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Abstract 

This study examines the factors influencing the intention to use the Touch n Go e-Wallet among Malaysian citizens, as online payment 
methods have gained popularity due to technological advancements. The research investigates the impact of individual variations 
on perceived ease of use, as well as the influence from features of mobile payment systems on perceived usefulness and perceived 
ease of use, all with regards to the intention to use the Touch n Go e-Wallet. The study gathered responses from 166 participants in 
Malaysia through a questionnaire distributed via social media platforms and analyzed the data using Statistical Package for Social 
Science (SPSS), structural equation modeling (SEM), and partial least squares (PLS) or SmartPLS 4.0 software. The findings reveal 
that individual variations have a negative effect on perceived ease of use, while the features of mobile payment systems have a 
positive impact on perceived usefulness and perceived ease of use, ultimately influencing the intention to use the Touch n Go e-
Wallet. The study's results can benefit both users and the company, as users can conveniently utilize the service for transactions, 
and the company can improve its  product innovation  and services to meet customer needs and maintain competitiveness in the 
market. 

Keywords: Individual Variations, Features of Mobile Payment Systems, Perceived Ease of Use, Perceived Usefulness, Intention to 

Use Touch and Go E-Wallet. 

 

Introduction 

Modern technology has replaced outdated technology, including consumer payment methods, 
leading to convenient online transactions through smartphones and laptops for purchasing 
products and services. This method streamlines consumer experience and time management by 
eliminating the need for physical purchases. (Azwa et al., 2022) confirm its effectiveness as an 
"e-wallet," a cashless payment method. Sellers can receive customer payments through their 
proprietary QR codes, enabling cashless transactions. Examples of cashless payment software 
include Shopee Pay, Grab Pay, Boost, Touch n Go E-wallet, Alipay, FavePay, and more 
(Soegoto et al., 2020). Each software has unique features and applications. However, Touch n 
Go leads in e-wallet usage with 73% of respondents, according to a survey by Oppotus (Low et 
al., 2022). Maybank QRPay follows with 37% and Boost with 36% for the 3rd quarter of 2022. 
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Other than that, Touch n Go e- Wallet also has lots of advantages among other e-Wallet 
competitors that attract people of all ages, including Malaysian citizens. That is why this study 
is currently being conducted in order to rectify the factors influencing the intention to use Touch 
n Go e-Wallet among Malaysian citizens. According to (Kim et al., 2010), individual variations 
and features of mobile payment systems significantly influence perceived ease of use and 
perceived usefulness. These factors have been identified as key indicators of intention to use 
Touch n Go e-Wallets. This study aims to examine the relationship between individual 
variations, mobile payment system features, perceived ease of use, perceived usefulness, and 
intention to use Touch n Go e-Wallet. Here are the objectives in order to achieved this study. (1) 
To investigate the positive effect of individual variations on perceived ease of use towards the 
intention to use Touch n Go e-Wallet. (2) To investigate the positive effect of features of mobile 
payment systems on perceived usefulness towards the intention to use Touch n Go e-Wallet and 
(3) To investigate the positive effect of features of mobile payment systems on perceived ease 
of use towards the intention to use Touch n Go e-Wallet. 

Mobile Payment 

Mobile payment, also known as "m-payment," is a convenient alternative method for purchasing 
goods, services, and bills using mobile devices such as smartphones (Kim et al., 2010). It 
eliminates the need for physical interaction and relies on online retail stores. To enable 
successful transactions, mobile devices and wireless technologies are required (Kim et al., 2010). 
The e-wallet system handles the flow of money and requires users to link their accounts for 
authentication and authorization (Antovski et al., 2003; Ding et al., 2003). Fintech News 
Malaysia reports that there are 53 e-wallets in the country, accounting for 19% of the fintech 
industry. Ipsos conducted a study showing that Touch n Go e-wallet is the preferred choice in 
Malaysia (Dzul et al., 2022). Other than that, The Technology Acceptance Model (TAM) is a 
widely used framework for studying users' acceptance of technology, including mobile 
payments. Introduced by Fred Davis over 25 years ago, TAM has been successful in examining 
factors that influence user acceptance. It is adaptable and compatible with the unique 
characteristics of mobile payments (Marangunić et al., 2015). The Technology Acceptance 
Model (TAM) suggests that users' attitudes and intentions towards system usage are influenced 
by their perceived ease of use and usefulness. TAM considers the complex relationship between 
system characteristics, users' attitudes, and actual system usage. Users' attitudes are impacted by 
perceived utility and convenience. Recent studies have shown that perceived ease of use plays a 
significant role in determining users' intention, either directly or indirectly through its influence 
on perceived usefulness (Agarwal et al., 1999; Davis et al., 1989; Venkatesh et al., 1996). 

Literature Review 

Individual Variations 

Individual variations are recognized as the most important elements influencing both 
Information system for its success and failure and also interaction between technology (Agarwal 
et al., 1999; Chen et al., 2000; Dillon et al., 1996; Karahanna et al., 2002; Sun & Zhang, 2006; 
Zmud et al., 1979). From a mobile commerce standpoint, it seems that different people are 
anticipated to have different levels of engagement with mobile commerce. In order to determine 
what factors, influence people's willingness to engage in mobile commerce, previous research 
has developed a user-centric model (Bachfischer et al., 2004; Hassanein, 2002; Zmijewska et 
al., 2004). In the user behaviour studies of mobile payment, there is rising interest in individual 
variations. 
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Features of Mobile Payment Systems  

Features of this system have the capacity to influence both the perceived ease of use and    the 
perceived utility of the information system (Davis et al., 1989). Previous research has shown 
strong correlations between the system's qualities and the theoretical concepts of the Technology 
Acceptance Model (TAM) (Davis et al., 1993; Venkatesh et al., 1996). As mobile commerce 
and mobile payments become more relevant, it is crucial to identify specific features of the 
system and examine how they individually influence the perceived ease of use and usefulness 
of mobile payments. The term "mobile technology" refers to various innovations that facilitate 
real-time interaction and information sharing between people and machines in different locations 
(Lim et al., 2008). 

Personal Innovativeness 

An individual's willingness to try new information systems is known as personal innovativeness 
(Chang et al., 2005). This personal innovativeness significantly influences consumers' choices 
when it comes to selecting products during online shopping (Blake et al., 2003; Herrero et al., 
2008). Research has shown that an individual's willingness to adopt new technology is well 
predicted by their personal innovativeness in specific domains (Yi et al., 2006). Innovative 
individuals are often described as talkative, curious, energetic, risk-taking, and seeking 
stimulation. They actively seek out new knowledge related to innovative ideas (Bhatti et al., 
2007). In the context of mobile commerce, where many people are still unfamiliar with new 
mobile services, personal innovativeness becomes crucial in determining their likelihood to 
embrace new mobile technology. 

H1: Personal innovativeness has a significant effect towards perceived ease of use for the 
intention to use Touch n Go e-Wallet. 

Mobile Payment Knowledge 

This study aims to investigate the relationship between mobile payment knowledge and the 
desire to use Touch n Go e-Wallet as a mobile payment method. Previous research on mobile 
payment knowledge is limited, so this study aims to fill that gap. When it comes to websites, 
beginners tend to focus on basic and visually appealing aspects, while experts rely on their 
knowledge to simplify information processing and distinguish between important and irrelevant 
information (Rieh et al., 2004). The number of smartphone users has surpassed those using fixed 
Internet-connected lines, indicating the increasing importance of mobile devices (Dholakia et 
al., 2002). However, it is essential to understand whether consumers who already use certain 
mobile services and are comfortable sharing personal information with mobile vendors are open 
to making purchases through online transactions using their phones. This study aims to explore 
how mobile payment knowledge influences the perceived ease of use, which, in turn, affects 
consumers' desire to use Touch N Go e- Wallet. 

H2: Mobile payment knowledge has a significant effect towards perceived ease of use for the 
intention to use Touch n Go e-Wallet. 

Reachability 

Mobile device reachability refers to the ability for individuals to be contacted anytime and 
anywhere, with the option to limit accessibility to specific people or times (Au et al., 2008; Ng-
Kruelle et al., 2002; Ondrus et al., 2006). This feature allows mobile payment service providers 
to communicate with their users. In the context of mobile payments, active participation from 
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service providers is necessary when a consumer wants to make a purchase using mobile 
payment. In certain situations, it may be important to contact the mobile payment user for 
clarification or updates. Financial service providers, for example, may need to reach out to m-
payment consumers to provide information about recent mobile transactions or account 
balances. 

H3a: Reachability has a significant effect towards perceived usefulness for the intention to use 
Touch n Go e-Wallet. 

H3b: Reachability has a significant effect towards perceived ease of use for the intention to use 
Touch n Go e-Wallet. 

Mobility 

Mobile technology's most significant aspect is mobility, which allows users to access services 
anywhere and anytime through wireless networks using various mobile devices like PDAs and 
mobile phones (Au & Kauffman, 2008; Clarke et al., 2001; Hassanein et al., 2002; Niina et al., 
2007; Nohria & Leestma, 2001). Unlike traditional electronic commerce, where transactions are 
primarily conducted over wired Internet connections, mobile computing provides consumers 
with greater flexibility and value. It enables them to access time-sensitive information and 
services regardless of their location or the time of day (Anckar & D'Incau, 2002; May et al., 
2001). The key features of mobility include the freedom of time and location, often referred to 
as "anytime and anyplace computing" (Au & Kauffman, 2008). By incorporating temporal and 
geographical elements, mobility enhances processing power and expands access to information, 
communication, and services at any time and in any location. 

H4a: Mobility has a significant effect towards perceived usefulness for the intention to use 
Touch n Go e-Wallet. 

H4b: Mobility has a significant effect towards perceived ease of use for the intention to use 
Touch n Go e-Wallet. 

Compatibility 

Research has shown that mobile banking outperforms traditional banking methods. The attitudes 
towards adopting mobile services are positively influenced by their suitability to users' needs 
and lifestyles, as well as the opportunity to try out new services (N. Mallat et al., 2004; Xiaojun 
et al., 2004). Previous studies have found a correlation between perceived usefulness and ease 
of use in the Technology Acceptance Model (TAM) (Mallat & Dahlberg, 2005). It is reasonable 
to assume that perceived usefulness and ease of use are closely related and, along with 
compatibility, are the main predictors of adoption (N. Mallat et al., 2006). Therefore, 
compatibility has a significant impact on users' intention to use Touch N Go e-Wallet as their 
preferred method of mobile payment, through the perceived ease of use and perceived 
usefulness. 

H5a: Compatibility has a significant effect towards perceived usefulness for the intention to use 
Touch n Go e-Wallet. 

H5b: Compatibility has a significant effect towards perceived ease of use for the intention to use 
Touch n Go e-Wallet. 
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 Convenience 

People believe in the benefits of technology when it improves their lives and makes daily tasks 
easier (O.O.Obe et al., 2007). Convenience is crucial for customer satisfaction, according to 
Amir et al., 2014) and emphasized in marketing and consumer behaviour literature. Convenience 
plays a significant role in the success of mobile commerce (Xu & Gutiérrez, 2006). Convenience 
is crucial in mobile commerce and marketing because it provides time and location usefulness 
to users (Clarke et al., 2001). The desire to use mobile services is influenced by factors like the 
availability of choices and time constraints (N. Mallat et al., 2006). Users find e-wallets useful, 
user-friendly, and easy to understand, leading to increased satisfaction (Nadhira et al., 2021). 

H6a: Convenience have a significant effect towards perceived usefulness for the intention to use 
Touch n Go e-Wallet. 

H6b: Convenience have a significant effect towards perceived ease of use for the intention to 
use Touch n Go e-Wallet. 

Product Features 

Product features are unique characteristics that differentiate a product from others. They play a 
vital role in helping buyers find the product that meets their needs, especially when multiple 
companies offer similar products. Having distinct product features is important as it alleviates 
the stress of choosing among various options. Additionally, (Ohri et al.,2021) simplified this 
idea by stating that product features provide consumers with reasons to choose a particular 
product or application from one seller over competitors. Buyers prefer digital payment methods, 
and this preference is strongly linked to their desire to use the Touch n Go e-Wallet (Dr. Yanto 
Ramli et al., 2020). The features of the e-Wallet, such as incentives (rewards and vouchers) and 
go+ services, also play a significant role in influencing users' intent to use the product. These 
features allow users to easily add money to their accounts and store funds directly from their 
bank. Users can make online transactions to transfer money and use it for purchases, with the 
funds automatically credited to their account. The Go+ service offers a bonus rate on the total 
balance, within the account's limit. 

H7a: Product features have a significant effect towards perceived usefulness for the intention to 
use Touch n Go e-Wallet. 

H7b: Product features have a significant effect towards perceived ease of use for the intention to 
use Touch n Go e-Wallet. 

Perceived Trust 

A digital wallet, also known as an e-wallet, allows for electronic money transfers without the 
need for physical currency. These transfers can be made between devices like mobile phones or 
retail machines (Mallik & Gupta, 2020). With the increasing popularity of mobile payment 
methods and advancements in technology, e-wallets are becoming more common. As a result, 
there is a growing interest among consumers to use these digital wallets in order to enjoy their 
benefits. Additionally, due to the rapid pace of technological advancements, UPI-based payment 
apps like BHIM, Phone-Pe, and Google Pay are gradually replacing e-wallets, but the reasons 
behind this shift are not yet fully understood. Mobile payments raise concerns about the 
vulnerability of personal information to hackers. It is crucial for e-wallets to prioritize the 
protection of customers' financial information to maintain their trust. Touch N Go e-Wallet 
ensures the highest level of security, which helps build trust among customers. 
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H8a: Perceived trust has a significant effect towards perceived usefulness for the intention to use 
Touch n Go e-Wallet. 

H8b: Perceived trust has a significant effect towards perceived ease of use for the intention to 
use Touch n Go e-Wallet. 

Social Influence 

Social influence plays a significant role in shaping consumers' intentions to use e-wallets for 
online transactions. It refers to how people perceive others' influence on their purchasing 
decisions using mobile technology. Factors such as family, friends, colleagues, and neighbours 
can impact individuals' choices to use an e-wallet (P.Sarika et al., 2019). Social influence reflects 
the environmental conditions that motivate customers to adopt new products or services 
(Venkatesh et al., 2012). Studies have shown that subjective norms and social factors can 
influence users' intentions to utilize internet services and adopt new technology-based products 
(Chaouali et al., 2016; Martins et al., 2014). Measuring social influence can help assess its 
impact on behaviour and plans to use e-money, using models such as UTAUT based on TAM. 

H9a: Social influence has a significant effect towards perceived usefulness for the intention to 
use Touch n Go e-Wallet. 

H9b: Social influence has a significant effect towards perceived ease of use for the intention to 
use Touch n Go e-Wallet. 

Perceived usefulness 

Perceived usefulness (PU) refers to the belief that using a system or technology will improve 
work performance. It is the idea that consumers hold, based on their cognitive anticipation, that 
utilizing certain technology can enhance the quality of their work and help them achieve 
financial and lifestyle goals (Tahar et al., 2020; Yang et al., 2021). Consumers perceive that 
using a futuristic system can make their transactions more efficient and contribute to their overall 
productivity. Research has indicated that perceived usefulness has a positive influence on the 
intention to use mobile payments (Gia-Shie & Pham Tan, 2016). 

Perceived ease of use 

Perceived ease of use refers to a potential user's expectation of how effortless it will be to use a 
particular system or technology (Davis et al., 1989). It is an important factor influencing user 
attitudes, behaviours, and intentions to adopt and utilize a technology (Chawla & Joshi, 2020). 
Research suggests that perceived ease of use plays a crucial role in consumers' decision-making 
when purchasing a product, such as an e-wallet. Consumers seek to benefit from the convenience 
and functionality of the system to meet their needs and make purchases. Additionally, a 
consumer's past purchasing experiences may influence their perception of using e-wallets. 
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Figure 1: Research Framework 

Research Methodology 

Convenience sampling is used in this research to collect data from the Malaysian population. It 
involves selecting individuals who are easily accessible or meet specific criteria (Ilker et al., 
2016). The target population for this study is approximately 420 subjects, and a minimum sample 
size of 201 respondents is suggested according to the table by Krejcie and Morgan (1970). The 
researchers used an online questionnaire, specifically a Google Form, which allows for easy 
distribution through online platforms such as WhatsApp, Telegram, Instagram, and Facebook. 
The questionnaire consists of three sections: demographic profile, individual variations, and 
features of mobile payment systems. The questions in sections B and C use a five-point Likert 
scale ranging from strongly disagreeing (1) to strongly agreeing (5). 

Findings and Results 

Demographic Profile of Respondents 

In this study, the researcher only gained 166 out of 201 target respondents from the 
questionnaire. This indicates that 83% response rate gained. (Booker et al., 2021) stated that if 
a response rate is 80% or higher, it is considered as excellent. Based on table 1, the respondents 
were almost evenly split between males (49.4%) and females (50.6%). The majority of 
respondents were aged 18-25 years (56%), with smaller proportions in the age groups of 26-35 
years (15.7%), 46-55 years (12.7%), 36-45 years (8.4%), and 56 years or older (7.2%). Most 
respondents were college or university students (82.5%), followed by Master's students (10.8%), 
senior high school students (3.6%), secondary school students or below (2.4%), and Ph.D. 
students (0.6%). The largest occupational group was students (48.8%), followed by company 
employees (20.5%), self-employed and employees in public institutions (8.4% each), retired 
individuals (6%), state civil servants (4.8%), and others (3%). The majority of respondents 
belonged to the B40 income category (57.2%), followed by M40 (30.7%) and T20 (12%). 84.9% 
of respondents used the Touch N Go e-Wallet for online payments, while 12.7% did not use it. 
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The most common usage frequency was 3 times a month (44%), followed by various other 
frequencies (22.8%), 6 times a month (18.7%), and 9 times a month (16.3%). The majority 
(42.8%) had been using  the Touch N  Go e-Wallet for 1  year, followed by 3 months (20.5%), 
6 months (9.6%), and 9 months (3.6%). Convenience was the main reason for using the Touch 
N Go e-Wallet (56.6%), followed by user mobility (23.5%) and user-friendliness (12%). Some 
respondents provided other reasons or additional comments (7.8%). 

Table 1: The Respondent’s Demographic Data 

Assessment of Measurement Model 

The researcher used Smart-PLS 4.0 Software to assess the measurement of reflective constructs. 
Four criteria were considered: indicator reliability, internal consistency, convergent validity, and 
discriminant validity (Hair et al., 2011; Oliver Gotz et al., 2010). Indicator reliability determines 
if an indicator's variation can be explained by its construct (Hair et al., 2011; Oliver et al., 2010). 
Outer loadings were used to test the indicator's dependability. Figure 2 shows the results of outer 
loadings after calculating pls-Sem algorithm. Table 2 meanwhile shows the analysis that most 
outer loadings were above 0.7, indicating satisfactory indicator reliability. Two indicators, PI 1 
and PI 2, had slightly lower loadings (0.613 and 0.657 respectively), but they were still close to 
the acceptable threshold. Overall, the results provided evidence of achieved indicator reliability 
for all constructs. 
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Figure 2: Results after calculating pls-sem algorithm (outer loadings and R- sqaured) 

 

 

 

Figure 2: Results After Calculating Pls-Sem Algorithm (Outer Loadings And R- Sqaured) 

The average variance extracted (AVE), where a value greater than 0.5 indicates satisfactory 
convergent validity (Hair et al., 2011). The findings in table 3 demonstrate that all AVE values 
exceed 0.5, indicating achieved convergent validity for the reflective constructs. 

 

 

 

 

 

 

 

 

 

 

 

Table 3: Quality Criteria of Measurement Models 

Assessment of Structural Model 

The study used SMARTPLS 4.0 Software to analyze the structural model. The analysis focused 
on the significance of the structural paths, predictive relevance, and predictive power. The 
researcher performed Bootstrapping with 5000 samples and 166 cases, figure 3 shows the results  
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outer loadings of P-Value and R-sqaured after calculating bootstrapping. The results in table 4 
showed that five relationships were significant at a 5% level. The predictive relevance (Q-
Squared) analysis in table 5 indicated that the model could accurately predict the endogenous 
construct indicators, as all Q-Squared values were greater than zero. The R-Squared value in 
table 5 also revealed that the independent variables accounted for 71% of the variation in 
behavior intention, while the remaining 29% was attributed to other factors. This shows that 
independent variables have a significant effect towards dependent variable, only few that doesn’t 
have the effect towards each other. 

 

Figure 3: Results After Calculating Bootstrapping (Outer Loadings Of P-Value And R- Sqaured) 

 

Table 4: Structural Model Results 
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Table 5: R-squared and Q-squared Table 

Discussions 

For the research question 1, the research hypothesis for this question is unsupported due to the 
value of the path coefficient of p value which is 0.121, this value is greater than the indicator of 
the significant level of 5% (0.05). This means that the individual variations such as personal 
innovativeness and mobile payment knowledge have a negative effect towards perceived ease 
of use for the intention to use Touch n go e-Wallet. 

For the research question 2, the research hypothesis for this question is well supported with the 
value of path coefficient of p value gaining around 0.00, this value is less than the indicator of 
the significant level of 5% (0.05). This means that the features of mobile payment systems such 
as reachability, mobility, compatibility, convenience, product features, perceived trust and social 
influence have a positive effect towards perceived usefulness for the intention to use Touch n go 
e-Wallet. 

For the research question 3, the research hypothesis for this question is well supported with the 
value of path coefficient of p value gaining around 0.00, this value is less than the indicator of 
the significant level of 5% (0.05). This means that the features of mobile payment systems such 
as reachability, mobility, compatibility, convenience, product features, perceived trust and social 
influence have a positive effect towards perceived ease of use for the intention to use Touch n 
go e-Wallet. 

Conclusion 

The study found that mobile payment systems have practical implications for both the 
community and companies in the market. For the community, these systems offer accessibility 
and convenience, making payments quick and easy. This can save time and effort compared to 
traditional methods. For companies, implementing mobile payment systems can increase sales 
and revenue by providing a convenient payment option that improves the overall customer 
experience. It also allows companies to analyze customer behavior and make data-driven 
decisions. In summary, mobile payment systems benefit both the community and companies by 
offering convenience and improving the payment experience. Limitation of this study is the 
respondents gained. In this study, the researcher targeted around 201 questionnaires to be 
distributed, but due to time constraints, only 166 respondents were included. The questionnaires 
were distributed through social media platforms, word of mouth, and among close friends, 
family, and university community members. Another limitation is that there may be additional 
individual variations and features of mobile payment systems that could influence the intention 
to use the Touch 'n Go e-Wallet.  Future studies could explore factors such as cognitive activity, 
self-efficacy, localization, accessibility, personalization, and ubiquity in relation to mobile 
payment systems. For future researchers, they can widen the scope of the study to include 
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foreigners residing in Malaysia who use e-wallet. This broader perspective would provide 
insights into the usage intention among a more diverse population. Other than that, Increasing 
the sample size to enhance the study's reliability and statistical analysis. This can be achieved 
by collecting data from a larger number of respondents over an extended period, leading to 
improved statistics and more robust conclusions. Lastly, exploring other individual variations 
and features of mobile payment systems that have been previously studied. This allows for 
addressing research gaps and providing fresh perspectives on other applications or software 
utilizing online payment processes. 
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