likert scale has five alternatives,
which go from strongly disagreed to strongly agreed. For example, the researcher
asked the respondents what factors were contributing to the adoption of Touch 'n

Go eWallet by consumers, and the researchers’ collected responses from them.

Table 3.2: The Origin of Constructs

Variables Measurement Items Source

Touch 'n|1. I intend to use Touch n Go eWallet for my | (Siew et

Go eWallet | payments in the future. al., 2020)

Adoption 2. I will always try to use Touch 'n Go eWallet

payments during purchasing things.

3. I will recommend others to use Touch n Go

eWallet for purchasing.

4. Touch 'n Go eWallet payments would be one of my

favourite technologies for payment.

Perceived 1. T would feel secure using my credit/debit card | (Siew et

Security information through Touch 'n Go eWallet systems. al., 2020)

2. Touch 'n Go eWallet systems are secure to send/use

sensitive information.

3. I would feel totally safe by providing information

about myself over the Touch 'n Go eWallet systems.

4. Overall, the Touch 'n Go eWallet are safe systems

to transmit sensitive information.

1. Using Touch 'n Go eWallet saves my time.
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Perceived

Usefulness

2. Touch 'n Go eWallet is a practical option in making

payment.

3. Using Touch 'n Go eWallet makes it easier for me

to carry out my day-to-day tasks.

4. Using Touch 'n Go eWallet is the trend of the

modern lifestyle.

(Siew et

al., 2020)

Consumer’s

attitude

1. I am happy with the Touch 'n Go eWallet payment

system.

2. 1 am fascinated with the Touch 'n Go eWallet

payment.

3. Overall, I am satisfied with the Touch 'n Go
eWallet.

4.1 am enjoying using the Touch 'n Go eWallet when

shopping.

5. 1 am happy with the Internet connection when

accessing the Touch 'n Go eWallet services.

6. I am pleased with the Touch 'n Go eWallet

application for its privacy reason.

7. 1 am pleased with the Touch 'n Go eWallet

application for its security reason.

(Hasnah
Abdul
Kadir et
al., 2022)

Social

Influence

1. Family and people who are important to me affect

my intention to use the Touch 'n Go eWallet.

2. Friends and colleagues affect my intention to use

the Touch n Go eWallet.

3. The media and advertisement affect my intention

to use the Touch 'n Go eWallet.

4. I use Touch 'n Go eWallet because the people 1

know also use it.

(Siew et

al., 2020)

Source: Developed for the research
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3.6 Data Processing

3.6.1 Data Checking

The collected data should be checked as part of this study in order to make sure that
they are valuable and valid for the research. It is necessary to check and analyze the
data of the respondents for the purposes of understanding them and analyzing the
patterns of their responses to different questions (Bajpai, 2011). As this study is the
final stage of the research, on the other hand, all the problems such as incomplete
questions and mistakes that were discovered will have to be addressed before the
actual data will be edited, since the data will be edited at the end of the study (Bajpai,
2011).

3.6.2 Data Editing

The data editing process is a step where the questionnaire has to be checked for
accuracy. It is essential that this study examines the errors that appear to have
occurred during the study of the questionnaire, such as suspicious, incomplete
answers, and inconsistencies (Bajpai, 2011). As a result of respondents' carelessness,
the answers are often filled in in an inconsistent manner, leading to errors. There
are a number of errors in the data that need to be corrected in order to make sure the
data is reliable before moving on to the next step of this study. There are four sets
of questionnaires that are being eliminated because they were found to be invalid
or incomplete, and as a result they are not being included in the study. Consequently,

185 sets of questionnaires will be utilized in this study, and all of them are valid.
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3.6.3 Data Coding

Coding of data is a stage which involves creating a code with every piece of data in
a questionnaire. It will be easier to analyze the data in this way and any errors to be
made will be reduced as a result. According to the table below, the respondent's
answer to the Section C of the questionnaire, the five-point Likert skill is used for
calculating the score and is coded according to the code shown below. As a result,

it will be easier for the data gathered to be analyzed.

Table 3.3: Five-Point Likert Scale

Five-Point Likert Scale Coded
Strongly Disagree 1
Disagree 2
Neutral 3
Agree 4
Strongly Agree 5

Source: Developed for the research

3.6.4 Data Entry

It is a method of putting data into a spreadsheet known as data entry. As a result of
the coding done at an earlier stage, the data has now been entered into the SPSS
system for analysis. To ensure that data entries into the system are accurate and

error-free, a re-check needs to be performed after the first one.
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3.7 Data Analysis Tool

Analyzing data can be described as gathering, modelling, and analyzing data in
order to gain insight that can be used to make better decisions (Calzon, 2023) In this
research, 189 respondents filled out questionnaires, but only those questionnaires
that were considered valid were evaluated. The collected data will be analyzed using
IBM Statistical Package and Social Science (SPSS) version 27.0. Once the data
have been processed, SPSS will be used for data editing, data transformation,

statistical analysis, and report generation.

3.7.1 Descriptive Analysis

In descriptive statistics, data are summarized in an organized manner in order to
explain the relationship between variables in a systematic manner (Kaur et al.,
2018). Graphs will be used to present the information in an easy-to-understand
manner, such as bar charts and pie charts, for easier comprehension of the
information. By providing a summary of a set of data, descriptive analysis can assist
in the identification and classification of the responses to the survey. As Section A
of the questionnaire focused on demographic information, descriptive analysis was

applied in this study to examine the characteristics of participants.
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3.7.2 Scale Measurement

3.7.2.1 Reliability Test

It is important to understand that a reliability test indicates the extent to which a test
measure is error-free, according to the study by Sekaran (2019). Tests of reliability
are used in order to verify the internal consistency of the questions in the survey
distributed. It is possible for researchers to check and ensure that the questionnaire
is reliable before distributing it to the target respondents. Based on Cronbach's
Alpha Rule, this survey was determined to be reliable. Cronbach' Alpha rules of

thumb are shown in Table 3.4:

Table 3.4: Rules of Thumb for Cronbach’ Alpha

Cronbach's Alpha Range Strength of Association
a=>0.90 Excellent
0.80<a<0.90 Good
0.70<0<0.80 Acceptable
0.60<0<0.70 Poor
a<0.50 Unacceptable

Source: George and Mallery (2002)

Page 39 of 91



Factors Influencing the Adoption of Touch’n Go (TNG) ewallet among consumers in Malaysia

3.7.3 Inferential Analysis

The inferential analysis is a method employed in order to extrapolate the results of
a small sample size to a much larger sample size (Sharma, 2019). By using these
samples and the conclusions that were drawn about a larger population from those
samples, researchers were able to make assumptions about a larger population. It is
common practice to use inference analysis to make generalisations based on
relationships between variables within a sample to represent the population
(Calvello, 2020). To analyze data collected for this study, a computer-specific

version of SPSS was implemented.

3.7.3.1 Multiple Regression Analysis

It is also possible to predict relationships between variables using Multiple Linear
Regression Analysis. The formula for multiple linear regression can be expressed

as follows (Bevans, 2020):

y=ﬁ0+ﬁ1X1+---+ﬁan+£

Where,

y is the dependent variable,

Po is the y-intercept (constant term),

X1 is the regression's first independent variable,

Pn 1s the slope coefficients of each explanatory variable,

£ 1s in the model's error term
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3.7.3.2 Collinearity Tolerance

In regression analysis, multicollinearity tolerance (VIF) is a measure of
multicollinearity among independent variables that indicates the severity of such
multicollinearity. When the tolerance is close to one, there is hardly any
multicollinearity, whereas when it is close to 0 there may be a threat from
multicollinearity. As a reciprocal of tolerance, the variance inflation factor is also
known as the VIF. According to Leech et al (2005), if the tolerance is low (< 1 —
R2) then multicollinearity is present. Furthermore, multicollinearity can be

measured equally well by tolerance and variance inflation factors (Shrestha, 2020).

3.7.3.3 Statistics VIF

When independent variables are correlated, variance inflation factor determines
how much variance is added to the estimated regression coefficient. A VIF can be
calculated as Where, the tolerance can be calculated as the inverse of a VIF. There
is a greater probability of multicollinearity among variables when the tolerance is
lower. When VIF =1, no correlation exists between the independent variables. When
the value of VIF is 1< VIF <5, it indicates there is a moderate relationship between
the variables. VIF specifies variables that are highly correlated between 5 and 10.
If VIF > 5 to 10, then the regression coefficients are feebly estimated with the
presence of multicollinearity, and VIF > 10 indicates that multicollinearity has

affected the estimation of the regression coefficients (Shrestha, 2020).

3.8 Conclusion

A great deal of detail and clarity is provided regarding data gathering, processing,
and analysis, as well as sampling design and research instruments. Additionally, the

gathered information is discussed in the following chapter.
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CHAPTER 4: DATA ANALYSIS

4.0 Introduction

This chapter presents the results of analyses conducted. Overall, 185 sets of
questionnaires were used, which were analyzed using the software package for
social science (SPSS) Version 29.0 along with Microsoft Excel. In addition, it will
also present demographic information and information about respondents as well.
Also, Cronbach Alpha reliability analysis will be presented in order to determine if
the scale is consistent with its inter-items or if there is an internal consistency that
can be detected in the scale. Furthermore, a statistical analysis is presented in order

to determine the relationship between variables.

4.1 Descriptive Analysis

4.1.1 Respondent Demographic Profile

4.1.1.1 Gender

Table 4.1: Statistic of Respondents’ Gender

Gender Frequency | Percentage (%) Cumulative Percentage (%)
Female 111 58.7 60.8

Male 74 39.2 100

Total 185 100

Source: Developed for the research

According to the results of the survey, Table 4.1 shows the frequency of responses
by gender according to the results of the survey. It is estimated that 185 respondents
responded, of which 74 respondents were males and 111 respondents were females,

corresponding to 39.2% and 58.7% of the total number of respondents, respectively.

Page 42 of 91



Factors Influencing the Adoption of Touch’n Go (TNG) ewallet among consumers in Malaysia

4.1.1.2 Age

Table 4.2: Statistic of Respondents’Age

Age Frequency Percentage (%) Cumulative Percentage (%)
31-40 68 36.0 83.1
21-30 66 34.9 47.1
41-50 22 11.6 94.7
10-20 19 10.1 12.2
51-60 10 5.3 100
Total 185 100

Source: Developed for the research

It was found that 19 respondents (10.1%) are between 10 and 20, while 66
respondents (34.9%) are between the ages of 21 and 30. Furthermore, 68 out of the
overall respondents are aged 31 to 40. They hold 36% of the respondents, followed
by 22 respondents aged 41 to 50 with 11.6%. The remaining 10 respondents (5.3%)

are between 51 and 60 years of age.
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4.1.1.3 Employment Status

Table 4.3: Statistics of Employment Status

Employment Status Frequency Percentage Cumulative
(%) Percentage (%)

Employed 107 57.8 57.8

Student 59 31.9 89.7

Unemployed 19 10.3 100

Total 185 100

Source: Developed for research

In accordance with the results presented in table 4.3, it can be stated that 57.8% of
respondents are employed, which represents 107 respondents out of all respondents.
The remaining 31,9% of respondents, which consists of 59 respondents are students.
A further 10.3% of respondents are unemployed, which represents 19 respondents

out of the total survey participants.
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4.1.1.4 Income Level

Table 4.4: Statistic of Respondents’ Income Level

Individual Monthly | Frequency Percentage (%) Cumulative
Income Percentage (%)
RM 2,000-RM2,999 76 40.2 39.2
RM 3,000-RM 3,999 39 20.6 79.4
Below RM 500 30 15.9 12.7
RM 1,000-RM 1,999 20 10.6 28.6
Above RM 4000 20 10.6 100
Total 185 100

Source: Developed for research

Based on Table 4.4, 30 respondents have an income below RMS500, which
represents 15.9% of the respondents. Due to the fact some respondents are students,
they do not have much pocket money. There are a total of 20 respondents who are
getting salaries between RM1,000 and RM1,999, while 76 respondents are
receiving salaries between RM2,000 and RM2,999. In terms of percentage, it
represents 10.6% and 40.2% of respondents, respectively. Besides that, 39
respondents (20.6%) earn between RM 3,000 and RM 3,999. Last but not least, 20
respondents have an income of more than RM 4,000, which represents 10.6% of the

total.
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4.1.1.5: Frequency Usage of Mobile Payment

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

Frequency Usage of Mobile | Frequency | Percentage Cumulative
Payment (Per Week) (%) Percentage (%)
More than 10 times 116 61.4 100
Less than 3 times 35 18.5 38.6
4-9 times 34 18.0 20.1
Total 185 100

Source: Developed for research

In Table 4.5, it is shown that 35 respondents (18.5%) make use of mobile payment
applications less than three times per week. There are 34 respondents who reported
that they use mobile payment on an average of four to nine times a week, making
up 18.0% of the respondents overall. 116 respondents (61.4%) reported using
mobile payment applications at least 10 times a week, indicating how often they use

them.
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4.1.1.6: Which Type of Mobile Payment App Do You Use Most Often

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

Which Type of Mobile Payment App Do Frequency Percentage
You Use Most Often (%)
Touch 'n Go 153 82.7
Online Banking 110 59.5
Grab 92 49.7
Boost 78 42.2
Shopee Pay 77 41.6
Alipay 62 335
MAE 4 2.2
Apple Pay 3 1.6

Source: Developed for research

The data collected in table 4.6 shows that respondents were given the option of
selecting more than one type of mobile payment app. With 82.7% of respondents
preferring Touch 'n Go, it holds the most percentage of respondents in this survey,
followed by 110 respondents (59.5%) using Online Banking. In addition, 92
respondents (49.7%) use Grab exclusively, while 78 respondents prefer Boost.
While 77 respondents preferred Shopee Pay, 62 preferred Alipay, and they held 41.6%
and 33.5% of the survey respectively. There are 7 respondents who disclose that
they like to use MAE and Apple Pay as their mobile payment apps, and these apps
hold 2.2% and 1.6% of the survey results, respectively.
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4.2 Scale Measurement

4.2.1 Reliability Test

Table 4.7: Reliability Statistic for Actual Result

Cronbach's | No. of
Variables Strength
Alpha Items
Dependent | Touch 'm Go eWallet
0.875 4 Good
Variable Adoption
Perceived Security 0.872 4 Good
Independent | Perceived Usefulness 0.844 4 Good
Variable Consumer’s Attitude 0.909 7 Excellent
Social Influence 0.718 4 Acceptable

Source: Developed for Research

As a result of utilizing SPSS software, each variable has been evaluated for
reliability. It has been found that the independent variables of Perceived Security,
Perceived Usefulness, Consumer's Attitude, as well as Social Influence possess
Cronbach's Alpha values of 0.872, 0.844, 0.909, and 0.718, respectively. In this
study, it was found that both the independent variables of the study are being
regarded as highly reliable. As well as that, the dependent variable, Touch 'n Go
eWallet Adoption, also showed a good level of reliability, resulting in an alpha value

of 0.875, which is an indicator of reliability.
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4.3 Inferential Analysis

4.3.1 Multiple Regression Analysis

Table 4.8: Multiple Regression Analysis Model Summary

Model | R R Square | Adjusted R Square Standard Error of the
Estimate
1 8142 .663 655 1.87655

a. Predictors: (Constant) Perceived Security, Perceived Usefulness, Consumer’s
Attitude, Social Influence

b. Dependent Variable: Adoption of Touch 'n Go eWallet

Source: SPSS Version 29.0

In accordance with the results calculated by SPSS software, the R value between
the dependent variable (Touch 'n Go eWallet Adoption) and the independent
variables (Perceived Security, Perceived Usefulness, Consumer's Attitude, Social
Influence) was calculated as 0.814. In this case, the independent variables were
found to have a positive linear correlation with Touch 'n Go eWallet Adoption

(dependent variable).

Furthermore, R Square for the present study is 0.663. Based on the findings, four
independent variables, including perceived security, perceived usefulness,
consumer attitudes, and social influence, can affect 66.3% of Touch 'n Go eWallet
adoption. However, it also explained that 33.7% of the variation of Touch n Go

eWallet Adoption remains unexplained in this study.
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Table 4.9 ANOVA
Sum of Degrees of Mean
Model F-Value| Significant
Squares | Freedom (df) | Square
1 Regression| 1244.625 4 311.156 | 88.360 <.001°
Residual | 633.861 180 3.521
Total | 1878.486 184

Source: SPSS Version 29.0

The most common statistical test for hypothesis evaluation is ANOVA (Analysis of
Variance). The F-value for table 4.10 is 88.360 with P=0.000, demonstrating that
the correlation is substantial. As a consequence, it can be concluded that the
adoption of Touch 'n Go eWallet by consumers in Malaysia can be largely
influenced by an overall regression model that consists of an overall regression
model that consists of an independent variable such as perceptions of security,
perceived usefulness, consumer's attitude and social influence that can greatly

influence the adoption of Touch 'n Go eWallet
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Table 4.10 Coefficient

Unstandardized| Standard Significant | Collinearity | Statistics
Coefficients |Coefficient Tolerance VIF
Model B |Standard Beta T-Value| P-Value
Error
1 | (Constant) |.363 978 371 11

Perceived | .306 .067 306 4.582 <.001 421 2.375
Security
Perceived |.354 .082 317 4.287 <.001 342 2.923
Usefulness
Consumer’s| .179 .047 284 3.806 <.001 336 2.975
Attitude
Social -.007| .073 -.006 -.096 924 509 1.966
Influence

Source: SPSS Version 29.0

A multiple linear equation derived from table 4.11 indicates that perceived security
has a regression coefficient of 0.306 using the multiple linear equation stated
previously. This means that, when perceived security increases by 1 unit, Touch 'n
Go eWallet adoption increases by 0.260 units. The regression coefficients for
perceived usefulness, consumer's attitude and social influence are respectively
0.354, 0.179 and -0.007, with social influence having the lowest coefficient value.
Based on the regression coefficient value of 0.354, perceived usefulness has the
highest value. When the perceived usefulness variable is increased by one unit, the
adoption of Touch 'n Go eWallet among consumers in Malaysia will increase by

0.354 units, assuming the other variables remain constant.

Further, based on the standardized beta, the perceived usefulness measures the
greatest standardized beta at 0.317. This indicates that this variable has the greatest
impact on Touch 'n Go eWallet adoption among Malaysia consumers. According to
table 4.11, the significant value of perceived usefulness is <.001, which is less than
p-value 0.05. Therefore, HI is accepted. Also, based on the independent variables

of perceived security, beta values of 0.306 were calculated. The significant value of
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perceived security is <.001, which is less than the p-value of 0.05. Therefore, H2 is
accepted. Lastly, according to table 4.11, the consumer's attitude beta value is 0.284,
therefore, the significant value of the consumer's attitude is <.001. In this case, H3

is accepted.

Touch 'n Go eWallet Adoption = 0.363 + 0.306 (Perceived Security)+ 0.354
(Perceived Usefulness) + 0.179 (Consumer’s Attitude) + (-0.007) (Social Influence)

4.4 Conclusion

The chapter concluded by presenting a descriptive analysis based on demographic
information gathered from respondents. Furthermore, mean and standard deviation
were provided in the descriptive analysis presented. SPSS software was utilized to
evaluate the associations between independent and dependent variables. A
reliability test was performed using SPSS software on all variables. A multiple

linear regression test was also used in SPSS to perform inferential analysis.
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Chapter 5: Discussion, Conclusion, and Implications

5.0 Introduction

The purpose of the chapter is to provide a brief introduction to statistical analysis
and inferential analysis. Furthermore, research findings and implications will be
presented. In preparation for future studies, limitations and recommendations will

also be discussed.

5.1 Summary of Statistical Analysis

Results of the study indicate that there are 185 respondents of Malaysian who are
adopting Touch 'n Go eWallet, and the researcher could summarize that 111
respondents were female, while the remaining 74 respondents were male.
Furthermore, the researcher found that among 185 respondents, the majority age
range group was in the range of 31 to 40, representing 68 (36%) of the total
respondents, whereas a range of 21 to 30 years old has 34.9%, which represents 66
respondents, then an age range of 10 to 20 years old, consisting of 19 respondents
(10.1%), followed by an age range of 41 to 50 years old has 22 responses (11.6%).
Besides, the group 51 to 60 has 10 participants (5.3%).

According to the employment status, most respondents are employed which
represent 107 respondents (57.8%), followed by students which involves 59
respondents (31.9%) whereas unemployment status has 19 respondents (10.3%)
respectively. Therefore, the survey questionnaires were distributed equally to the

Malaysian who are adopting Touch 'n Go eWallet.

In addition, 15.9% of respondents' monthly income consists of below RM 500.
Moreover, 20 of respondents had a monthly income between RM 1,000 to RM 1,999.
Following that, 40.2% of respondents' income per month are between RM 2,000 to
RM 2,999. On the other hand, 39 participants had an income between RM 3,000 to
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RM 3,9999 which consists of 20.6%. Lastly, 10.6% of respondents’ monthly income
are above RM 4000.

Apart from that, the researcher performed a reliability test on each variable. The
Cronbach's alpha was calculated, and the result showed good and excellent, which
overall was between the range of 0.7 to 0.8 and above 0.9 respectively. In
accordance with Sekaran and Bougie (2016), when Cronbach's alpha is 0.7 and

above, the variables are reliable and dependable.

Results of the reliability test indicate that Cronbach's Alpha values are above 0.7
thus indicating that the variables are appropriate for use in this research. Besides,
the summary of the model and the coefficient value for all variables in this study is
discussed as follows. The study found that the independent variables (perceived
security, perceived usefulness, consumer’s attitude, and social influence) will
impact the dependent variable (Touch 'n Go eWallet Adoption) with an R-value of
0.814. Additionally, this indicated that 66.3% of adoption of Touch n Go eWallet
Adoption among Malaysians was explained by these four independent variables in

the survey questionnaires.

Furthermore, regression analysis is significant at P < .001, indicating that three
independent variables (perceived security, perceived usefulness, consumer’s
attitude), effectively explains the variance in adopting Touch 'n Go eWallet
Adoption in Malaysia. Consequently, the variables that are independent and
dependent have linear relationships. There is one independent variable (social
influence), the p-value exceeds 0.05 which indicates there is no linear relationship

between the independent variables and the dependent variables.
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5.2 Discussion of Major Findings

Table 5.1 Major Findings

Hypothesis T-value/P-value Decision

H1: There is a significant relationship between | T-value = 4.582 Supported
perceived security and the adoption of Touch 'n Go | P-value = <.001

eWallet among consumers in Malaysia.

H2: There is a significant relationship between | T-value = 4.287 Supported
perceived usefulness and the adoption of Touch n | P-value = <.001

Go eWallet among consumers in Malaysia.

H3: There is a significant relationship between | T-value = 3.806 Supported
consumer’s attitude and the adoption of Touch 'n | P-value = <.001

Go eWallet among consumers in Malaysia.

H4: There is a significant relationship between | T-value = -.096 Rejected

social influence and the adoption of Touch 'n Go | P-value =.924

eWallet among consumers in Malaysia.

Source: Developed for Research

5.2.1 Perceived Security

H1: There is a significant relationship between perceived security and the adoption

of Touch 'n Go eWallet among consumers in Malaysia.

According to the results shown previously, consumers are positively influenced by
perceived security when adopting Touch 'n Go eWallet by Malaysian consumers. In
addition, the p-value of this variable is 0.01 or lower, which is lower than the alpha
level of 0.05. As a result, the association between these two variables is significant,

hence, H1 is supported.

According to Nag et al. (2019), security factors have a significant impact on e-wallet
users' intentions. Moreover, Zafar et al. (2021) also found that despite the rise in
popularity of e-wallets, security concerns remain a source of public fear and a lack
of public understanding. If payment systems are protected from unwanted actions

by technologies, users would feel more comfortable utilizing e-wallets.
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5.2.2 Perceived Usefulness

H2: There is a significant relationship between perceived usefulness and the

adoption of Touch 'n Go eWallet among consumers in Malaysia.

This study indicates that perceived usefulness positively influences the adoption of
Touch 'n Go eWallet among Malaysian consumers. It was found that effort
expectancy is significantly lower than 0.001 and the beta value is smaller than 0.05.
Thus, H2 is supported, and a significant correlation is observed between perceived

usefulness and the adoption of Touch 'n Go eWallet.

Altounjy et al. (2020) defined that users expect the system to improve the efficiency
of various transactions in addition to helping them reach their lifestyle and financial
goals. Therefore, they explained that if consumers believe that the technology they
are using is providing real benefits, they are likely to increase their usage.
Furthermore, a study by Cha et al. (2021) confirmed that users' adoption to utilize
e-wallets is favourably influenced by perceived utility. Additionally, Wicaksono and
Maharani (2020) also highlighted that perceived usefulness will significantly

impact artificial intelligence (Al) technology adoption.
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5.2.3 Consumer’s attitude

H3: There is a significant relationship between consumer’s attitude and the

adoption of Touch 'n Go eWallet among consumers in Malaysia.

According to the calculation, the attitude of the consumer was also found to play a
significant role in the adoption of Touch 'n Go eWallet among consumers in
Malaysia. In fact, the p-value stands at 0.001, below the alpha value of 0.05, which
proves that this statement is true. It was shown in this study that an increase in
consumer attitudes led to the adoption of Touch 'n Go eWallets being more widely
accepted. Thus, H3 is supported, and social influence is positively correlated with

the adoption of Touch 'n Go eWallet among consumers in Malaysia.

According to Gamage & Jayatilake (2019), attitudes toward the adoption of
Information and Communication Technology (ICT) are operationally defined as a
consumer's evaluative disposition, encompassing positive or negative sentiments
associated with engaging in user behaviors relevant to the adoption of ICT. Malik
et al. (2019) also examined that performance expectancy, incentives, and trust
emerge as positively significant determinants in forecasting consumers' attitudes
toward the adoption of mobile wallet applications. Furthermore, Khan et al. (2023)
also proved that a positive attitude among consumers has the potential to manifest

in positive purchase intentions and subsequent actual usage behaviors.
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5.2.4 Social Influence

H4: There is no significant relationship between social influence and the adoption

of Touch 'n Go eWallet among consumers in Malaysia.

Based on SPSS calculations, social influence variables do not influence the
dependent variable, the adioption of Touch 'n Go eWallet. There is a significant
significance value of 0.924, which is higher compared to the alpha of 0.05, which
indicates that social influence does not have any impact on Touch 'n Go eWallet

adoption. Thus, H4 is rejected.

Based on the findings of Shaw and Sergueeva (2019), it is likely that people are
more likely to fulfill others' expectations when their behavior is rewarded or
penalized, compared with users who are not rewarded. On the other hand, consumer
adoption of mobile commerce is a voluntary act, and is often carried out by
individuals acting on their own. In addition, Alalwan et al. (2016) investigated
mobile banking to find that social influence does not have a significant bearing on
mobile banking behavior. As a result, Jordanian banking customers appear to not be
as interested in their references groups as they may be when formulating their intent
to adopt technology as the recommendations and attitudes of their reference groups,
such as family, friends, or colleagues. As a result, they explained that the usage of
online banking is a voluntary decision. It is unlikely that bank customers will be

inclined to use online banking just because their friends recommended it to them.
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5.3 Implications of the study

As a result of this study, researchers recommend that app developers take into
account the factors that affect the adoption and success of Touch 'n Go eWallet by
app users. The development of an effective and appropriate ewallet is key for app
developers’ managers to enhance consumer loyalty by developing effective and
appropriate ewallets. Considering the results of the study, the researchers have made
some recommendations to the developers of e-wallet apps in light of the results.
During the development of this study, it was determined that there are several
factors influencing acceptance of Touch 'n Go eWallet by Malaysian consumers. It
is revealed that there are several brands in the market, and marketers find that there
is a high level of competition in the market. Thus, by using the data which was
gathered under each of the four variables, marketers can decide which variables
they need to focus on. These variables include the perceived security of the e-wallet,
the perceived usefulness, as well as the consumer's attitude, to get consumers more

engaged in using e-wallets.

In contrast, the study discovered that perceived security of Touch 'n Go eWallet is a
factor that influences consumers' decision to use the Touch 'n Go eWallet in the first
place. Because of this, managers of the application should make sure that they
update the security of the app on a timely basis. Therefore, it is imperative that the
developers continue monitoring the security threats and vulnerabilities that could
potentially affect the developers' eWallet app on a continuous basis. In order to
accomplish this, it is important to stay informed regarding security advisories,
patches, and updates given out by relevant security organizations and software

vendors.

The insights gained from this study can help app developer companies improve
perceived usefulness and adopting Touch 'n Go eWallet among consumers. It is
suggesting that developers and innovators can enhance perceived usefulness by
clearly communicating the benefits of their technology and designing solutions that

effectively address users' needs and preferences. For instance, users perceive
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eWallet as useful because it offers convenience. They can make payments without
carrying physical cash or cards, simplifying their shopping experience. Additionally,
having all their loyalty cards in one place eliminates the need to carry physical cards,

further enhancing convenience.

Attitude has a significant impact in influencing acceptance of technology. Users'
attitudes toward a technology, including their beliefs, feelings, and opinions about
it, can greatly impact their acceptance or rejection of it. The developers is suggested
to foster a feedback-driven development process by actively soliciting feedback
from users throughout the design and development lifecycle. Also, it is encourage
users to share their thoughts, suggestions, and concerns, and incorporate their
feedback. By listening to the users and responding to their needs, developers can
build a product that resonates with them and fosters positive attitudes toward the

technology.

In short, the future researchers studying the factors influencing the adoption of
Touch 'n Go eWallet among consumers in Malaysia can leverage the findings of this
study. The key factors include perceived security, perceived usefulness, and
consumer’s attitude are critical factors influencing the adoption of Touch 'n Go
eWallet. Therefore, future studies should consider revaluating the inclusion of these
variables to gain deeper insights into the adoption of ewallet within this specific

market segment.
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5.4 Limitation of the study

The study has a few limitations in different areas that should be considered. As a
matter of fact, the primary issue with the survey was the uneven number of
respondents from the different age groups. As a result, it may be more difficult for
the researcher to examine the perception of respondents who have a particular

characteristic when there is a low participation of particular criteria.

The current study’s survey questionnaire is limited because it is only available in
English. Consequently, during data collection, respondent who do not speak English
are unable to participate, leading to potential bias in the collected data. This could
result in only educated respondents participating in the survey and inaccurate
opinions due to misinterpretation of the questions. Future researchers are
recommended to construct questionnaires in languages other than English, such as
Bahasa Malaysia and Mandarin, in order to improve the quality of the data and make

sure the figures are representative.

In addition, some respondentsts may select the appropriate answer without fully
understanding exactly what the question is asking, or they may even select the same
answer all the way through the entire questionnaire without fully comprehending
the questions asked. Consequently, this will result in the inaccuracy of information
that is provided to the researcher and will affect their final output. Therefore, it is

possible that this issue might influence the quality of the study as a whole.
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5.5 Recommendation for the Future Research

There are a number of recommendations included in this study for future research
in order to overcome some of the limitations stated in this study. To begin with, it
is suggested that future research will gather a balanced number of responses across
the age groups in Malaysia in order to analyze the data. As a result of the different
characteristics of the people, it may be possible to have different levels of
acceptance for e wallets. If there are only a few respondents representing a particular
group in a research study, the results could be less accurate since the results could
be distorted. It is very important for researchers to ensure that there is a balance

between all the categories in order to be representative.

To address the limitations of the language used in this research, it is recommended
that future research be conducted with survey questionnaires in Chinese, and
Bahasa Malaysia, as these are the preferred language of the respondents. This can
enhance the findings of the study as the respondents will find it easier to

comprehend and respond to the survey questions.

In addition, future researchers may be able to enhance their studies by extending
the time constraints. As a result, respondents will have more time to think about
which option will best represent their perspective so they can give others an

opportunity to respond.
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5.6 Conclusion

To summarize, the study is designed to investigate the relationship between
perceived security, perceived usefulness, consumer attitude, social influence, and
factors influencing the adoption of e-wallet among Malaysian consumers, and the
way in which these factors affect the adoption of e-wallet among consumers. As
well as this, to facilitate future studies, we have listed in this chapter limitations of
the study as well as recommendations for future research in order to improve future
studies in the future. In this way, this study will provide more information about the
factors influencing the adoption of Touch 'n Go eWallet by consumers in Malaysia

for analysis in the future.

Page 63 of 91



Factors Influencing the Adoption of Touch’n Go (TNG) ewallet Among Consumers in Malaysia

REFERENCES

Abdul Kadir, Hasnah and Ismail, Rizalawati and Wok, Saodah and Abdul
Manan, Kamaruzzaman (2022) The mediating effect of attitude on E-

Wallet usage among users in Malaysia. Journal of Communication
Education (JCE), 2 (1). pp. 58-77. E-ISSN 2773-630X

Abdullah, N., Redzuan, F., & Daud, N. A. (2020). E-wallet: factors influencing user
acceptance towards cashless society in Malaysia among public

universities. Indonesian Journal of Electrical Engineering and Computer
Science, 20(1), 67. https://doi.org/10.11591/ijeecs.v20.i11.pp67-74

Acharya, A., Prakash, A., Saxena, P., & Nigam, A. (2013). Sampling: why and how
of it? Indian Journal of Medical
Specialities, 4(2). https://doi.org/10.7713/ijms.2013.0032

Aji, H. M., Berakon, 1., & Md Husin, M. (2020). COVID-19 And E-Wallet Usage
Intention: A Multigroup Analysis Between Indonesia And Malaysia. Cogent

Business & Management, 7 (1).
https://doi.org/10.1080/23311975.2020.1804181.

Al-Momani, A. M., Mahmoud, M. A., & Ahmad, M. S. (2016). Modeling the
Adoption Of Internet Of Things Services: A Conceptual Framework.
International Journal of Applied Research, 2(5), 361-367.

Alalwan, A. A., Dwivedi, Y. K., & Rana, N. P. (2017). Factors influencing adoption
of mobile banking by Jordanian bank customers: Extending UTAUT2 with

trust. International Journal of Information Management, 37(3), 99-110.
https://doi.org/10.1016/j.ijinfomgt.2017.01.002

Aliaga, M., & Gunderson, B. (2003). Interactive Statistics. Prentice Hall.

Almunawar, M. N., Anshari, M., & Lim, S. A. (2020). Customer acceptance of ride-
hailing in Indonesia. Journal of Science and Technology Policy

Management/Journal of Science & Technology Policy Management, 12(3),
443-462. https://doi.org/10.1108/jstpm-09-2019-0082

Page 65 of 93


https://doi.org/10.11591/ijeecs.v20.i1.pp67-74
https://doi.org/10.1108/jstpm-09-2019-0082

Factors Influencing the Adoption of Touch’n Go (TNG) ewallet Among Consumers in Malaysia

Alshurideh, M., Kurdi, B. A., Masa’deh, R., & Salloum, S. A. (2021). The
moderation effect of gender on accepting electronic payment technology: a
study on United Arab Emirates consumers. Review of International
Business and Strategy, 31(3), 375-396. https://doi.org/10.1108/ribs-08-
2020-0102

Altounjy, R., Alaeddin, O., Hussain, H. 1., & Kot, S. (2020). Moving from Bricks
to Clicks: Merchants’ Acceptance of the Mobile Payment in

Malaysia. International ~ Journal of Ebusiness and Egovernment
Studies, 12(2), 136—150. https://doi.org/10.34111/ijebeg.202012204

Aron, J., & Muellbauer, J.N. (2019). The Economics Of Mobile Money: Harnessing
The Transformative Power Of Technology To Benefit The Global Poor.
Oxford Martin School Policy Paper.

Awa, H. O., Eze, S. C., Urieto, J. E., & Inyang, B. J. (2011). Upper echelon theory
(UET). Journal of Systems and Information Technology, 13(2), 144—
162. https://doi.org/10.1108/13287261111135981

Ayyildiz, H., & Cengiz, E. (2017). Country image effect on customer loyalty model.
Innovative Marketing (Hybrid), 3(2).
https://avesis.ktu.edu.tr/yayin/9cd637dc-24a5-40fe-80b3-
5ca528639b25/country-image-effect-on-customer-loyalty-model

Azman, H., Sheau, L. C., & Yahaya, S. N. (2021). Factors Affecting Adoption Of
E-Wallet Among Gen Y In Pahang. Journal of Technology Management and
Technopreneurship (JTMT), 9(2), 47-57.
https://jtmt.utem.edu.my/jtmt/article/view/6046.

Bajpai, N. (2011). Business Research Methods: Pearson Education India.

Bandura, A. (1982). Self-efficacy mechanism in human agency. American
Psychologist/[Ithe ~ [1American  Psychologist,  37(2), 122-147.
https://doi.org/10.1037/0003-066x.37.2.122

Barry, M., & Jan, M. T. (2018). Factors influencing the use of M-commerce: An
extended technology acceptance model perspective. Factors Influencing the
Use of M-Commerce: An Extended Technology Acceptance Model
Perspective, 26(1), 157—-183. http://irep.iilum.edu.my/67596/

Page 66 of 93


https://doi.org/10.1108/ribs-08-2020-0102
https://doi.org/10.1108/ribs-08-2020-0102

Factors Influencing the Adoption of Touch’n Go (TNG) ewallet Among Consumers in Malaysia

Bizer, G. Y., Barden, J., & Petty, R. E. (2006). Attitudes. Encyclopedia of Cognitive
Science. https://doi.org/10.1002/0470018860.s00483

Brandyberry, A. A., Li, X., & Lin, L. (n.d.). Determinants of perceived usefulness
and perceived ease of use in individual adoption of social network sites. AIS
Electronic Library (AISeL). https://aisel.aisnet.org/amcis2010/544

Caffaro, F., Cremasco, M. M., Roccato, M., & Cavallo, E. (2020). Drivers Of
Farmers’ Intention To Adopt Technological Innovations In Italy: The Role Of
Information Sources, Perceived Usefulness, And Perceived Ease Of Use.
Journal of Rural Studies, 76, 264-271.
https://doi.org/10.1016/j.jrurstud.2020.04.028

Calvello, M. (2020, March 23). Come to the Right Conclusion with Inferential
Analysis. https://learn.g2.com/inferential-analysis#descriptive-vs-
inferential

Calzon, B. (2023, August 10). What is data analysis? Methods, techniques, types &
how-to. Bl Blog | Data Visualization & Analytics Blog |
Datapine. https://www.datapine.com/blog/data-analysis-methods-and-
techniques/

Chao, C. (2019). Factors determining the behavioral intention to use Mobile
Learning: an application and extension of the UTAUT model. Frontiers in
Psychology, 10. https://doi.org/10.3389/fpsyg.2019.01652

Cheng, E. W. (2018). Choosing Between The Theory Of Planned Behavior (TPB)
And The Technology Acceptance Model (TAM). Educational Technology
Research and Development, 67(1), 21-37. https://doi.org/10.1007/s11423-
018-9598-6.

Chresentia, S., & Suharto, Y. (2020). Assessing consumer adoption model on e-
wallet: An extended UTAUT?2 approach. International Journal of Economics,
Business and ~ Management Research, 4(06), 232-244.
https://www.ijebmr.com/uploads/pdf/archivepdf/2020/IJEBMR_562.pdf

Daragmeh, A., Sagi, J., & Zéman, Z. (2021). Continuous Intention to Use E-Wallet
in the Context of the COVID-19 Pandemic: Integrating the Health Belief
Model (HBM) and Technology Continuous Theory (TCT). Journal of Open
Innovation: Technology, Market, and Complexity, 7(2), 132.

Page 67 of 93


https://aisel.aisnet.org/amcis2010/544
https://doi.org/10.1007/s11423-018-9598-6
https://doi.org/10.1007/s11423-018-9598-6
http://www.ijebmr.com/uploads/pdf/archivepdf/2020/IJEBMR_562.pdf

Factors Influencing the Adoption of Touch’n Go (TNG) ewallet Among Consumers in Malaysia

Dash, B. (2023). Gamification Of E-Wallets With The Use Of DEFI Technology-
A Revisit To Digitization In Fintech. International Journal of Engineering,
Science, Technology and Innovation (IJESTI), Vol 3, Issue 1, January 2023.
https://ssrn.com/abstract=4350005

Davis, F. D. (1989). Perceived usefulness, perceived ease of use, and user

acceptance of information technology. Management Information Systems
Quarterly, 13(3), 319. https://doi.org/10.2307/249008

Davis, F. D. (1993). User acceptance of information technology: system
characteristics, user perceptions and behavioral impacts. International
Journal of Man-machine Studies, 38(3), 475-487.
https://doi.org/10.1006/imms.1993.1022

Effendy, F., Hurriyati, R., & Hendrayati, H. (2020). Perceived Usefulness,
Perceived Ease of Use, and Social Influence: Intention to Use e-Wallet.
Advances in Economics, Business and Management Research, volume 187.
DOI: -http://creativecommons.org/licenses/by-nc/4.0/.

Fintech News Malaysia. (2024, March 27). 2023 Malaysia Fintech Report:
Landmark  Year in  financial innovation -  Fintech  News
Malaysia. https://fintechnews.my/40202/various/malaysia-fintech-report-
2023-landmark-year-in-financial-innovation/

Francis, A., & Mousley, B. (2014). Business Mathematics and Statistics.

Gamage, S. K., & Jayatilake, L. V. K. (2019). Factors Influencing on Consumer
Attitude towards Online Shopping: An Assessment of Research. Saudi
Journal of Business and Management Studies. DOI: 10.36348/sjbms
2019.v04i01.015

George, A., & Sunny, P. (2020). Developing a research model for mobile wallet
adoption and usage. IIM Kozhikode Society & Management Review, 10(1),
82-98. https://doi.org/10.1177/2277975220965354

George, D., & Mallery, P. (2002). SPSS for Windows Step by Step: A simple guide
and reference, 11.0 update. http://ci.nii.ac.jp/ncid/BA62132569

Page 68 of 93



Factors Influencing the Adoption of Touch’n Go (TNG) ewallet Among Consumers in Malaysia

Giri, P. K., & Suardana, K. A. (2021). The Effect of Perceived Ease of Use,
Perceived Usefulness, and Trust on Decisions to Use E-Wallet in Financial

Transactions. [International Journal of Management and Commerce
Innovations, Vol. 9, Issue 1, pp: (562-567).

Hair, J. F. (2003). Essentials of business research methods. John Wiley & Sons
Incorporated.

Hill, T., Smith, N. D., & Mann, M. F. (1987). Role of efficacy expectations in
predicting the decision to use advanced technologies: The case of computers.
Journal of Applied Psychology, 72(2), 307-313.
https://doi.org/10.1037/0021-9010.72.2.307

Himel, Md. T. A., Ashraf, S., Bappy, T. A., Abir, M. T., Morshed, M. K., & Hossain,
Md. N. (2021). Users’ Attitude And Intention To Use Mobile Financial

Services In Bangladesh: An Empirical Study. South Asian Journal of
Marketing, 2(1), 72-96. https://doi.org/10.1108/sajm-02-2021-0015

Hox, J. J., & Boeije, H. (2005). Data Collection, Primary vs. Secondary. In Elsevier
eBooks (pp. 593-599). https://doi.org/10.1016/b0-12-369398-5/00041-4

Hussein, Z. (2017). Leading to Intention: The role of Attitude in relation to

Technology Acceptance Model in E-Learning. Procedia Computer
Science, 105, 159—164. https://doi.org/10.1016/j.procs.2017.01.196

Ilieva, J., Baron, S., & Healey, N. (2002). Online surveys in marketing
research. International ~ Journal of Market Research, 44(3), 1-—
14. https://doi.org/10.1177/147078530204400303

Ilieva, J., Baron, S., & Healey, N. (2002). Online surveys in marketing
research. International ~ Journal of Market Research, 44(3), 1-—
14. https://doi.org/10.1177/147078530204400303

Jing, N. J., Teo, P. C., Ho, T. C., & Hooi, L. C. (2023). The Behavioral Intention Of
Young Malaysians Towards Cashless Society: Value-Based Adoption
Model. Cogent Business & Management, 10(2), 2244756.

Kadir, H. A., Ismail, R., Wok, S., & Manan, K. A. (2022). The Mediating Effect Of
Attitude On E-Wallet Usage Among Users In Malaysia. Journal of
Communication Education JCE 2(1), 2022.

Page 69 of 93


https://doi.org/10.1177/147078530204400303

Factors Influencing the Adoption of Touch’n Go (TNG) ewallet Among Consumers in Malaysia

Kalakota. (1997). Electronic Commerce: A Managers Guide. Pearson Education
India.

Karim, F., Oyewande, A. A., Abdalla, L. F., Ehsanullah, R. C., & Khan, S. (2020).
Social media Use and its Connection to Mental Health: A Systematic
review. Cureus. https://doi.org/10.7759/cureus.8627

Karim, W., Haque, A. K. M. A., Ulfy, M. A., Hossain, M. L., & Anis, M. Z. (2020).
Factors Influencing the Use of E-wallet as a Payment Method among
Malaysian Young Adults. Journal of International Business and
Management. https://doi.org/10.37227/jibm-2020-2-21

Kaur, P., Stoltzfus, J., & Yellapu, V. (2018). Descriptive statistics. International
Journal of Academic Medicine, 4(1), 60.
https://doi.org/10.4103/ijam.ijjam_7 18

Khan, Y., Hameed, 1., & Akram, U. (2023). What Drives Attitude, Purchase
Intention And Consumer Buying Behavior Toward Organic Food? A Self-

Determination Theory And Theory Of Planned Behavior Perspective. British
Food Journal, 125(5). DOI:10.1108/BFJ-07-2022-0564.

Kim, S. H., & Yoo, B. K. (2020). Factors influencing the reuse of mobile payment
services in retail. Journal of Distribution Science, 18(3), 53-65.
https://koreascience.kr/article/JAK0202014862060952.pdf

Kinda, T. (2019). E-commerce as a potential new engine for growth in Asia. IMF
Working Paper, 19(135), 1. https://doi.org/10.5089/9781498317467.001.

Lai, P. C. (2018). Research methodology for novelty technology. Journal of
Information Systems and Technology
Management. https://doi.org/10.4301/s1807-1775201815010

Levine, D. M., Stephan, D. F., & Szabat, K. A. (2016). Statistics for Managers
using Microsoft Excel, Global Edition. Pearson Higher Ed.

Li, J., Wang, J., Wangh, S., & Zhang, Y. (2019). Mobile Payment with AliPay: an
application of extended technology acceptance model. IEEE Access, 7,
50380-50387. https://doi.org/10.1109/access.2019.2902905

Page 70 of 93



Factors Influencing the Adoption of Touch’n Go (TNG) ewallet Among Consumers in Malaysia

Lim, M. (2017). Digital media and Malaysia’s electoral reform movement.
In BRILL eBooks (pp.209-237). https://doi.org/10.1163/9789004329669 010.

Lim, S. H., Kim, D. J., Hur, Y., & Park, K. (2018). An empirical study of the impacts
of perceived security and knowledge on continuous intention to use mobile

fintech payment services. International Journal of Human-Computer
Interaction, 35(10), 886898. https://doi.org/10.1080/10447318.2018.1507132

Linck, K., Pousttchi, K., & Wiedemann, D. G. (2006). Security Issues in Mobile
Payment from the Customer Viewpoint. @~ MPRA  Paper.
https://ideas.repec.org/p/pra/mprapa/2923.html

Lu, M., & Kosim, Z. (2022). An empirical study to explore the influence of the
COVID-19 crisis on consumers’ behaviour towards cashless payment in

Malaysia. Journal of Financial Services Marketing.
https://doi.org/10.1057/s41264-022-00182-9

Malik, A., Suresh, S., & Sharma, S. (2019). An Empirical Study Of Factors
Influencing Consumers’ Attitude Towards Adoption Of Wallet Apps.

International  Journal of Management  Practice, 12(4), 426.
https://doi.org/10.1504/ijmp.2019.102534.

Mavrodiev, P., Tessone, C. J., & Schweitzer, F. (2013). Quantifying the effects of
social influence. Scientific Reports, 3(1). https://doi.org/10.1038/srep01360

Misbah, N. (2022). Factors Affecting the E-Wallet Adoption in a Cashless
Society. [Master dissertation, Universiti Tun Abdul Razak - Malaysia].

Moghavvemi, S., Mei, T. X., Phoong, S. W., & Phoong, S. Y. (2021). Drivers And
Barriers Of Mobile Payment Adoption: Malaysian Merchants’
Perspective. Journal of Retailing and Consumer Services, 59, 102364.
https://doi.org/10.1016/j.jretconser.2020.102364.

Moorthy, K., Chiang, O. Y., Amalina, A., Kamarudin., T'ing, L. C., Mei, C. Y., &
Johanthan, S. (2021). Factors That Influence The Adoption Of E-Wallets By
The Malaysians. International Journal of E-adoption, 13(2):78-95. DOI:
10.4018/1JEA.2021070105.

Moussaid, M., Kdmmer, J. E., Analytis, P. P., & Neth, H. (2013). Social influence
and the collective dynamics of opinion formation. PloS One, 8(11), e78433.
https://doi.org/10.1371/journal.pone.0078433

Page 71 of 93


https://doi.org/10.1163/9789004329669_010
https://doi.org/10.1080/10447318.2018.1507132

Factors Influencing the Adoption of Touch’n Go (TNG) ewallet Among Consumers in Malaysia

Mustafa, M. A., Singh, J. S. K., & Ahmad, N. B. (2022). The Adoption Of E-Wallet
By Generation Z In Kuala Lumpur, Malaysia. Electronic Journal of Business
and Management, Vol.7 Issue 2, 2022 pp. 51-67.

Naeem, M., Hameed, M., & Taha, M. S. (2020). A study of electronic payment
system. 10P Conference Series, 767 (1), 012008.
https://doi.org/10.1088/1757-899x/767/1/012008.

Nag, A. K., & Gilitwala, B. (2019). E-Wallet- factors affecting its intention to use.
International Journal of Recent Technology and Engineering, 8(4), 3411—
3415. https://doi.org/10.35940/ijrte.d6756.118419

Odoom, R., & Kosiba, J. P. (2020b). Mobile Money Usage And Continuance Intention
Among Micro Enterprises In An Emerging Market — The Mediating Role Of
Agent Credibility. Journal of Systems and Information Technology,22(1),
97-117. https://doi.org/10.1108/jsit-03-2019-0062

Olivia, M., & Marchyta, N. K. (2022). The Influence Of Perceived Ease Of Use And
Perceived Usefulness On E-Wallet Continuance Intention. Intervening Role
Of Customer Satisfaction (Doctoral dissertation, Petra Christian
University).
https://repository.petra.ac.id/19617/3/Published JTI merged cover%2C dftr
_151%2C editorial board.pdf

Paramasivam, S., Adnani, K., & Xin, Y. Y. (2022). Behavioural Intention of
Malaysians Towards E-Wallet Adoption: Moderated by Gender. Asian Journal
of Research in Business and Management, 4(2), 111-130.

Peneder, M. (2022). Digitization and the evolution of money as a social technology
of account. Journal of Evolutionary Economics, 32(1), 175-203.
https://doi.org/10.1007/s00191-021-00729-4

Peres, R., Muller, E., & Mahajan, V. (2010). Innovation diffusion and new product
growth models: A critical review and research directions. International
Journal of  Research in Marketing, 27(2), 91-106.
https://doi.org/10.1016/j.ijresmar.2009.12.012

Page 72 of 93



Factors Influencing the Adoption of Touch’n Go (TNG) ewallet Among Consumers in Malaysia

Pertiwi, T. K., Purwanto, E. Kusuma, 1. D., Dewi, S., & Kisdayanti, L. (2022).
Impact of Perceived Benefits, Security, and Privacy on Interest in Using E-
Wallet in Millennial Generation. International Journal of Multidisciplinary
Research and Analysis, 05(05). https://doi.org/10.47191/ijmra/v5-15-22

Petty, R. E., Wheeler, S. C., & Tormala, Z. L. (2003). Persuasion and attitude
change. Handbook of Psychology, 353-382.
https://doi.org/10.1002/0471264385.wei0515

Pfeffer, J. (1982). Organizations and organization theory. Boston : Pitman.

Prasetya, M. E., & Shuhidan, S. M. (2023). Security, Risk and Trust in E-wallet
Payment Systems: Empirical Evidence from Indonesia. Management And
Accounting Review, Volume, 22, No 1, April 2023.

Puasa, S., Tan, J., Gazali, H. M., & Ayub, N. (2021). Consumers’ Behavioural
Intention To Use E-Wallet During The Pandemic Of Covid-19: Applying The
Unified Theory Of Acceptance And Use Of Technology (UTAUT). Labuan
Bulletin of International Business and Finance (LBIBF), 19, 64-78.
https://doi.org/10.51200/1bibf.v19i2.2959

Rahadi, R. A., Nainggolan, Y. A., Afgani, K. F., Yusliza, M. Y., Faezah, J. N.,
Ramayah, T., Saputra, J., Muhammad, Z., Farooq, K., & Angelina, C. (2022).
Towards a cashless society: Use of electronic payment devices among

generation Z. International Journal of Data and Network Science, 6(1), 137—
146. https://doi.org/10.5267/j.ijdns.2021.9.014

Razak, S. N. A., Ghazali, N. A., Shakarudin, N. A., & Zalaruddin, M. N. 1. (2021).
Influencing Factors To E-Wallet Adoption Among Generation Z. E-

Proceeding 8th International Conference On Public Policy And Social Science
(Icops) 2021. eISBN: 978-967-14569-4-1

Razif, M. N. N., Misiran, M., Sapiri, H., & Md Yusof, Z. (2020). Perceived Risk
For Acceptance Of E-Wallet Platform In Malaysia Among Youth: Sem

Approach. Management ~ Research Journal, 9, 1- 24.
https://doi.org/10.37134/mrj.vol9.sp.1.2020.

Robayo-Pinzon, O., Foxall, G. R., Restrepo, L. a. M., & Berrio, S. P. R. (2021).
Does excessive use of smartphones and apps make us more impulsive? An

approach from behavioural economics. Heliyon, 7(2),
€06104. https://doi.org/10.1016/j.heliyon.2021.e06104

Page 73 of 93



Factors Influencing the Adoption of Touch’n Go (TNG) ewallet Among Consumers in Malaysia

Robey, D. (1979). User Attitudes and Management Information System use.
Academy of Management Journal/Ulthe [ 1Academy of Management Journal,
22(3), 527-538. https://doi.org/10.2307/255742

Rolfe, A. (2018, November 26). The rise of digital and mobile wallet: Global usage
statistics from 2018. Payments Cards &
Mobile. https://www.paymentscardsandmobile.com/mobile-wallet-global-
usage-statistic/

Roscoe, J. T. (1975). Fundamental Research Statistics for the Behavioral Sciences.
New York : Holt, Rinehart and Winston.

Saare, M. A., Hussain, A., & Yue, W. S. (2019). Conceptualizing Mobile Health
Application Use Intention And Adoption Among Iraqian Older Adults: From
The Perspective Of Expanded Technology Acceptance Model. International
Journal  of  Interactive = Mobile  Technologies,  13(10),  28.
https://doi.org/10.3991/ijim.v13110.11285.

Saunders, M. N., Lewis, P., & Thornhill, A. (2012). Research methods for business
students. Pearson Higher Ed.

Sekaran, U. (2019). Research methods for business: A Skill-Building Approach.

Sharma, S. K., & Chandel, J. K. (2013b). Technology Acceptance model for the use
of learning through websites among students in Oman. /nt. Arab. J. E
Technol., 3, 44—
49. http://www.iajet.org/documents/vol.3/no.1/Technology%20Acceptance
%20Model%20for%20the%20Use.pdf

Shaw, N., & Sergueeva, K. (2019). The non-monetary benefits of mobile commerce:
Extending UTAUT2 with perceived value. International Journal of
Information Management, 45, 44-55.
https://doi.org/10.1016/j.ijjinfomgt.2018.10.024

Shrestha, N. (2020). Detecting Multicollinearity in Regression Analysis. American
Journal  of  Applied  Mathematics  and  Statistics, 8(2), 39—
42. https://doi.org/10.12691/ajams-8-2-1

Page 74 of 93



Factors Influencing the Adoption of Touch’n Go (TNG) ewallet Among Consumers in Malaysia

Siew, C. T., Pei, L. L., & Ah, C. K. (2020). FACTORS AFFECTING ADOPTION
OF E-WALLETS AMONG YOUTHS IN MALAYSIA. Journal of
Information  System and  Technology = Management, 5(19), 39—
50. https://doi.org/10.35631/jistm.519004

Statista. (2023, January 25). Main reasons for e-payment usage among respondents
in Malaysia 2022. https://www.statista.com/statistics/1106174/malaysia-
main-%20reasons-for-e-payments/

Statista. (2024, February 9). Number of users of digital payments in Malaysia 2019-
2028. https://www statista.com/forecasts/1367668/malaysia-
digital-%20payment-users

Teo, C.S., Pei, L. L., & Ah, C. K. (2020). Factors Affecting Adoption Of E-Wallets
Among Youths In Malaysia. Journal of Information System and Technology
Management. https://doi.org/10.35631/jistm.519004.

Thaker, H. M. T., Subramaniam, N. R., Qoyum, A., & Hussain, H. 1. (2022).
Cashless society, e-wallets and continuous adoption. International Journal of
Finance & Economics, 28(3), 3349-3369. https://doi.org/10.1002/ijfe.2596

To, A. T., & Trinh, T. H. M. (2021). Understanding Behavioral Intention To Use
Mobile Wallets In Vietnam: Extending The Tam Model With Trust And
Enjoyment. Cogent  Business & Management, 8(1).
https://doi.org/10.1080/23311975.2021.1891661

Turban, E., Outland, J., King, D., Lee, J. K., Liang, T. P., Turban, D. C., & Turban, D.
C. (2018). Mobile Commerce And The Internet Of Things. Electronic
Commerce 2018: A Managerial and Social Networks Perspective, 205-248.
https://link.springer.com/content/pdf/10.1007/978-3-319-50091-1 6.pdf.

Tutorialspoint.  (2019). Consumer Behavior Attitude. Tutorials  Point.
https://www.tutorialspoint.com/consumer_behavior/consumer behavior_attit
ude.htm.

Undale, S., Kulkarni, A. & Patil, H. (2021). Perceived eWallet security: impact of
COVID-19 pandemic. Vilakshan - XIMB Journal of Management, Vol. 18 No.
1, pp. 89-104. https://doi.org/10.1108/XIM-07-2020-0022.

Van Breukelen, G. (2010). Encyclopedia of Research Design. In SAGE
Publications, Inc. eBooks. https://doi.org/10.4135/9781412961288

Page 75 of 93


http://www.tutorialspoint.com/consumer_behavior/consumer_behavior_attit

Factors Influencing the Adoption of Touch’n Go (TNG) ewallet Among Consumers in Malaysia

Vdovin, A. (2022). Cashless Society, E-Wallets And Continuous Adoption.
International  Journal of Finance & Economics, 2022. DOL:
10.1002/ijfe.2596.

Waryanto, N. R. B. D., & Afiyah, N. (2021). Analysis Of Factors Affecting
Community On The Use Of Non-Cash Payment Tools In Taman District,
Sidoarjo Regency. Journal of Applied Management and Business, 2(1),
12-20. https://doi.org/10.37802/jamb.v2i1.155.

Waycott, J., Vetere, F., & Ozanne, E. (2019). Building Social Connections: A
Framework For Enriching Older Adults’ Social Connectedness Through
Information And Communication Technologies. Ageing and digital

technology: Designing and evaluating emerging technologies for older adults,
65-82. https://doi.org/10.1007/978-981-13-3693-5 5.

Wicaksono, A., & Maharani, A. (2020). The effect of perceived usefulness and
perceived ease of use on the technology acceptance model to use online

travel agency. Journal of Business and Management Review, 1(5), 313—
328. https://doi.org/10.47153/jbmr15.502020

Wilson, N., Keni, K., & Tan, P. H. P. (2021). The Role of Perceived Usefulness and
Perceived Ease-of-Use toward Satisfaction and Trust Which Influence

Computer Consumers’ Loyalty in China. Gadjah Mada International Journal
of Business, 23(3), 262. https://doi.org/10.22146/gamaijb.32106

Wright, K. B. (2006). Researching Internet-Based Populations: Advantages and
disadvantages of online survey research, online questionnaire authoring
software packages, and web survey services. Journal of Computer-mediated
Communication, 10(3), 00. https://doi.org/10.1111/.1083-
6101.2005.tb00259.x

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

Yeoh, G. L. (2022). Factors Affecting Users’ Behavioural Intention Towards Touch
‘N Go E-Wallet In Malaysia. International Journal of Applied Business and
International Management. https://doi.org/10.32535/ijabim.v713.2069.

Page 76 of 93


https://doi.org/10.47153/jbmr15.502020

Factors Influencing the Adoption of Touch’n Go (TNG) ewallet Among Consumers in Malaysia

Ying, C. W., & Mohamed, I. P. M. (2020). Understanding the Factors Influences
Users Continuous Intention Towards E-Wallet in Malaysia: Identifying the
Gap. Research in Management of Technology and Business, 1(1), 312—
325 https://publisher.uthm.edu.my/periodicals/index.php/rmtb/article/view/52
8.

Yuen, K. F., Wang, X., Ma, F., & Li, K. X. (2020). The Psychological Causes Of
Panic Buying Following A Health Crisis. International Journal of
Environmental Research and  Public Health, 17(10), 3513.
https://doi.org/10.3390/ijerph17103513

Zafar, S., Riaz, S., & Mahmood, W. (2021). Conducing The Cashless Revolution In
Pakistan Using Enterprise Integration. International Journal of Education
and Management Engineering, 11(4), 12-25.
https://doi.org/10.5815/ijeme.2021.04.02

Zainol, F. A., Yusoff, M. N. H., Shiyuti, H. A., Redzuan, R. H., & Said, N. M.
(2022). The Government Business Support Strategies, Micro SMEs and
COVID-19 Pandemic. In Lecture Notes In Networks And Systems (pp.
493— 509). https://doi.org/10.1007/978-3-031-08087-6_35.

Zikmund, W., Babin, B., Carr, J., & Griffin, M. (2012). Business research methods.
Cengage Learning.

Page 77 of 93



Factors Influencing the Adoption of Touch’n Go (TNG) ewallet Among Consumers in Malaysia

RESEARCH QUESTIONNAIRE

UNIVERSITI TUNKU ABDUL RAHMAN

UNIVERSITI TUNKU ABDUL RAHMAN
FACULTY OF ACCOUNTANCY AND MANAGEMENT

Research Topic:

Factors Influencing the Adoption of Touch 'n Go eWallet Among Consumers in
Malaysia

Dear Participants,

I am undergraduate students currently pursuing Bachelor of International
Business (Honours) at Universiti Tunku Abdul Rahman (UTAR), Faculty of
Accountancy and Management (FAM) who currently conducting my research
project as a part of the requirement to complete my degree program. The aim
of this research project is to study the factors influencing the adoption of

Touch 'n Go eWallet among consumers in Malaysia.

Your cooperation and support is needed to complete the questionnaire, which
takes about 15 minutes. Neither your personal information nor personal identity
will be revealed. Your participation will be anonymous, and all the information

will be kept confidential and for academic purpose only.

If you have any questions or would like to have further information regarding
this research study, please do not hesitate to reach me at the contact given

below.
Thank you once again for your precious time

and assistance. Yours faithfully,

NAME STUDENT ID CONTACT NO.
LIM SITING 21UKBO01840 011-26213966
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APPENDICES

Appendix A: Research Questionnaire

Section A: Demographic Information

(Please tick “M” only one answer in the relevant box for each of the following

statements)

1. Gender
o Male
o Female

2. Age
o 10-20
o 21-30
o 31-40
o 41-50
o 51-60

3. Income Level
o Below RM 500
o RM 1000 - RM 1999
o RM 2000 —RM 2999
o RM 3000 — RM 4000
o Above RM 4000

4. Employment Status
o Employed
o Unemployed
o Student
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Section B: General Questions

In this section, please read each question attentively. Please tick “M” your answer
accordingly for each question given below. (Each question can choose ONLY ONE

answer.)

1. Do you use Touch 'n Go eWallet?
o Yes

o No

2. Frequency Usage of Mobile Payment (Per week)
o Less than 3 times
o 3 -9 times

o More than 10 times

3. Which Type of Mobile Payment App Do You Use Most Often? (Select

more than one)

Grab pay

Boost

Touch 'n Go
Shopee Pay
Alipay

Online Banking
Others:

O00O0O0O0a00

4. Would you recommend Touch 'n Go eWallet to your friend?

o Yes

o No

Page 80 of 93



Factors Influencing the Adoption of Touch’n Go (TNG) ewallet Among Consumers in Malaysia

Section C: Construction Measurement

This section is seeking your opinion regarding to examine the factors influencing

the adoption of Touch 'n Go eWallet Among Consumers in Malaysia.

Respondents are asked to indicate the extent to which they agreed or disagreed

with each statement using Likert scale.

Strongly Disagree Neutral Agree Strongly
Disagree D) N) (A) Agree
(SD) (SA)
1 2 3 4 5

For each of the following statements, kindly circle ONLY ONE number that

represents your opinion the most.

myself over the Touch 'n Go eWallet systems.

No. Questions SD [ D N A SA
Touch 'n Go eWallet Adoption

1 I intend to use Touch 'n Go eWallet for my payments
in the future.

2 I will always try to use Touch 'n Go eWallet payments
during purchasing things.

3 I will recommend others to use Touch 'n Go eWallet
for purchasing.

4 Touch 'n Go eWallet payments would be one of my
favourite technologies for payment.

Perceived Security

1 I would feel secure using my credit/debit card
information through Touch 'n Go eWallet systems.

2 Touch 'n Go eWallet systems are secure to send/use
sensitive information.

3 I'would feel totally safe by providing information about
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Overall, the Touch 'n Go eWallet are safe systems to

transmit sensitive information.

Perceived Usefulness

Using Touch 'n Go eWallet saves my time.

Touch 'n Go eWallet is a practical option in making

payment.

Using Touch 'n Go eWallet makes it easier for me to

carry out my day-to-day tasks.

Using Touch 'n Go eWallet is the trend of the modern

lifestyle.

Consumer’s attitude

I am happy with the Touch 'n Go eWallet payment

system.

I am fascinated with the Touch 'n Go eWallet payment.

Overall, I am satisfied with the Touch 'n Go eWallet.

I am enjoying using the Touch n Go eWallet when

shopping.

I am happy with the Internet connection when

accessing the Touch 'n Go eWallet services.

I am pleased with the Touch 'n Go eWallet application

for its privacy reason.

I am pleased with the Touch 'n Go eWallet application

for its security reason.

Social Influence

Family and people who are important to me affect my

intention to use the Touch 'n Go eWallet.

Friends and colleagues affect my intention to use the

Touch 'n Go eWallet.

The media and advertisement affect my intention to use

the Touch n Go eWallet.

I use Touch 'n Go eWallet because the people I know

also use it.

Page 82 of 93




Factors Influencing the Adoption of Touch’n Go (TNG) ewallet Among Consumers in Malaysia

Appendix B: SPSS Output

1. Output of Respondents’ Demographic Profile

Gender
1 1 71 Cumulative
| Frequency  Percent Valid Percent Percent |
| Valid | Female | 111 60.0 60.0 60.0 |
§ ' Male | 74 40.0 40.0 100.0 |
! | Total 185 100.0 100.0 |

Age
- Cumulative |
| Frequency Percent  Valid Percent Percent |
| Valid | 10-20 | 19 10.3 10.3 10.3 |
§ | 21-30 | 66 35.7 35.7 459 |
| | 31-40 | 68 36.8 36.8 82.7 |
| | 41-50 | 22 11.9 11.9 946 |
§ | 51-60 | 10 5.4 5.4 100.0 |
| | Total 185 100.0 100.0 !

Income Level
. Cumulative |
; Frequency Percent Valid Percent Percent ,
' Valid | Above RM4000 | 20 10.8 10.8 10.8 |
§ ' Below RM 500 | 30 16.2 16.2 27.0 |
§ ' RM 1000 - RM 1999 | 20 10.8 10.8 37.8 |
§ | RM 2000 - RM 2999 | 76 411 411 789 |
§ | RM 3000 - RM 3999 | 39 211 21.1 100.0 |
i | Total ’ 185 100.0 100.0 |

Employment Status
o Cumulative |
| Frequency  Percent = Valid Percent Percent 2
' Valid | Employed ! 108 58.4 58.4 58.4 |
§ | Student | 56 30.3 30.3 886 |
§ | Unemployed ' 21 114 11.4 1000 |
§ | Total ! 185 100.0 100.0 !
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2. Output of General Questions

Frequency Usage of Mobile Payment Per Week

! Cumulative |
Frequency  Percent  Valid Percent Percent |
' Valid | 4-9times § 34 18.4 18.4 184 |
5 | Less than 3 times | 35 18.9 18.9 37.3 |
| More than 10 times | 116 62.7 62.7 1000 |

Total 185 100.0 100.0

Which Type of Mobile Payment App Do You Use Most Often

; Cumulative |
| Frequency  Percent Valid Percent Percent |
valid | Alipay, Boost | 1 5 5 51
' Alipay, Grab pay | 1 5 5 1.1
5 | Alipay, Grab pay, Boost, | 1 5 5 16 |
\ Shopee Pay |
| Alipay, Grab pay, Boost, | 1 5 5 22|
: ' Touch 'n Go, Online | :
| | Banking, Shopee Pay | |
5 | Alipay, Grab pay, Online | 1 5 5 27
| | Banking, Shopee Pay, Boost | |
E ' Alipay, Grab pay, Touch'n | 1 5 5 32|
| Go, Online Banking, Boost, !
| | Shopee Pay :
| Alipay, Online Banking | 1 5 5 38|
; ' Alipay, Online Banking, | 1 5 5 43 |
; ' Boost, Grab pay, Touch'n | :
| : Go, Shopee Pay |
’ ' Alipay, Online Banking, | 1 5 5 49
! ' Touch 'n Go, Boost, Shopee ! :
i Pay, Grab pay ;
2 ' Alipay, Shopee Pay, Boost, | 1 5 5 54 |
: Online Banking, Grab pay, |
| \ Touch 'n Go :
' Alipay, Shopee Pay, Grab | 1 5 5 59!
| : pay, Touch 'n Go, Online ! |
; ; Banking i !
| | Alipay, Touch 'n Go ; 1 5 5 6.5 |
g ' Alipay, Touch 'n Go, Shopeez 1 5 5 7.0
; i Pay, Boost, Online Banking, | :
i Grab pay |
2 | Boost 2 2 1.1 1.1 8.1 |
f Boost, Alipay, Grab pay, | 1 5 5 86 |
i i Shopee Pay, Online Banking | i
[ . Boost, Alipay, Online | 1 5 5 9.2 '

Banking, Touch 'n Go
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i Cumulative |
| Frequency Percent  Valid Percent Percent E
| ! Boost, Alipay, Shopee Pay, ! 1 5 5 9.7 E
i i Online Banking, Grab pay | !
I : T 1
| 1 Boost, Grab pay | 1 5 5 10.3 |
E  Boost, Grab pay, Alipay, ! : 5 5 10.8 |
[ i Touch 'n Go ] !
; | Boost, Grab pay, Shopee | 1 5 5 1.4 |
| | Pay, Alipay l :
| ! Boost, Grab pay, Touch'n | 1 5 5 11.9 |
! | Go, Alipay, Shopee Pay, | i
| ! Online Banking i |
| | Boost, Online Banking, | 1 5 5 124 |
| | Shopee Pay, Alipay, Grab | |
i | pay, Touch 'n Go : E
| | Boost, Shopee Pay ; ! 5 5 13.0 |
| | Boost, Touch 'n Go | 4 2.2 22 15.1 |
| i Boost, Touch 'n Go, Alipay, | 1 5 5 15.7 E
I | Online Banking : E
| i Boost, Touch 'n Go, Online | 4 22 22 17.8 E
: | Banking i 5
E 1 Boost, Touch 'n Go, Shopee ! 1 5 5 18.4 E
e | |
E i Boost, Touch 'n Go, Shopee ! 2 1.1 1.1 19.5 E
| ! Pay, Online Banking | |
| ! Grab pay, Alipay i ! 5 5 200 |
| ! Grab pay, Alipay, Boost, | 1 5 5 20.5 |
| | Online Banking | 2
E | Grab pay, Alipay, Online ! : 5 5 211 |
| i Banking, Touch 'n Go ; i
| | Grab pay, Alipay, Shopee | 1 5 5 216 |
| | Pay | |
| | Grab pay, Boost, Alipay ! 1 5 5 222 |
E | Grab pay, Boost, Shopee E 1 5 5 22.7 E
| ! Pay, Touch 'n Go, Online | |
i i Banking, Alipay ) !
|  Grab pay, Boost, Touch'n | 4 B 2.2 24.9 |
: | Go : !
| | Grab pay, Boost, Touch'n | 1 5 5 25.4 |
[ i Go, Apple Pay ! E
| | Grab pay, Boost, Touch'n | 1 5 5 25.9 |
i | Go, Online Banking : E
; | Grab pay, Boost, Touch'n | 1 5 5 26.5 '

i Go, Shopee Pay
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Touch 'n Go, Shopee Pay,
1 Alipay

: Cumulative |
i Frequency Percent  Valid Percent Percent i
E ! Grab pay, Online Banking, | 1 5 5 27.0 |
| ! Boost, Alipay i |
| | Grab pay, Online Banking, | 1 5 5 27.6 |
E | Boost, Touch 'n Go | i
| | Grab pay, Shopee Pay, | 1 5 5 28.1 |
E | Alipay, Boost, Online i :
i ; Banking, Touch 'n Go : E
5 | Grab pay, Shopee Pay, | 1 5 5 286 |
i | Boost, Online Banking, i f
; | Alipay, Touch 'n Go 1 |
; | Grab pay, Shopee Pay, | 1 5 5 29.2 |
; i Touch 'n Go | |
| | Grab pay, Touch 'n Go i 10 5.4 54 34.6 |
E i Grab pay, Touch 'n Go, E 1 5 5 35.1 |
| ! Boost, Shopee Pay, Alipay, | |
; i Online Banking i |
| | Grab pay, Touch 'n Go, MAE ! 1 5 5 35.7 |
E  Grab pay, Touch'n Go, ! 10 5.4 5.4 411 |
E i Online Banking : :
; | Grab pay, Touch'n Go, | 1 5 5 416 |
| | Online Banking, Alipay | |
| ! Grab pay, Touch 'n Go, | 2 1.1 1.1 427 |
| i Online Banking, MAE : |
; | Grab pay, Touch 'n Go, i 1 5 5 432 |
| i Shopee Pay ! |
; | Grab pay, Touch 'n Go, i 3 16 16 44.9 |
| | Shopee Pay, Online Banking | !
5 | MAE ! 1 5 5 45.4 |
! a—— ) 1 !
| 1 Online Banking i 5 2.7 27 48.1 |
| ! Online Banking, Alipay, | 1 5 5 4856 |
; | Boost, Grab pay, Shopee i |
! ! Pay, Touch 'n Go : i
; | Online Banking, Alipay, Grab| i 5 5 49.2 |
: | pay : |
[} L | [
i i Online Banking, Boost, ] 1 5 5 49.7 |
| ! Touch 'n Go, Alipay i |
E | Online Banking, Boost, | 1 5 5 50.3 |
| ! Touch 'n Go, Alipay, Grab | |
[ i pay, Shopee Pay ! !
E | Online Banking, Boost, | 1 5 5 50.8 E
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Banking, Boost, Touch 'n
Go, Alipay

Cumulative E

Frequency Percent Valid Percent Percent E

| Online Banking, Boost, E 1 5 5 514 |
! Touch 'n Go, Shopee Pay, ! E
i Alipay, Grab pay 1 |
| Online Banking, Grab pay ! 1 5 5 51.9 |
| Online Banking, Shopee | 1 5 5 524 |
| Pay, Alipay, Touch'nGo ! |
| Online Banking, Shopee | 1 5 5 53.0 |
! Pay, Grab pay, Touch 'n Go, ! E
i Alipay i i
! Online Banking, Touch 'n Go ! 1 5 5 53.5 |
! ; :
E Online Banking, Touch 'n 2 1 5 5 54.1 ;
| Go, Boost, Grab pay, Alipay | !
E Online Banking, Touch 'n 2 1 5 5 54.6 ;
| Go, Boost, Shopee Pay i !
E Online Banking, Touch 'n 2 1 5 5 55.1 ;
i Go, Grab pay ] i
v ] |
i Shopee Pay ] 1 5 5 55.7 |
| Shopee Pay, Alipay, Online | 1 5 5 56.2 E
| Banking, Boost, Grab pay, | !
| Touch 'n Go | i
| Shopee Pay, Boost E 2 1.1 1.1 57.3 |
i T 1
1 Shopee Pay, Boost, Alipay ! 1 5 5 57.8 |
| Shopee Pay, Boost, Grab | 1 5 5 58.4 |
i pay, Alipay ) |
E Shopee Pay, Boost, Online 2 1 5 5 58.9 E
i Banking, Alipay, Grab pay, | i
! Touch 'n Go i |
i Shopee Pay, Boost, Touch 'na 1 5 5 59.5 E
! Go, Online Banking, Alipay | |
' Shopee Pay, Grabpay ! 1 5 5 60.0 |
i Shopee Pay, Grab pay, E 1 5 5 60.5 E
! Online Banking, Alipay, | |
i Touch 'n Go, Boost | [
; T 1
1 Shopee Pay, Online | 1 5 .5 61.1 |
| Banking, Alipay, Touch'n ! E
i Go, Grab pay | !
| Shopee Pay, Online | 1 5 5 61.6 |
| Banking, Alipay, Touch'a ! !
i Go, Grab pay, Boost i !
| Shopee Pay, Online E 1 5 5 62.2 E
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| Cumulative i
f Frequency Percent Valid Percent Percent :
[ ! Shopee Pay, Online | 1 5 5 62.7 i
| | Banking, Grab pay ] !
; i Shopee Pay, Touch 'n Go, | 1 5 5 63.2 E
[ | Grab pay, Boost | i
| Touch 'n Go 17 9.2 9.2 724 |
| | Touch 'n Go, Alipay, Online ' 1 5 5 73.0 |
| | Banking, Shopee Pay, Boost | :
i I i E
[ | Touch 'n Go, Alipay, Shopee ! 1 5 5 735 |
[ i Pay, Online Banking, Boost | !
: : : |
| ! Touch 'n Go, Apple Pay E 1 5 5 74.1 i
[ ' Touch 'n Go, Boost i 2 1.1 1.1 75.1 |
i ! Touch 'n Go, Boost, Alipay, ! 1 5 5 75.7 |
| | Grab pay, Shopee Pay | l
| | Touch 'n Go, Boost, Alipay, | 1 5 5 76.2 |
| ' Online Banking | |
i | Touch 'n Go, Boost, Online | 1 5 5 76.8 |
| ' Banking, Alipay, Grab pay, ; l
i ! Shopee Pay i i
I v ] [}
| 5 Touch 'n Go, Boost, Online | 1 5 5 77.3 |
| | Banking, Shopee Pay, Alipay! |
| | Touch'n Go, Grab pay, ! 2 1.1 1.1 78.4 |
| | Shopee Pay | :
: | Touch'n Go, Grab pay, | 1 5 5 78.9 |
| | Shopee Pay, Alipay | :
E E Touch 'n Go, Online Bankingi 19 10.3 10.3 89.2 i
i E ; :
| ! Touch 'n Go, Online | 1 5 5 89.7 |
i i Banking, Alipay ] !
| ! Touch 'n Go, Online | 1 5 5 903 |
i | Banking, Boost : |
[ ! Touch 'n Go, Online | 1 5 5 90.8 |
[ | Banking, Boost, Grab pay, | !
| | Shopee Pay | i
g ! Touch 'n Go, Online E 1 5 5 91.4 |
; | Banking, Grab pay, Shopee | i
i | Pay, Alipay, Boost ] i
) . T 1
[ i Touch 'n Go, Shopee Pay | 4 22 22 93.5 |
I ! Touch 'n Go, Shopee Pay, | 1 5 5 94.1 |
| | Alipay, Online Banking | |
g | Touch 'n Go, Shopee Pay, | 1 5 5 94.6 '

i Boost, Alipay, Online
i Banking, Grab pay
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| Cumulative |
' Frequency Percent  Valid Percent Percent f
! Touch 'n Go, Shopee Pay, | 1 5 5 95.1 |
: i Grab pay i |
| i Touch 'n Go, Shopee Pay, | 1 5 5 95.7 3
. | Grab pay, Alipay, Boost i |
i | Touch 'n Go, Shopee Pay, i 6 3.2 3.2 98.9
- i Online Banking ] !
| ! Touch 'n Go, Shopee Pay, | 1 5 5 99.5 |
! i Online Banking, Apple Pay ! [
é i Touch 'n Go, Shopee Pay, : 1 5 5 100.0 |
| | Online Banking, Grab pay | ;
: | Total : 185 100.0 100.0 |
Grab Pay

T T Cumulative |

! Frequency Percent Valid Percent Percent |

| Valid | 0 | 93 50.3 50.3 50.3 |

5 1 ; 92 497 497 100.0 |

[ | Total | 185 100.0 100.0 |

Boost

T T Cumulative |

! Frequency Percent Valid Percent Percent |

| Valid | 0 | 107 57.8 57.8 57.8 |

5 1 ; 78 4222 422 100.0 |

[ | Total | 185 100.0 100.0 |

Touch’n Go

| Frequency Percent Valid Percent Percent E

[valid [0 | 32 17.3 17.3 17.3 |

: 1 | 153 82.7 82.7 1000 |

; | Total | 185 100.0 100.0 |

Shopee Pay

N Cumulative |

f Frequency Percent Valid Percent Percent !

valid |0 i 108 58.4 58.4 58.4 |

; i 1 | 77 416 416 100.0 !

i | Total | 185 100.0 100.0 |
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Alipay
; Frequency Percent Valid Percent Percent :
| Valid | 0 1 123 66.5 66.5 66.5 |
E o 62 335 335 1000 |
| Total | 185 100.0 100.0 |
Online Banking
I N B Cumulative |
! Frequency Percent Valid Percent Percent !
' valid !0 2 75 40.5 40.5 405 |
1 110 59.5 59.5 100.0 |
E | Total | 185 100.0 100.0 ’
MAE
I N B Cumulative |
! Frequency Percent Valid Percent Percent !
' valid !0 2 181 97.8 97.8 97.8 |
1 4 2.2 2.2 100.0 !
E | Total | 185 100.0 100.0 ’
Apple Pay
; Frequency Percent Valid Percent Percent ,
' valid | 0 1 182 98.4 98.4 98.4 |
i b1 3 16 16 1000 |
' Total | 185 100.0 100.0 |

i Cumulative !
; Frequency Percent Valid Percent Percent ,
E Valid : No f 19 10.3 10.3 10.3 :
| Yes | 166 89.7 89.7 1000 |
i ' Total 185 100.0 100.0 |
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3. Output for Reliability Test of Actual Result

a. Touch’n Go eWallet Adoption

Reliability Statistics

____________________________________________

Cronbach's |
Alpha N of ltems |

875 4

b. Perceived Security

Reliability Statistics

Cronbach's |
Alpha N of Items |

872 4

c. Perceived Usefulness

Reliability Statistics

Cronbach's |
Alpha N of ltems |

844 4

d. Consumer’s Attitude

Reliability Statistics

Cronbach's |
Alpha N of Items |

.909 7 |

e. Social Influence

Reliability Statistics

Cronbach's |
Alpha N of Iltems |

718 4 |
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4. Output of Cronbach’s Alpha of Pilot Test

a. Adoption of Touch’n Go eWallet

Reliability Statistics

______________________________________________

Cronbach's |
Alpha N of ltems |

928 4

b. Perceived Security

Reliability Statistics

Cronbach's |
Alpha N of Items |

930 4 |

c. Perceived Usefulness

Reliability Statistics

Cronbach's |
Alpha N of Items |

828 4 |

d. Consumer’s Attitude

Reliability Statistics

Cronbach's |
Alpha N of ltems |

927 7 |

e. Social Influence

Reliability Statistics

Cronbach's |
Alpha N of Items |

703 4
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5. Output for Multiple Linear Regression Analysis

Model Summaryb

| Adjusted R Std. Error of the R Square
| Model R R Square Square Estimate Change F Change df1

i1 . 8147 663 655 1.87655 663  88.360 4

Model Summaryb

Model df2 Sig. F Change  Durbin-Watson
1 180 <.001 1.674 |

a. Predictors: (Constant), SI, PU, PS, CA

b. Dependent Variable: A

ANOVA?
Model Sum of Squares df Mean Square F Sig. |
1 | Regression 1244.625 4 311156 88.360  <.001° |
‘ ' Residual | 633.861 180 3.521
' Total ; 1878.486 184

a. Dependent Variable: A
b. Predictors: (Constant), Sl, PU, PS, CA

Coefficients®
""""""""""""""""""""""""""""""""""""""""""" Standardized ~ 950%
| Unstandardized Coefficients _Coefficients | = Confidence ...

‘ B Std. Error Beta t Sig. Lower Bound

| (Constant) | 363 978 371 71 -1.567

' PS .306 .067 306 4582 <.001 174

| PU | 354 082 317 4.287 <.001 191
. lca 179 047 284 3806 <.00f 086
'Sl -.007 073 -.006 -.096 924 -151

Coefficients®
““““““““““““““““““““ %0% |
\  Confidence.. Collinearity Statistics |
| Model Upper Bound  Tolerance VIF
1 | (Constant) 2.294 ;

’ 'PS 437 421 2375 |
| PU 516 342 2.923 |
| CA 272 336 2.975 |
sl 137 509 1.966 |

a. Dependent Variable: A
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