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ABSTRACT

The rapid digitalisation of financial services has accelerated the adoption of electronic wallets (e-wallets),
particularly among Generation Z, who are recognised as early adopters of digital technologies. Despite the
growing popularity of e-wallets in Malaysia, empirical evidence regarding the factors that influence their
adoption remains limited. This study examines the impact of digital marketing on e-wallet adoption among
Generation Z by investigating the roles of convenience, security, reward, perceived usefulness, and perceived
ease of use. The research is grounded in the Technology Acceptance Model (TAM), which provides a theoretical
foundation for explaining users' acceptance of digital payment technologies. A gquantitative research approach
was employed using a structured questionnaire administered to Generation Z consumers in Malaysia. A total of
367 valid responses were collected and analysed using IBM SPSS through descriptive statistics, reliability
analysis, factor analysis, Pearson correlation analysis, and multiple regression analysis. The findings demonstrate
that convenience, reward, perceived usefulness, and perceived ease of use exert significant positive effects on e-
wallet adoption, with perceived usefulness and convenience emerging as the strongest predictors of users'
behavioural intention (e-Wallet adoption), while security produced insignificant results. The results indicate that
effective digital marketing strategies enhance consumers' perceptions of the functionality, usability, and
trustworthiness of e-wallet services, thereby encouraging greater adoption. These findings provide practical
insights for digital payment providers, financial institutions, marketers, and policymakers seeking to accelerate
Malaysia's transition towards a cashless economy through targeted digital marketing initiatives and customer-
centred service innovations. From a theoretical perspective, this study extends the application of the Technology
Acceptance Model (TAM) within the Malaysian digital payment context by integrating marketing-related
determinants that influence technology adoption among Generation Z. The study contributes to the expanding
literature on digital payment adoption and offers evidence-based recommendations for strengthening digital
financial inclusion and promoting sustainable cashless payment ecosystems.

Keywords: Digital marketing; E-wallet adoption; Generation Z; Technology Acceptance Model; Digital
payment; Malaysia.
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INTRODUCTION

The rapid advancement of digital technologies has transformed the global financial landscape, accelerating the
shift from traditional cash-based transactions to digital payment systems. Financial technology (FinTech)
innovations, particularly electronic wallets (e-wallets), have become integral to modern payment ecosystems by
offering consumers greater convenience, efficiency, accessibility, and transaction security. The widespread
adoption of smartphones, high-speed internet, and e-commerce has further strengthened the use of digital
payment platforms, enabling governments and financial institutions to promote financial inclusion and cashless
economies. Recent evidence indicates that digital financial services continue to expand globally, driven by
technological innovation and changing consumer payment preferences (Jamaludin et al., 2024; Yang & Shi,
2024). Alongside these technological developments, digital marketing has emerged as an important catalyst for
promoting digital payment adoption. Through social media advertising, mobile applications, personalised
promotions, cashback campaigns, and influencer marketing, organisations are increasingly able to enhance
consumer awareness, communicate product value, and strengthen trust in digital financial services (Zainuddin,
2016). Previous studies have shown that consumers are more likely to adopt e-wallets when they perceive the
technology as useful, easy to use, secure, and beneficial, suggesting that effective digital marketing enhances
both technological perceptions and behavioural intentions (Foo & Kaur, 2024). Malaysia represents one of the
fastest-growing digital payment markets in Southeast Asia, supported by the government'’s digital transformation
agenda, increasing smartphone penetration, expanding e-commerce activities, and the widespread
implementation of cashless payment initiatives such as DuitNow QR. Among Malaysian consumers, Generation
Z has emerged as one of the most influential user groups because of their high level of digital literacy, extensive
smartphone usage, and strong engagement with online platforms (Tjiptono et al., 2020). As digital natives, this
generation is generally more receptive to innovative financial technologies; however, their adoption decisions
remain influenced by various technological and marketing-related factors (Jamaludin et al., 2024; Foo & Kaur,
2024). The Technology Acceptance Model (TAM) remains one of the most widely adopted theoretical
frameworks for explaining consumers' acceptance of new technologies (Maranguni¢ & Grani¢, 2015). The model
proposes that perceived usefulness and perceived ease of use are the primary determinants of technology
adoption (Davis, 1989). Although TAM has been extensively applied in studies of digital payment technologies,
contemporary research suggests that additional factors, including convenience, security, reward, and trust, play
increasingly important roles in shaping consumers' behavioural intentions in rapidly evolving digital
environments (Yang & Shi, 2024). Despite the growing body of literature on e-wallet adoption, several research
gaps remain. Existing studies have predominantly focused on technological determinants while giving
comparatively less attention to marketing-related attributes, particularly reward-based promotional strategies,
within a unified theoretical framework. Furthermore, empirical evidence examining the combined influence of
convenience, security, reward, perceived usefulness, and perceived ease of use on e-wallet adoption among
Malaysian Generation Z remains limited (Azman et al., 2026). Addressing these gaps is important because
Generation Z represents the future primary users of digital financial services and a key target segment for digital
marketers and FinTech providers. Accordingly, this study examines the influence of convenience, security,
reward, perceived usefulness, and perceived ease of use on e-wallet adoption among Generation Z in Malaysia
using the Technology Acceptance Model as its theoretical foundation. The findings are expected to contribute
to the growing literature on digital payment adoption by integrating technological and marketing-related
determinants while providing practical insights for financial institutions, e-wallet providers, digital marketers,
and policymakers seeking to accelerate the development of Malaysia's cashless economy.

LITERATURE REVIEW AND HYPOTHESIS DEVELOPMENT
Technology Acceptance Model (TAM)

The Technology Acceptance Model (TAM), originally developed by Davis (1989), remains one of the most
influential theoretical frameworks for explaining individuals' acceptance and adoption of information
technologies. Derived from the Theory of Reasoned Action (Fishbein & Ajzen, 1975), Nickerson (2023)
described TAM proposes that an individual's behavioural intention to use a technology is primarily determined
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by two cognitive beliefs: perceived usefulness (PU) and perceived ease of use (PEOU), (Badda, 2025).
Perceived usefulness refers to the extent to which an individual believes that using a particular technology
enhances task performance, whereas perceived ease of use reflects the degree to which the technology is
perceived as effortless to learn and operate (Davis, 1989). These two constructs influence users' attitudes and
behavioural intentions, ultimately determining actual technology adoption.

Since its introduction, TAM has been extensively applied across diverse technological contexts, including
mobile banking, internet banking, electronic commerce, mobile payment systems, digital wallets, and other
FinTech innovations (Alkadi & Abed, 2023). Although several alternative models, such as the Unified Theory
of Acceptance and Use of Technology (UTAUT) and UTAUT2, have subsequently been proposed, TAM
continues to be widely adopted because of its theoretical simplicity, strong explanatory power, and consistent
empirical support (Venkatesh & Davis, 2000; Venkatesh & Thong, 2016). Recent systematic reviews further
indicate that TAM remains one of the most frequently employed frameworks for investigating digital payment
technologies owing to its adaptability and robustness across different cultural and technological environments
(Yan et al., 2024; Al-Okaily et al., 2025).

Recent empirical evidence consistently supports the applicability of TAM in explaining consumers' adoption of
e-wallet technologies. Yang and Shi (2024) found that perceived usefulness and perceived ease of use
significantly influenced Malaysian youths' intention to adopt e-wallet services, confirming the continued
relevance of TAM in emerging digital payment ecosystems. Similarly, Foo and Kaur (2024) reported that users
were more likely to adopt e-wallet applications when they perceived the systems to be useful, easy to operate,
and capable of improving transaction efficiency. Beyond the original TAM constructs, contemporary studies
have increasingly incorporated additional variables, including convenience, security, trust, rewards, and social
influence, to enhance the model's explanatory capability within rapidly evolving FinTech environments (Al-
Sharafi et al., 2025). These extensions acknowledge that modern digital payment decisions are influenced not
only by technological characteristics but also by consumers' perceptions of value, risk, and marketing incentives.

Despite its widespread application, TAM has received criticism for placing primary emphasis on technological
beliefs while providing limited consideration of contextual and marketing-related factors that may shape
consumer behaviour (Ladeira et al., 2025). In highly competitive digital payment markets, users' adoption
decisions are increasingly affected by promotional incentives, perceived transaction security, convenience, and
overall customer experience, factors that extend beyond the original TAM framework (Prasetyo et al., 2025).
Consequently, researchers have argued that integrating technology-related beliefs with marketing-oriented
determinants provides a more comprehensive understanding of consumer behaviour in contemporary FinTech
settings (Al-Okaily et al., 2025).

Building upon this perspective, the present study adopts TAM as its underlying theoretical framework while
extending its explanatory scope through the inclusion of convenience, security, and reward, alongside the
original constructs of perceived usefulness and perceived ease of use. This integrated approach recognises that
although technological beliefs remain fundamental drivers of technology acceptance, marketing-related
attributes also play a crucial role in influencing consumers' behavioural intentions towards e-wallet adoption.
Accordingly, the following sections critically review each construct and develop the corresponding research
hypotheses.

E-wallet Adoption

Electronic wallets (e-wallets) have emerged as one of the most prominent innovations within the financial
technology (FinTech) ecosystem, transforming the way consumers conduct financial transactions in both online
and offline environments. An e-wallet is a digital payment application that enables users to store payment
credentials electronically and perform financial transactions through smartphones or other internet-enabled
devices. Unlike traditional payment methods that rely on physical cash or payment cards, e-wallets facilitate
faster, more convenient, and secure transactions by integrating multiple payment functions into a single digital
platform. Consequently, e-wallets have become an essential component of the digital economy, supporting retail
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payments, peer-to-peer transfers, bill payments, transportation services, and e-commerce activities (Yang & Shi,
2024; Jamaludin et al., 2024).

The rapid growth of e-wallet adoption has been driven by technological advancement, increasing smartphone
penetration, widespread internet accessibility, and changing consumer preferences towards cashless transactions.
In many countries, governments and financial institutions have actively promoted digital payment systems to
improve financial inclusion, enhance transaction efficiency, and reduce dependence on physical cash. Malaysia
has experienced similar developments through national digital transformation initiatives and the implementation
of interoperable payment infrastructures such as DuitNow QR, which have accelerated the adoption of e-wallet
services among consumers and businesses. As a result, e-wallets have become increasingly integrated into
consumers' daily financial activities, particularly among younger and digitally connected populations (Bank
Negara Malaysia, 2024; Jamaludin et al., 2024).

Among different demographic groups, Generation Z has consistently demonstrated the highest propensity to
adopt digital payment technologies because of their familiarity with mobile technologies, online shopping, and
digital lifestyles. Nevertheless, the decision to adopt e-wallet services extends beyond technological availability.
Recent empirical studies indicate that consumers evaluate multiple factors before adopting digital payment
applications, including perceived usefulness, ease of use, convenience, security, rewards, trust, and overall user
experience (Foo & Kaur, 2024). These findings suggest that e-wallet adoption is a multidimensional behavioural
process influenced by both technological perceptions and marketing-related attributes.

Although the e-wallet adoption has attracted considerable scholarly attention, previous studies have produced
inconsistent findings regarding the relative importance of different adoption determinants across countries and
consumer segments. For example, while some studies identify perceived usefulness as the strongest predictor of
adoption intention, others emphasise the greater importance of convenience, transaction security, promotional
rewards, or trust depending on the research context (Yang & Shi, 2024; Foo & Kaur, 2024). These
inconsistencies indicate that consumer adoption behaviour remains context-dependent and requires further
empirical investigation, particularly within emerging digital economies such as Malaysia.

Building upon the Technology Acceptance Model (TAM), the present study conceptualises e-wallet adoption as
consumers' behavioural intention to accept and continuously use digital wallet services for financial transactions.
The study proposes that convenience, security, reward, perceived usefulness, and perceived ease of use
collectively influence Malaysian Generation Z's e-wallet adoption. By integrating both technological and
marketing-related determinants, this study seeks to provide a more comprehensive explanation of consumer
adoption behaviour while extending the existing literature on digital payment technologies.

Convenience and Hypothesis Development

Convenience has consistently been recognised as one of the most influential determinants of consumers' adoption
of digital payment technologies (Abhipsa et al., 2021). In the context of electronic wallets, convenience refers
to the extent to which consumers perceive that e-wallet services enable them to complete financial transactions
quickly, efficiently, and with minimal effort, regardless of time and location (Esawe, 2022). Compared with
conventional payment methods, e-wallets eliminate the need to carry physical cash, reduce transaction time, and
provide seamless access to multiple payment services through a single mobile application (Fareed, 2023).
Consequently, convenience represents an important utilitarian benefit that enhances consumers' overall payment
experience and encourages continued usage of digital financial services (Nguyen et al., 2023).

Within the Technology Acceptance Model (TAM), convenience complements the concepts of perceived
usefulness and perceived ease of use by reducing consumers' cognitive and physical effort during payment
transactions (Prasetyo et al., 2025). Technologies that simplify routine financial activities are more likely to be
perceived as useful because they improve efficiency and productivity while simultaneously lowering the effort
required to complete transactions (Utomo et al., 2025). Accordingly, convenience can strengthen consumers'
behavioural intentions by increasing both the functional value and usability of e-wallet applications.
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Recent empirical studies consistently identify convenience as a significant predictor of e-wallet adoption. Foo
and Kaur (2024) found that convenience positively influenced Malaysian Generation Z's intention to adopt e-
wallet services, with respondents highlighting transaction speed and accessibility as primary motivations.
Similarly, Winata and Arma (2025) reported that convenient payment procedures significantly enhanced
consumers' willingness to use digital wallets by reducing transaction complexity and improving overall user
experience. Comparable findings have also been reported in Indonesia, Thailand, and China, where simplified
payment processes, mobile accessibility, and time-saving features were found to increase consumers' intentions
to adopt digital payment applications (Yan et al., 2024; Al-Okaily et al., 2025). Collectively, these studies
demonstrate that convenience remains a universal determinant of digital payment adoption across different
geographical and cultural settings.

Nevertheless, existing literature also suggests that the influence of convenience may vary depending on
consumers' technological readiness and previous experience with digital payment platforms (Stankeviciené et
al., 2025). While convenience effectively encourages initial adoption, long-term usage may depend on
complementary factors such as transaction security, promotional incentives, and consumers' trust in service
providers (Behera & Kumra, 2024). This observation indicates that convenience alone may not fully explain
consumers' behavioural intentions, particularly within increasingly competitive FinTech markets where multiple
e-wallet providers offer comparable levels of usability. Consequently, examining convenience alongside other
technological and marketing-related determinants provides a more comprehensive understanding of e-wallet
adoption behaviour (Lakshmanan & Shanmugavel, 2025).

In the Malaysian context, convenience is expected to play an especially important role among Generation Z
because this demographic group demonstrates high levels of smartphone dependency, frequent online purchasing
behaviour, and strong preferences for efficient digital services (Yang et al., 2025). As digital natives, Generation
Z values technologies that reduce effort, save time, and integrate seamlessly into their daily routines (Kanwal et
al., 2025). Therefore, convenient payment features are likely to enhance consumers' willingness to adopt and
continuously use e-wallet applications for everyday financial transactions.

Based on the foregoing discussion, convenience is expected to positively influence e-wallet adoption among
Malaysian Generation Z. Accordingly, the following hypothesis is proposed:

H1: Convenience has a positive and significant effect on e-wallet adoption among Generation Z in Malaysia.
Security and Hypothesis Development

Security is widely recognised as one of the most critical determinants of consumer acceptance of digital payment
technologies. In the context of e-wallets, security refers to consumers' perceptions that the platform adequately
protects personal information, financial assets, and transaction data from unauthorised access, fraud, identity
theft, and cyberattacks. As digital payment systems rely heavily on internet connectivity and mobile
technologies, consumers often evaluate the level of security before deciding whether to adopt or continue using
e-wallet services. Consequently, a secure digital payment environment enhances users' confidence and reduces
perceived risks associated with electronic financial transactions.

From the perspective of the Technology Acceptance Model (TAM), security is considered an external factor that
strengthens consumers' perceptions of usefulness and facilitates technology acceptance. Although security is not
explicitly included in the original TAM, numerous studies have demonstrated that users are more likely to
perceive a digital payment system as useful and trustworthy when they believe that their financial information
is adequately protected. Consequently, security has frequently been incorporated into extended TAM models to
improve the explanation of consumers' behavioural intentions towards FinTech adoption (Venkatesh & Davis,
2000; Garg et al., 2026).

Recent empirical evidence consistently demonstrates the importance of security in influencing e-wallet adoption.
Foo and Kaur (2024) found that perceived security significantly increased Malaysian consumers' intention to use
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e-wallet services because users were more confident in conducting financial transactions through platforms that
employed strong authentication and data protection mechanisms. Similarly, Matar& AlOqaily, (2025) reported
that trust in e-wallet applications was substantially enhanced when consumers perceived higher levels of
transaction security, thereby increasing their behavioural intention to adopt digital payment technologies.
Comparable findings have also been reported in studies conducted across China, Indonesia, and India, where
robust security features, including encryption, biometric authentication, and fraud protection mechanisms,
positively influenced consumers' acceptance of digital payment services (Yan et al., 2024; Al-Okaily et al.,
2025).

Despite the generally positive relationship between security and technology adoption, previous studies suggest
that consumers' security perceptions are dynamic and may evolve with technological development and
cybersecurity awareness (Vafaei et al., 2025). Increasing incidents of online fraud, phishing attacks, data
breaches, and identity theft have heightened consumers' sensitivity towards digital security, making trust in
service providers an increasingly important determinant of e-wallet adoption (Ng et al., 2026). Furthermore,
some researchers argue that security alone may not guarantee adoption if users perceive digital payment systems
as complicated or lacking meaningful benefits, suggesting that security should be considered alongside other
technological and marketing-related attributes (Jamaludin et al., 2024).

In Malaysia, concerns regarding online financial fraud and personal data protection have received increasing
attention as digital payment usage continues to expand (Muhammad et al., 2025). Financial institutions, e-wallet
providers, and regulatory agencies have therefore strengthened cybersecurity measures through multi-factor
authentication, biometric verification, transaction monitoring, and consumer education programmes (Karim et
al., 2026). These initiatives are expected to improve users' confidence in digital payment systems and encourage
greater adoption among Generation Z, who frequently engage in online financial transactions and digital
commerce.

Although most previous studies have reported a positive relationship between perceived security and e-wallet
adoption, emerging research suggests that security may increasingly function as a baseline expectation or
"hygiene factor" rather than a source of competitive differentiation in mature digital payment markets (Herzberg,
1968; Slade et al., 2015). Under such circumstances, security remains necessary for adoption but may exert a
weaker direct influence when users assume that all major providers offer adequate protection. Nevertheless,
because the prevailing empirical evidence predominantly supports a positive relationship, the present study
hypothesises a positive effect of security on e-wallet adoption.

Based on the foregoing discussion, security is expected to positively influence e-wallet adoption among
Malaysian Generation Z. Therefore, the following hypothesis is proposed:

H2: Security has a positive and significant effect on e-wallet adoption among Generation Z in Malaysia.
Reward and Hypothesis Development

Reward has emerged as an increasingly important marketing-related determinant influencing consumers'
adoption of digital payment technologies (Spilotro et al., 2025). In the context of e-wallet services, rewards refer
to the financial and non-financial incentives provided by service providers to encourage consumers to adopt and
continuously use digital payment applications (Sharma & Priya, 2025). These incentives commonly include
cashback programmes, loyalty points, discount vouchers, promotional coupons, referral bonuses, and exclusive
merchant offers (Nurmalasari et al., 2025). Such reward mechanisms create additional value for consumers
beyond the core payment function, thereby enhancing the attractiveness and competitiveness of e-wallet services
in increasingly saturated digital payment markets.

From a consumer behaviour perspective, reward programmes function as extrinsic motivators that encourage
favourable behavioural responses by increasing consumers' perceived value of a service (Lairayetan et al., 2026).
According to value-based marketing theory, consumers evaluate both the functional benefits and economic
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advantages associated with adopting a product or service (Liu et al., 2026). Consequently, attractive promotional
incentives reduce consumers' perceived financial sacrifice while increasing the overall utility derived from using
an e-wallet (Gupta et al., 2026). Within the Technology Acceptance Model (TAM), reward can therefore be
regarded as an external variable that enhances consumers' perceptions of usefulness by providing additional
economic benefits beyond transaction efficiency (Prasetyo et al., 2025). When consumers perceive that e-wallet
usage generates tangible monetary savings or exclusive privileges, they are more likely to develop favourable
behavioural intentions towards technology adoption (Cheah et al., 2026).

Recent empirical studies consistently support the positive relationship between reward and e-wallet adoption.
Foo and Kaur (2024) reported that cashback promotions, discount campaigns, and loyalty programmes
significantly influenced Malaysian consumers' intention to use e-wallet applications, particularly among younger
users who actively compare promotional benefits across competing platforms. Similarly, Ps and Doshi, (2025)
found that promotional rewards positively affected consumers' behavioural intentions by increasing the
perceived value of digital payment services and encouraging repeated usage. Comparable evidence has been
reported in Indonesia, Singapore, and China, where financial incentives, merchant partnerships, and exclusive
promotional campaigns have been identified as important drivers of e-wallet adoption, particularly during the
early stages of technology acceptance (Yan et al., 2024; Al-Okaily et al., 2025).

Nevertheless, previous research also indicates that the effectiveness of reward programmes may diminish over
time (Sait et al., 2026). While promotional incentives are effective in stimulating initial adoption and
encouraging trial behaviour, they may not necessarily sustain long-term usage once the incentives are withdrawn
(Guptaet al., 2026). Some studies suggest that consumers who adopt e-wallets primarily because of promotional
campaigns may subsequently switch to competing platforms offering greater rewards, indicating that reward
alone is insufficient to establish long-term customer loyalty (Putra & Nainggolan, 2025). Sustainable adoption
therefore depends on a combination of technological quality, transaction security, convenience, and positive user
experience in addition to promotional incentives (Jamaludin et al., 2024). This observation highlights the
importance of integrating reward with other technology-related determinants when explaining consumers'
behavioural intentions.

In the Malaysian context, reward programmes have become a prominent marketing strategy among major e-
wallet providers, including Touch 'n Go eWallet, Boost, GrabPay, and ShopeePay. Cashback offers, merchant
discounts, reward points, and seasonal promotional campaigns are widely employed to attract new users while
encouraging existing customers to increase transaction frequency. Given that Generation Z is generally more
price-sensitive, digitally connected, and responsive to online promotional activities, reward programmes are
expected to exert a significant influence on their decision to adopt and continue using e-wallet services.

Based on the preceding discussion, reward is expected to positively influence e-wallet adoption among
Malaysian Generation Z. Therefore, the following hypothesis is proposed:

H3: Reward has a positive and significant effect on e-wallet adoption among Generation Z in Malaysia.
Perceived Usefulness and Hypothesis Development

Perceived usefulness (PU) is widely regarded as the central construct of the Technology Acceptance Model
(TAM) and has consistently been identified as one of the strongest predictors of technology adoption. Davis
(1989) defined perceived usefulness as the degree to which an individual believes that using a particular
technology will enhance his or her performance. In the context of e-wallet services, perceived usefulness reflects
consumers' beliefs that digital payment applications improve the efficiency, effectiveness, and convenience of
financial transactions. Compared with traditional payment methods, e-wallets enable users to perform
transactions more quickly, reduce dependence on physical cash, facilitate real-time payments, and provide
seamless integration with various online and offline commercial activities (Zakariya & Arifin, 2025). These
functional benefits enhance consumers' perceptions of value and encourage the adoption of digital payment
technologies.
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From a theoretical perspective, perceived usefulness represents the primary cognitive belief influencing
behavioural intention within TAM. According to Davis (1989), individuals are more likely to accept and use a
technology when they perceive that it offers meaningful improvements in productivity, convenience, and task
performance. Venkatesh and Davis (2000) further argued that perceived usefulness remains the most influential
determinant of behavioural intention across different technological contexts because users are primarily
motivated by the practical benefits that technology provides rather than by its technical characteristics alone.
Consequently, technologies that demonstrate clear functional advantages are more likely to gain widespread
consumer acceptance and sustained usage (Azhar et al., 2025).

The importance of perceived usefulness has been consistently supported in contemporary studies on digital
payment adoption. Yang and Shi (2024) reported that perceived usefulness significantly influenced Malaysian
consumers' intention to adopt e-wallet services, with users perceiving digital wallets as an efficient means of
conducting everyday financial transactions. Similarly, Foo and Kaur (2024) found that consumers were more
willing to adopt e-wallet applications when they believed that the technology improved transaction speed,
enhanced payment convenience, and simplified financial management. Comparable findings have been reported
in studies conducted across China, Indonesia, India, and other emerging economies, where perceived usefulness
consistently demonstrated a significant positive relationship with digital payment adoption (Yan et al., 2024; Al-
Okaily et al., 2025). These findings collectively reinforce the argument that consumers prioritise technologies
that provide tangible improvements in their daily financial activities.

Despite the consistent empirical support for perceived usefulness, recent literature suggests that its influence is
becoming increasingly multidimensional within contemporary FinTech environments. Beyond improving
transaction efficiency, consumers now evaluate the usefulness of e-wallet applications based on their ability to
integrate multiple financial services, including bill payments, online shopping, peer-to-peer fund transfers, public
transportation payments, investment services, and loyalty programmes (Shaikh & Amin, 2025). Furthermore,
advances in mobile technology have enabled e-wallet providers to incorporate personalised financial
management tools, spending analytics, digital receipts, and budgeting features that further enhance the perceived
utility of digital payment platforms. These developments suggest that perceived usefulness extends beyond
operational efficiency to encompass broader value creation and lifestyle enhancement (Jamaludin et al., 2024).

Nevertheless, several scholars argue that the influence of perceived usefulness should not be considered in
isolation. Although consumers may recognise the functional advantages of e-wallet services, adoption may
remain limited if the technology is perceived as difficult to use, insecure, or lacking attractive incentives
(Vasquez et al., 2026). In other words, the practical benefits offered by digital payment technologies may only
translate into behavioural intention when supported by complementary attributes such as ease of use, transaction
security, and marketing-related incentives. This perspective highlights the importance of integrating perceived
usefulness with external determinants to provide a more comprehensive explanation of consumers' technology
adoption behaviour (Al-Okaily et al., 2025; Shaikh & Amin, 2025).

In Malaysia, the perceived usefulness of e-wallet applications has become increasingly evident as consumers
continue to embrace cashless transactions across retail, transportation, healthcare, education, and government
services (Tan et al., 2025). The integration of e-wallets with national payment infrastructures, merchant
ecosystems, and digital commerce platforms enables consumers to complete transactions more efficiently while
reducing transaction costs and improving overall financial convenience (Fauzi et al., 2026). Given that
Generation Z regularly engages with digital technologies in their academic, social, and commercial activities,
they are expected to place considerable importance on technologies that enhance productivity and simplify
everyday financial transactions (Addula, 2025: Kshirsagar & Ingle, 2025).

Based on the foregoing discussion, consumers who perceive e-wallet services as useful are more likely to develop
favourable behavioural intentions towards adopting the technology. Therefore, the following hypothesis is
proposed:
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H4: Perceived usefulness has a positive and significant effect on e-wallet adoption among Generation Z in
Malaysia

Perceived Ease of Use and Hypothesis Development

Perceived ease of use (PEOU) is one of the two fundamental constructs of the Technology Acceptance Model
(TAM) and refers to the degree to which an individual believes that using a particular technology requires
minimal physical and mental effort (Davis, 1989). Within the context of e-wallet services, perceived ease of use
reflects consumers' perceptions that digital payment applications are simple to learn, easy to navigate, and
effortless to use for conducting financial transactions (Samuel et al. 2026). Features such as intuitive user
interfaces, streamlined registration processes, quick payment execution, and seamless integration with mobile
devices reduce the complexity of digital transactions and encourage consumers to adopt e-wallet technologies
(Mohamad & Chowdhury, 2025). Consequently, a user-friendly payment platform lowers technological barriers
and facilitates consumers' acceptance of digital financial services (Sathish & Vidya, 2025).

The theoretical significance of perceived ease of use extends beyond its direct influence on behavioural intention.
Davis (1989) and Venkatesh and Davis (2000) argued that technologies perceived as easier to use are also more
likely to be regarded as useful because users can achieve desired outcomes with less effort. This indirect
relationship has been consistently validated in technology adoption research, demonstrating that reducing the
cognitive effort required to operate a system enhances users' perceptions of its overall usefulness and strengthens
their intention to adopt the technology. Accordingly, perceived ease of use remains a cornerstone of TAM and
continues to explain consumers' acceptance of emerging digital payment technologies.

Recent empirical studies consistently confirm the importance of perceived ease of use in e-wallet adoption. Yang
and Shi (2024) found that perceived ease of use significantly influenced Malaysian youths' intention to adopt e-
wallet applications by improving consumers' confidence in using digital payment systems. Similarly, Foo and
Kaur (2024) reported that users were more willing to adopt e-wallets when the applications were perceived as
intuitive, easy to operate, and capable of simplifying routine financial transactions. More recently, Lim et al.,
(2025) demonstrated that perceived ease of use was a significant determinant of Malaysians' intention to adopt
e-wallets, reinforcing the continuing explanatory power of TAM in digital payment research.

Evidence from recent Malaysian studies further supports this relationship. Chong et al., (2024) demonstrated
that perceived ease of use not only exerted a direct effect on the actual adoption of mobile wallets but also
strengthened perceived usefulness, highlighting the complementary relationship between the two core TAM
constructs. Likewise, Tian et al., (2023) reported that consumers who perceived e-wallet applications as simple
and effortless to use were more likely to develop trust and subsequently demonstrate stronger intentions to
continue using digital payment services. These findings suggest that ease of use contributes not only to initial
adoption but also to sustained consumer engagement by reducing uncertainty and increasing confidence in digital
payment platforms.

Despite the consistently positive relationship reported in the literature, the influence of perceived ease of use
may diminish as users become more experienced with digital technologies. For digitally literate consumers,
particularly Generation Z, ease of use may gradually become an expected characteristic rather than a competitive
advantage. Under such circumstances, consumers may place greater emphasis on complementary attributes,
including security, convenience, rewards, and the broader value proposition offered by e-wallet providers.
Nevertheless, researchers continue to argue that an intuitive and user-friendly interface remains a prerequisite
for reducing adoption barriers, particularly among first-time users and individuals with varying levels of digital
competence (Lim et al., 2025).

In Malaysia, increasing smartphone penetration, widespread digital literacy, and continuous improvements in
mobile application design have contributed to the growing acceptance of e-wallet services. Major providers such
as Touch 'n Go eWallet, Boost, GrabPay, and ShopeePay have invested substantially in enhancing user
experience by simplifying registration procedures, improving interface design, and enabling seamless payment
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processes across diverse merchant networks. These developments are particularly relevant to Generation Z, who
expect digital technologies to be intuitive, efficient, and accessible. Therefore, consumers who perceive e-wallet
applications as easy to use are more likely to recognise their practical benefits and develop favourable intentions
towards adopting digital payment services.

Based on the foregoing discussion, perceived ease of use is expected to positively influence e-wallet adoption
among Malaysian Generation Z. Therefore, the following hypothesis is proposed:

H5: Perceived ease of use has a positive and significant effect on e-wallet adoption among Generation Z in
Malaysia.

Summary of Literature Review and Research Framework

The preceding review demonstrates that the Technology Acceptance Model (TAM) remains one of the most
robust theoretical frameworks for explaining consumers' adoption of digital payment technologies. Although the
original TAM emphasises perceived usefulness and perceived ease of use as the principal determinants of
technology acceptance (Davis, 1989), recent FinTech literature suggests that consumers' behavioural intentions
are also shaped by marketing-related and contextual factors, particularly convenience, security, and reward
(Yang & Shi, 2024; Foo & Kaur, 2024). Consequently, extending TAM by incorporating these external
determinants provides a more comprehensive understanding of consumer decision-making within contemporary
digital payment environments.

The literature further indicates that each of the proposed determinants contributes differently to consumers'
adoption decisions. Convenience reduces the effort and time required to complete financial transactions, while
security enhances consumers' confidence by mitigating perceived risks associated with digital payments. Reward
programmes increase consumers' perceived value through promotional incentives, whereas perceived usefulness
and perceived ease of use represent the two fundamental cognitive beliefs that directly influence behavioural
intention according to TAM. Collectively, these determinants provide complementary explanations of why
consumers decide to adopt and continuously use e-wallet services.

Drawing upon the theoretical arguments and empirical evidence presented in the preceding sections, this study
proposes a conceptual framework comprising five direct relationships between the independent variables of
convenience, security, reward, perceived usefulness, and perceived ease of use, and the dependent variable, e-
wallet adoption. Figure 1 illustrates the proposed research framework, while the five hypotheses (H1-H5)
represent the relationships to be empirically examined using quantitative analysis. By integrating technological
and marketing-related determinants within a single theoretical model, this study seeks to extend the application
of TAM and provide a more comprehensive explanation of e-wallet adoption among Malaysian Generation Z.

Figure 1. The Research Framework

Independent Variables

Perceived Usefulness

! (PU)

H
H Perceived Ease of Use
E (PEOU) Dependent Variable
E Convenience E-wallet Adoption
i (CON) (EWA)
E Security
! (SEC)
'
'
E Reward
: (REW)
'
___________________________________

Note. PU Perceived Usefulness; PEOU Perceived Ease of Use; CON = Convenience;

SEC = Security; REW = Reward; EWA = E-wallet Adoption.
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METHODOLOGY
Research Design

This study employed a quantitative research approach to examine the factors influencing e-wallet adoption
among Generation Z in Malaysia. A cross-sectional survey design was adopted because it enables researchers to
collect data from a large number of respondents at a single point in time while facilitating the empirical
examination of relationships among multiple variables. Quantitative methods are particularly appropriate for
testing theoretically derived hypotheses, estimating causal relationships, and producing findings that can be
generalised to the target population (Creswell & Creswell, 2023).

The conceptual model developed in this study is grounded in the Technology Acceptance Model (TAM), with
convenience, security, reward, perceived usefulness, and perceived ease of use specified as the independent
variables and e-wallet adoption as the dependent variable. Based on this theoretical framework, five research
hypotheses were formulated and subsequently tested using inferential statistical techniques. A structured
questionnaire was employed as the primary data collection instrument because it provides a systematic and
efficient means of measuring respondents’ perceptions and behavioural intentions while ensuring consistency
across observations.

The unit of analysis comprised individual Generation Z consumers residing in Malaysia who had prior
experience with, or knowledge of, e-wallet applications. Since the objective of the study was to examine
consumers' behavioural intentions towards digital payment technologies, individual respondents were
considered the most appropriate source of empirical data. The research adopted a deductive approach in which
hypotheses derived from existing theory and prior empirical findings were evaluated using quantitative data.
This approach is consistent with previous studies investigating technology adoption within the FinTech and
digital payment literature (Hair et al., 2015; Sekaran & Bougie, 2022).

Population and Sampling

The target population of this study comprised Generation Z consumers in Malaysia, defined as individuals born
between 1997 and 2012. This cohort was selected because Generation Z represents one of the most digitally
connected consumer segments, characterised by extensive smartphone usage, high internet accessibility, and
frequent engagement with digital payment technologies. As digital natives, they are more likely to adopt
innovative financial services, including e-wallet applications, making them an appropriate population for
investigating technology adoption behaviour within the Malaysian digital payment ecosystem (Foo & Kaur,
2024).

A non-probability purposive sampling technique was employed to recruit respondents who satisfied the study's
inclusion criteria. Specifically, participants were required to be Malaysian Generation Z consumers who had
prior experience with, or knowledge of, e-wallet services such as Touch 'n Go eWallet, Boost, GrabPay,
ShopeePay, or other similar digital payment platforms. Purposive sampling was considered appropriate because
it enables researchers to obtain information from respondents who possess relevant knowledge and experience
regarding the phenomenon under investigation (Sekaran & Bougie, 2022).

Following the recommendation of Hair et al., (2015), an adequate sample size is essential to ensure statistical
power and reliable parameter estimation. A total of 367 valid responses were obtained and retained for analysis
after data screening. This sample size exceeds the minimum requirements for multivariate statistical analysis
and is considered sufficient for testing the proposed research model. Furthermore, similar sample sizes have
frequently been reported in recent studies examining digital payment adoption and consumer behaviour within
FinTech research, supporting the adequacy of the present study (Hair et al., 2015).
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Data Collection Procedure

Primary data were collected using a structured self-administered online questionnaire distributed through various
digital platforms, including social media networks and online communication channels commonly used by
Generation Z. Online data collection was considered appropriate because the target respondents are highly
familiar with digital technologies and frequently interact within online environments. This approach also enabled
efficient data collection from geographically diverse respondents while reducing administrative costs and
improving response rates. Prior to the main survey, the questionnaire was reviewed to ensure clarity, content
validity, and suitability for the target population. Participation in the survey was entirely voluntary, and
respondents were informed of the study's purpose before completing the questionnaire. To ensure ethical
compliance, respondents' anonymity and confidentiality were maintained throughout the research process, and
all responses were analysed in aggregate form for academic purposes only. After the data collection period, the
completed questionnaires were screened for missing values, duplicate responses, and response inconsistencies.
Only complete and valid questionnaires were retained for subsequent statistical analysis, resulting in 367 usable
responses.

Data Analysis

The collected data were analysed using IBM Statistical Package for the Social Sciences (SPSS) Version 29. Prior
to hypothesis testing, the dataset was screened for incomplete responses, missing values, duplicate entries, and
potential outliers to ensure data quality and analytical accuracy. Descriptive statistics were first computed to
summarise respondents' demographic characteristics and the distribution of the study variables.

Because this study employed a single-source, self-administered questionnaire and a cross-sectional research
design, common method bias (CMB) was assessed prior to hypothesis testing. Harman's single-factor test was
performed using an unrotated exploratory factor analysis to determine whether a single latent factor accounted
for the majority of the covariance among the measurement items. The results indicated that the first unrotated
factor explained 38.6% of the total variance, which is below the recommended threshold of 50% (Podsakoff et
al., 2024). Therefore, common method bias is unlikely to pose a serious threat to the validity of the findings, and
the data were considered appropriate for subsequent statistical analyses.

The reliability and validity of the measurement scales were subsequently assessed using Cronbach's alpha,
exploratory factor analysis (EFA), and Pearson correlation analysis. Cronbach's alpha values exceeding the
recommended threshold of 0.70 indicated satisfactory internal consistency of the measurement instruments (Hair
et al., 2015). Exploratory factor analysis was conducted to examine the underlying factor structure of the
measurement items, while Pearson correlation coefficients were calculated to assess the strength and direction
of the relationships among the study variables.

To test the proposed hypotheses, multiple linear regression analysis was employed. This technique was
considered appropriate because it enables the simultaneous examination of the effects of multiple independent
variables on a single dependent variable while estimating the relative contribution of each predictor. The
statistical significance of the proposed relationships was evaluated using standardized regression coefficients
(B), t-values, and p-values, with statistical significance determined at the 0.05 level. In addition, the coefficient
of determination (R%) was used to evaluate the proportion of variance in e-wallet adoption explained by the
proposed research model.

RESULTS AND FINDINGS

Demographic Characteristics

Table 1 summarises the demographic characteristics of the 367 respondents who participated in this study.
Female respondents constituted a slightly larger proportion of the sample (53.4%) than males (46.6%). Most
respondents were aged between 21 and 23 years (40.3%), followed by those aged 18-20 years (26.2%), reflecting
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the targeted Generation Z population. Regarding monthly income, the largest group reported earnings between
RM2,001 and RM4,000 (38.4%), while 37.3% earned below RM2,000. In terms of e-wallet usage behaviour,
the majority of respondents reported using e-wallets frequently, with 39.5% indicating daily usage and 37.6%
using e-wallets several times per week. These demographic characteristics indicate that the sample comprises
digitally active Generation Z consumers who are well positioned to evaluate the factors influencing e-wallet
adoption.

Table 1. Respondent Demographic Profile (N=367)

Demographic Characteristic Category Frequency (n) Percentage (%)
Gender Male 171 46.6
Female 196 534
Age (Years) 18-20 96 26.2
21-23 148 40.3
24-26 91 24.8
27 years and above 32 8.7
Monthly Income Below RM2,000 137 37.3
RM2,001-RM4,000 141 38.4
Above RM4,000 89 24.3
Frequency of E-wallet Usage Daily 145 39.5
Several times per week 138 37.6
Weekly 58 15.8
Occasionally 26 7.1

Reliability Analysis

Table 2 presents the reliability assessment of the measurement scales using Cronbach's alpha. All constructs
exceeded the recommended threshold of 0.70, demonstrating satisfactory internal consistency and reliability.
Specifically, Perceived Ease of Use recorded the highest reliability coefficient (o = 0.921), followed by Reward
(a = 0.907), Perceived Usefulness (o = 0.876), Security (a = 0.862), E-wallet Adoption (a0 = 0.844), and
Convenience (a = 0.805). These findings indicate that all measurement scales possess excellent internal
consistency and are appropriate for subsequent statistical analyses.

Table 2. Reliability Analysis

Cronbach Alpha
No. Variable Pilot Data Actual Data Result of Reliability
1. E-wallet Adoption (EWA) 0.849 0.844 Excellent
2. Convenience (CV) 0.891 0.805 Excellent
3. Security (SC) 0.713 0.862 Excellent
4, Reward (RW) 0.880 0.907 Excellent
5. Perceived Usefulness (PU) 0.920 0.876 Excellent
6. Perceived Ease of Use (PEOU) 0.900 0.921 Excellent

Pearson Correlation Analysis

Table 3 presents the Pearson correlation coefficients among the study variables. The results indicate that all
independent variables were positively and significantly correlated with e-wallet adoption (p < 0.01), suggesting
that higher levels of convenience, security, reward, perceived usefulness, and perceived ease of use are associated
with stronger intentions to adopt e-wallet services. Among the independent variables, Perceived Usefulness
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demonstrated the strongest positive association with e-wallet adoption, followed by Convenience, Perceived
Ease of Use, Security, and Reward. The correlation coefficients were below the threshold commonly associated
with severe multicollinearity, indicating that the constructs are related yet conceptually distinct.

Table 3. Pearson Correlation Matrix

Variable EWA Ccv SC RW PU PEOU
EWA 1.000 812%* 764%* 720%* B72%* B11%**
Ccv B12%* 1.000 814%* .682%* 790%* 740%*
SC 764** 814#* 1.000 795%* 755%* JT25%*
RW J120%* 6827%* 795%* 1.000 11 .684**
PU B72%* 790%* 755%* 11 1.000 887**

As presented in Table 3, all independent variables exhibited positive and statistically significant correlations
with e-wallet adoption (p < 0.01). Perceived usefulness demonstrated the strongest correlation with e-wallet
adoption (r = 0.872), followed by convenience (r = 0.812), perceived ease of use (r = 0.811), security (r = 0.764),
and reward (r = 0.720). These coefficients indicate strong positive associations while remaining below levels
generally considered indicative of severe multicollinearity. Overall, the findings provide preliminary evidence
supporting the proposed relationships among the study variables prior to multiple regression analysis.

Multiple Regression Analysis

Table 4 summarizes the overall performance of the multiple regression model. The model produced a correlation
coefficient of R =0.900, indicating a strong relationship between the independent variables and e-wallet adoption
(EWA). The coefficient of determination (R? = 0.811) indicates that approximately 81.1% of the variance in e-
wallet adoption is explained by convenience, security, reward, perceived usefulness, and perceived ease of use.
The adjusted R? value of 0.808 further confirms the robustness of the proposed model after accounting for the
number of predictors included in the analysis.

Table 4. Model Summary

Model Summary®
Model R R Square Adjusted R Square Std. Error of the Estimate
1 .900° 811 .808 .32034
a. Predictors: (Constant), CV. SC, RW, PU, PEOU
b. Dependent variable: EWA

ANOVA

The analysis of variance (ANOVA) results presented in Table 5 indicate that the overall regression model is
statistically significant (F = 309.104, p < 0.001). This finding demonstrates that the independent variables
collectively provide a significant explanation of variation in e-wallet adoption and confirms the overall suitability
of the proposed regression model for hypothesis testing.

Table 5. ANOVA Results

ANOVA?
Model Sum of Squares Df Mean Square F Sig.
1 Regression 158.594 5 31.719 309.104 .000°
Residual 37.044 361 103
Total 195.639 366
a. Dependent variable: EWA
b. Predictors: (Constant), CV. SC, RW, PU, PEOU
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Regression Coefficients

Table 6 presents the regression coefficients for the proposed hypotheses. The results indicate that convenience,
security, reward, perceived usefulness, and perceived ease of use each exert positive effects on e-wallet adoption.
The significance levels, standardised regression coefficients (), and t-values provide empirical evidence for
evaluating each proposed hypothesis. Overall, the regression analysis demonstrates that the proposed
determinants significantly explain Malaysian Generation Z's behavioural intention to adopt e-wallet services,
thereby supporting the theoretical framework developed in this study. Based on Table 5, CV and PU appear to
be the most significant variables to predict e-wallet adoption (EWA), as the P-values of CV and PU are 0.000,
which is the lowest among other variables. Besides, RW and PEOU also proved to be important in defining e-
wallet adoption (EWA) as their significance value is less than the 5% alpha value, which the values stand at
0.005. However, SC proved not significant in defining e-wallet adoption (EWA), as their P-values are greater
than the alpha level (0.496 and 0.49, respectively). Overall, there are four independent variables (CV, PU, RW
and PEOU) that are critical in defining the variance of e-wallet adoption (EWA), while there is one independent
variable (SC) that is not critical in defining the variance of e-wallet adoption (EWA). The summary of the results
of the hypotheses is presented in Table 8.

Table 6. The Multiple Regression Analysis (Coefficients)

Coefficients®

Standardized
Coefficients
Unstandardized Coefficients
Model B Std. Error Beta t Sig.
1 (Constant) 174 105 4.656 .002
CcVv 279 .047 .265 5.951 .000
SC .033 .049 .033 .682 496
RW 103 .036 11 2.815 .005
PU 473 .056 476 8.496 .000
PEOU .086 .047 193 2.829 .005
a. Dependent Variable: EWA

To assess multicollinearity, tolerance and Variance Inflation Factor (VIF) statistics were examined. As shown
in Table 7, tolerance values ranged from 0.318 to 0.601, exceeding the recommended threshold of 0.20, while
VIF values ranged from 1.66 to 3.14, well below the conservative threshold of 5.0 (Hair & Alamer, 2022). These
findings indicate that multicollinearity was not a concern despite the relatively high bivariate correlations
observed between Convenience and Security and between Perceived Usefulness and Perceived Ease of Use.

Table 7. Multicollinearity Diagnostics

Variable Tolerance VIF
Convenience (CV) 0.428 2.34
Security (SC) 0.512 1.95

Reward (RW) 0.601 1.66
Perceived Usefulness (PU) 0.318 3.14
Perceived Ease of Use (PEOU) 0.334 2.99
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Table 8. The Results of Hypotheses

Hypothesis Relationship Result
H1 Convenience (CV) — E-wallet Adoption (EWA) Supported
H2 Security (SC) — E-wallet Adoption (EWA) Not Supported
H3 Reward (RW) — E-wallet Adoption (EWA) Supported
H4 Perceived Usefulness (PU) — E-wallet Adoption (EWA) Supported
H5 Perceived Ease of Use (PEOU) — E-wallet Adoption (EWA) Supported

DISCUSSION OF THE RESULTS AND FINDINGS

Overview of the Findings

The present study examined the influence of convenience, security, reward, perceived usefulness, and perceived
ease of use on e-wallet adoption among Generation Z in Malaysia by extending the Technology Acceptance
Model (TAM). The empirical findings demonstrate that four out of five proposed determinants significantly and
positively influence consumers' intention to adopt e-wallet services, thereby providing support for proposed
hypotheses excluding the variable of security. Furthermore, the regression model exhibited strong explanatory
power, accounting for 81.1% of the variance in e-wallet adoption (R? = 0.811), while the overall model was
statistically significant (F = 309.104, p < 0.001). These findings indicate that the proposed research model
effectively explains e-wallet adoption behaviour among Malaysian Generation Z. The findings further suggest
that both technological characteristics and marketing-related attributes contribute to consumers' adoption
decisions. While perceived usefulness and perceived ease of use remain fundamental determinants as proposed
by TAM, convenience, security, and reward also play important complementary roles in influencing consumers'
behavioural intentions. This finding reflects the increasingly competitive digital payment environment, where
consumers evaluate not only the functional performance of e-wallet applications but also the overall value and
experience offered by service providers. Consequently, the study demonstrates that integrating marketing-related
variables with TAM provides a more comprehensive explanation of e-wallet adoption than relying solely on the
original TAM constructs. Overall, the findings support previous FinTech research while providing additional
empirical evidence from the Malaysian context. The results also reinforce the growing consensus that successful
digital payment adoption depends upon a combination of technological efficiency, perceived security,
promotional value, and user convenience, particularly among digitally connected consumers such as Generation
Z

Technological Factors Driving E-wallet Adoption

The present study demonstrates that perceived usefulness and perceived ease of use significantly influence e-
wallet adoption among Malaysian Generation Z, thereby supporting the central propositions of the Technology
Acceptance Model (TAM). These findings indicate that young consumers are more inclined to adopt e-wallet
services when they perceive technology as improving transaction efficiency while remaining effortless to use.
The strong explanatory power of the research model (R? = 0.811) further suggests that the technological
characteristics embedded within TAM continue to provide a robust foundation for explaining digital payment
adoption in contemporary FinTech environments.

The significant influence of perceived usefulness identified in this study is consistent with the fundamental
proposition of the Technology Acceptance Model (TAM), which argues that individuals are more likely to adopt
a technology when they perceive that it enhances their performance and improves task accomplishment (Davis,
1989; Venkatesh & Davis, 2000; Venkatesh et al., 2003). In the context of digital payment systems, perceived
usefulness extends beyond facilitating faster transactions to encompass the ability of e-wallets to support
cashless purchases, real-time payments, bill settlements, peer-to-peer transfers, QR code transactions, and
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financial management experience, thereby strengthening both their intention to adopt and their continued use of
e-wallet applications (Aji et al., 2020; Karim et al., 2020). The present findings are also consistent with empirical
evidence from Malaysia, where perceived usefulness has consistently emerged as one of the strongest
determinants of behavioural intention and actual e-wallet adoption among consumers (Karim et al., 2020). As
Malaysian consumers increasingly embrace digital financial services, the perceived ability of e-wallets to
improve convenience, efficiency, and accessibility has become a critical factor influencing their adoption
decisions (Che Nawi et al., 2022). These findings suggest that consumers are more inclined to adopt e-wallet
technologies when they perceive clear functional advantages over traditional payment methods, thereby
reinforcing the explanatory power of TAM in the Malaysian digital payment context (Davis, 1989; Venkatesh
et al., 2003). The current findings are further supported by recent international evidence demonstrating that
perceived usefulness remains a robust predictor of e-wallet adoption across diverse cultural and technological
settings. For instance, a study among Generation Z and Millennial consumers in the Philippines reported that
perceived usefulness significantly influenced behavioural intention to adopt e-wallets alongside trust and
perceived security (Tatian et al., 2024). Similarly, comparative research conducted in Seoul, South Korea, and
Jakarta, Indonesia found that perceived usefulness exerted a positive and significant influence on users'
continuance intention despite differences in digital infrastructure and technological maturity between the two
metropolitan cities (Rahayu & Kusumastuti, 2025). Comparable findings have also been reported in China,
where perceived usefulness significantly enhanced consumers' intention to adopt mobile payment platforms,
confirming its central role within technology acceptance frameworks (Liébana-Cabanillas et al., 2017; Wang et
al., 2023). Collectively, these studies demonstrate that consumers consistently prioritise digital payment
technologies capable of delivering tangible functional benefits, improving transaction efficiency, and creating
practical value in their daily financial activities regardless of geographical context (Oliveira et al., 2016;
Venkatesh et al., 2012). Therefore, the present findings further reinforce the enduring relevance of perceived
usefulness as one of the most influential determinants of e-wallet adoption and continuance intention across both
developed and emerging digital economies.

From another perspective, the findings also demonstrate that perceived ease of use remains a significant
determinant of e-wallet adoption, supporting the Technology Acceptance Model (TAM), which posits that
individuals are more likely to adopt technologies that are simple to understand, require minimal effort, and are
easy to operate (Davis, 1989; Venkatesh & Davis, 2000). In this study, respondents perceived intuitive interfaces,
straightforward registration procedures, and seamless transaction processes as key characteristics that enhanced
their willingness to adopt e-wallet services. These findings are consistent with previous studies in Malaysia,
which reported that perceived ease of use positively influences both behavioural intention and perceived
usefulness, thereby encouraging greater adoption of mobile payment technologies (Kim et al., 2010; Karim et
al., 2022). Similar evidence has also been reported internationally, where ease of use has consistently emerged
as a significant predictor of e-wallet acceptance in countries such as Indonesia, China, and the Philippines
(Oliveira et al., 2016; Liébana-Cabanillas et al., 2017). For Generation Z consumers, however, ease of use
extends beyond facilitating initial technology adoption. Having grown up in a highly digital environment, this
generation expects digital payment applications to deliver fast, intuitive, and frictionless user experiences.
Consequently, cumbersome registration procedures, complicated navigation, or slow system performance are
likely to discourage continued usage. Therefore, the present findings suggest that perceived ease of use
contributes not only to initial adoption but also to sustained engagement with e-wallet services by enhancing the
overall user experience, a conclusion that aligns with recent studies on digital payment continuance behaviour
(Venkatesh et al., 2012; Liébana-Cabanillas et al., 2017).

Marketing-related Factors Driving E-wallet Adoption

Beyond the technological determinants proposed by the Technology Acceptance Model (TAM), the present
study demonstrates that convenience and reward significantly influence e-wallet adoption among Malaysian
Generation Z. These findings suggest that consumers' decisions to adopt digital payment technologies are not
determined solely by their perceptions of usefulness and ease of use, but are also shaped by marketing-related
attributes that enhance the overall customer experience. As digital payment markets become increasingly
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competitive, consumers evaluate e-wallet services based not only on their technical functionality but also on the
value, confidence, and convenience they provide throughout the consumption process. This finding supports the
growing argument that technology adoption in contemporary FinTech environments should be viewed as an
integration of technological acceptance and customer value creation rather than as a purely technology-driven
phenomenon.

The significant influence of convenience indicates that consumers prefer payment technologies that simplify
financial transactions and minimize the time and effort required to complete routine payment activities. E-wallet
applications enable users to conduct transactions at any time and place through mobile devices, thereby
eliminating many of the limitations associated with conventional payment methods. The present finding is
consistent with recent studies conducted in Malaysia, Indonesia, Singapore, and China, which consistently
identify convenience as one of the strongest determinants of digital payment adoption because it improves
transaction efficiency and enhances consumers' overall payment experience (Foo & Kaur, 2024; Jamaludin et
al., 2024; Yan et al., 2024). Recent international studies likewise report that perceived convenience remains a
major driver of mobile wallet usage, particularly among younger consumers who increasingly expect financial
services to be accessible, seamless, and integrated into their digital lifestyles. These findings indicate that
convenience has evolved from being a desirable service attributed to becoming an essential expectation within
digital payment ecosystems.

The findings also demonstrate that Security does not exert a significant positive influence on e-wallet adoption.
One plausible explanation is that security has evolved into a basic service expectation rather than a distinctive
factor influencing users' behavioural intentions (Venkatesh et al., 2012). As most e-wallet providers now employ
advanced security mechanisms, including encryption, biometric authentication, tokenization, and multi-factor
authentication, users generally perceive these features as standard requirements rather than additional benefits
(Slade et al., 2015). Consequently, consumers tend to evaluate e-wallet services based on their functional
advantages, such as perceived usefulness, ease of use, convenience, transaction efficiency, and accessibility,
instead of security alone (Davis, 1989; Oliveira et al., 2016). This finding is also consistent with the hygiene
factor perspective, whereby security is regarded as a prerequisite for preventing dissatisfaction but is insufficient
to motivate adoption in the presence of other value-enhancing attributes (Herzberg, 1968). Empirical evidence
likewise supports this conclusion. For example, Slade et al., (2015) reported that trust-related concerns become
less influential as mobile payment technologies mature, while recent Malaysian research by Qi et al., (2025)
found that perceived security did not significantly predict e-wallet adoption intention after accounting for
perceived usefulness and ease of use, indicating that users prioritize utilitarian benefits once an acceptable level
of security and trust has been established.

Another important finding concerns the positive effect of reward on e-wallet adoption. Reward programmes,
including cashback offers, loyalty points, promotional discounts, merchant vouchers, and referral incentives,
have become important competitive strategies employed by e-wallet providers to attract and retain users. The
present findings suggest that Generation Z consumers are highly responsive to these value-added incentives
because they enhance the perceived economic benefits associated with e-wallet usage. Similar findings have
been reported by Ps and Doshi, (2025), who concluded that promotional incentives significantly increase
consumers' intention to adopt digital payment services by improving perceived value and encouraging repeated
usage. Likewise, studies from Indonesia, Thailand, and Singapore indicate that reward-based marketing
campaigns stimulate initial adoption and increase transaction frequency by creating additional financial value
beyond the core payment function. These findings highlight the strategic importance of promotional incentives
in influencing consumer behaviour within highly competitive FinTech markets.

Although convenience and reward each demonstrated significant positive effects on e-wallet adoption, the
present findings suggest that these determinants should not be considered independently. Rather, they operate
as complementary dimensions of the consumer experience that collectively influence adoption decisions. For
example, a highly convenient application may fail to attract users if consumers perceive security risks, while a
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unlikely to sustain long-term usage unless supported by reliable security features and convenient transaction
processes. This interaction among marketing-related determinants supports recent arguments that consumer
adoption of digital financial technologies is multidimensional and cannot be adequately explained by
technological characteristics alone.

The findings also generate several practical implications for industry practitioners. E-wallet providers should
continue investing in intuitive application design and efficient payment infrastructure while simultaneously
strengthening cybersecurity measures and developing attractive customer reward programmes. Financial
institutions should prioritise advanced authentication technologies, real-time fraud detection, and transparent
privacy policies to reinforce consumer confidence. At the same time, marketers should design personalised
promotional campaigns, loyalty programmes, and merchant partnerships that create sustainable customer value
beyond short-term discounts. Given the purchasing behaviour and digital expectations of Generation Z,
integrating convenience, security, and reward into a cohesive customer experience is likely to improve adoption,
encourage continued usage, and strengthen long-term customer loyalty within Malaysia's rapidly expanding
digital payment ecosystem.

Theoretical Contributions

From a theoretical perspective, the findings reaffirm the enduring relevance of the Technology Acceptance
Model (TAM) in explaining e-wallet adoption within contemporary digital payment environments. The
significant effects of perceived usefulness and perceived ease of use support the fundamental propositions of
TAM that consumers adopt technologies based on their functional value and ease of operation (Davis, 1989;
Venkatesh & Davis, 2000). Furthermore, the model's strong explanatory power suggests that integrating TAM
with marketing-related factors provides a more comprehensive understanding of consumer behaviour in FinTech
contexts, consistent with recent studies advocating the extension of technology adoption models to reflect
evolving digital financial ecosystems (Venkatesh et al., 2012; Liébana-Cabanillas et al., 2017; Oliveira et al.,
2016).

Furthermore, the present study makes several important theoretical contributions to the literature on technology
adoption, digital marketing, and financial technology (FinTech). First, the findings provide further empirical
support for the continuing applicability of the Technology Acceptance Model (TAM) in explaining consumers'
adoption of emerging digital payment technologies. Although TAM has been widely employed to investigate
technology acceptance since its introduction by Davis (1989), the rapid evolution of digital financial services
has prompted researchers to question whether the model remains sufficiently comprehensive to explain
contemporary consumer behaviour (Venkatesh & Davis, 2000; Leong et al., 2026). The present findings
demonstrate that the core TAM constructs of perceived usefulness and perceived ease of use, continue to exert
significant positive effects on e-wallet adoption among Malaysian Generation Z, reaffirming the model's
robustness within a rapidly evolving FinTech environment.

Second, this study extends the explanatory capability of TAM by integrating marketing-related determinants,
namely convenience, security, and reward, into the original theoretical framework. While previous e-wallet
studies have primarily emphasised technological characteristics, the present findings indicate that consumers'
adoption decisions are also substantially influenced by experiential and value-based considerations. This
extension responds to recent scholarly calls for technology adoption models that incorporate both technological
and contextual determinants to better reflect consumers' decision-making processes within digital service
ecosystems (Chotisarn & Phuthong, 2025; Medel, 2025; De Fano et al., 2026). The significant effects observed
for convenience and reward suggest that technology acceptance is increasingly shaped by the overall customer
value proposition rather than by technological functionality alone.

Third, the study contributes to the growing body of FinTech literature by providing empirical evidence from
Malaysia, one of Southeast Asia's fastest-growing digital payment markets. Although previous studies have
investigated e-wallet adoption in countries such as China, India, Indonesia, and South Korea, comparatively
fewer studies have simultaneously examined technological and marketing-related determinants among
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Malaysian Generation Z, despite this demographic representing one of the largest and most active user segments
of digital payment technologies (Jamaludin et al., 2024; Foo & Kaur, 2024). By focusing on this context, the
study contributes additional evidence regarding the applicability of technology adoption theories within
emerging digital economies.

Fourth, the findings contribute to the broader digital marketing literature by demonstrating that promotional and
experiential attributes continue to influence consumers' technology adoption decisions even after accounting for
the core constructs of TAM. In particular, the significant influence of reward highlights the importance of value
creation strategies, including cashback programmes, loyalty rewards, promotional discounts, and merchant
incentives, in encouraging digital payment adoption. Likewise, the significant effects of convenience suggest
that consumers evaluate e-wallet services not only in terms of technological performance but also based on the
quality, reliability, and overall experience provided by service providers. These findings support the growing
view that digital marketing and technology adoption should be examined as complementary rather than
independent research domains (Lemon & Verhoef, 2016; Verhoef et al., 2021).

Lastly, the strong explanatory power of the proposed model (R? = 0.811) demonstrates that integrating
technological beliefs with marketing-related determinants substantially improves the understanding of
consumers' behavioural intentions towards e-wallet adoption. Rather than positioning TAM as a stand-alone
explanatory model, the present study illustrates that its predictive capability can be enhanced through the
incorporation of contemporary consumer-oriented variables that reflect current developments in digital
commerce and FinTech. Consequently, this study contributes to the ongoing refinement of technology adoption
theory by offering an integrated framework that is both theoretically grounded and practically relevant to modern
digital payment ecosystems.

Practical Implications

The findings of this study offer several practical implications for e-wallet providers, financial institutions, digital
marketers, merchants, and policymakers seeking to accelerate the adoption of digital payment technologies
among Generation Z in Malaysia. As the empirical results demonstrate that convenience, reward, perceived
usefulness, and perceived ease of use significantly influence e-wallet adoption, organisations should adopt an
integrated strategy that simultaneously enhances technological performance and customer value. Rather than
competing solely through pricing or promotional campaigns, service providers should focus on delivering a
secure, user-friendly, and value-driven digital payment experience that aligns with the expectations of digitally
connected consumers. For e-wallet providers, including Touch 'n Go eWallet, Boost, GrabPay, and ShopeePay,
the findings emphasise the importance of continuous innovation in application functionality and user experience.
Providers should simplify registration procedures, reduce transaction complexity, improve payment processing
speed, and ensure seamless interoperability across online and offline merchant networks. In addition, integrating
complementary financial services, such as digital budgeting tools, spending analytics, bill payment services, and
personal financial management features, can enhance consumers' perceptions of usefulness while encouraging
continued engagement with e-wallet platforms. Given the rapid evolution of digital payment technologies,
investment in user-centred application design should be regarded as a long-term competitive strategy rather than
merely a technical enhancement. The findings also demonstrate that reward programmes remain an effective
marketing strategy for encouraging e-wallet adoption among Generation Z. Digital marketers should therefore
develop personalised promotional campaigns based on consumers' spending behaviour and transaction
preferences rather than relying exclusively on generic cashback promotions. Loyalty programmes, merchant
partnerships, gamification features, digital vouchers, and referral incentives can provide additional value that
encourages both initial adoption and continued usage. However, organisations should avoid excessive
dependence on short-term promotional incentives. Instead, reward strategies should complement service quality,
convenience, and security to build sustainable customer relationships and long-term loyalty.

For merchants and business organisations, the findings suggest that wider acceptance of e-wallet payments can
improve customer convenience and contribute to a more seamless purchasing experience. Retailers should
continue expanding contactless payment acceptance while integrating e-wallet services into both physical and
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digital sales channels. Collaboration between merchants and e-wallet providers through exclusive promotional
campaigns, membership rewards, and targeted discounts may further stimulate consumer engagement while
increasing transaction frequency. Such partnerships can generate mutual benefits by strengthening customer
retention and supporting the broader development of Malaysia's digital payment ecosystem.

The findings further provide important implications for policymakers and regulatory authorities, particularly
Bank Negara Malaysia and agencies responsible for digital economy development. Continued investment in
secure digital payment infrastructure, cybersecurity governance, financial literacy programmes, and consumer
protection initiatives will be essential for sustaining public confidence in digital financial services. Policymakers
should also encourage collaboration among financial institutions, FinTech providers, technology companies,
and merchants to develop interoperable payment systems that improve accessibility and reduce transaction
barriers. Furthermore, educational initiatives promoting digital financial literacy among younger consumers can
strengthen awareness of secure digital payment practices while supporting the government's broader objective
of advancing a sustainable cashless economy.

From a managerial perspective, the findings suggest that e-wallet providers should prioritise continuous
improvements in application usability and functionality. Enhancing transaction speed, simplifying interface
design, reducing the number of steps required to complete payments, and integrating additional financial services
into a single application are likely to strengthen consumers' perceptions of usefulness while maintaining high
levels of ease of use. Such improvements are particularly important for attracting and retaining Generation Z
users, whose expectations regarding digital service quality continue to evolve rapidly. Consequently,
investments in user-centred application design should be regarded not merely as technical enhancements but as
strategic initiatives capable of strengthening customer satisfaction, increasing adoption rates, and sustaining
long-term competitiveness within Malaysia's expanding digital payment ecosystem (Zainuddin et al., 2025).

Finally, the present findings provide strategic guidance for organisations seeking to engage Generation Z, a
demographic that is expected to become the dominant consumer segment within Malaysia's digital economy.
Unlike previous generations, Generation Z values technologies that are intuitive, efficient, secure, and capable
of delivering personalised experiences. Consequently, organisations should design digital payment strategies
that integrate technological excellence with customer-oriented marketing initiatives. By simultaneously
enhancing convenience, security, reward, perceived usefulness, and perceived ease of use, organisations will be
better positioned to strengthen customer satisfaction, encourage continued adoption, and achieve sustainable
competitive advantage within the rapidly evolving FinTech landscape (Zainuddin et al., 2025).

CONCLUSION

The rapid expansion of digital financial services has transformed consumer payment behaviour, making e-wallets
an increasingly important component of contemporary payment ecosystems. Against this backdrop, the present
study examined the influence of convenience, security, reward, perceived usefulness, and perceived ease of use
on e-wallet adoption among Generation Z in Malaysia using the Technology Acceptance Model (TAM) as the
underlying theoretical framework. By integrating both technological and marketing-related determinants, the
study sought to provide a more comprehensive understanding of consumers' behavioural intentions towards
adopting digital payment technologies. In conclusion, this study demonstrates that the successful e-wallet
adoption services depend on the combined influence of technological capability and customer-oriented value
creation. As digital payment technologies continue to evolve through advances in artificial intelligence, digital
ecosystems, and financial innovation, understanding consumers' adoption behaviour will remain essential for
researchers, practitioners, and policymakers. The integrated framework proposed in this study provides a
valuable foundation for future investigations while offering practical guidance for organisations seeking to
strengthen consumer acceptance and promote sustainable digital payment ecosystems in Malaysia and beyond.

Limitations And Future Research
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This study has several limitations that should be acknowledged. First, the use of purposive non-probability
sampling limits the generalisability of the findings beyond Malaysian Generation Z consumers. Future studies
should employ probability sampling techniques across more diverse demographic groups. Second, all variables
were measured using self-reported questionnaires, which may introduce common method bias and social
desirability bias despite statistical assessments suggesting that common method variance was not a serious
concern. Third, the cross-sectional design captures respondents’ perceptions at a single point in time and
therefore does not permit causal inference or examination of changes in adoption behaviour over time. Future
research could adopt longitudinal designs to investigate how consumers' perceptions evolve as digital payment
technologies mature.
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