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Abstract 

This study examines the determinants of behavioral intention to use Touch n Go e-wallet. The 

survey was completed by two hundred and fifty respondents measuring six variables, which 

includes behavioral intention (BI), perceived usefulness (PU), perceived ease of use (PEOU), 

subjective norm (SN), perceived trust (PT) and perceived risk and security (PRS). Partial 

Least Squares Structural Equation Modelling (PLS-SEM) was used as the main technique for 

data analysis. The results of this study showed that all constructs were significant in 

explaining behavioral intention to use e-wallets, except perceived risk and security. This 

study provides an opportunity to explore the effectiveness of providing a better experience 

and convenience of e-wallet services in the Malaysian context. 

Keywords: Technology Acceptance Model (TAM), Touch n Go e-wallet, behavioural 

intention 

1. Introduction 

Electronic payments have continued to grow in recent years due to the growing popularity of 

internet-based banking and e-commerce platforms. E-wallets also contribute to the rapid 
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growth of e-commerce by providing a new payment method that replaces the role of a 

traditional wallet (Shin, 2009). An e-wallet facilitates, enables, and verifies conventional 

transactions involving financial value and the exchange of goods and services through a 

modern mobile platform (Truc, 2024). It’s widely recognized that e-wallets are increasingly 

replacing traditional banking methods, such as automated teller machines (ATMs) and credit 

cards. Users can use their e-wallets to pay their utility bills, cinema tickets, and parking fees 

at their leisure (Pham & Ho, 2015). The trend towards mobile technology is an important key 

to continuing to support and share economic activities. E-wallet is one of the technologically 

focused commercial organizations that has the potential to influence the landscape of 

monetary services in the twentieth century and beyond. As such, mobile payment systems 

play a significant role even in their nascent stages in Malaysia (Aldridge, 2013). 

Most Malaysians are open to electronic payments, but 74 percent of them still have doubts 

about conducting certain transaction activities through technological devices (Coopers, 2016). 

Ismail (2021) stated that some people may still be hesitant to use digital wallets due to 

security concerns. However, one must be aware that the advantages of digital wallets 

outweigh the disadvantages (Ismail, 2021). This eventually created a technological gap 

between the e-wallet and its consumers. Increasing the adoption of e-wallets is important to 

reduce the circulation of physical currency (Kanimozhi & Kamatchi, 2017). Therefore, more 

awareness and perhaps incentives from service providers are needed to attract more users, not 

only the young and tech-savvy ones (Ismail, 2021). 

This research aims to understand the intention to use the Touch n Go e-wallet from a 

Malaysian perspective. It also aims to identify the factors that influence consumers’ 

acceptance of Touch n Go e-wallet in their daily activities. Therefore, it would be an 

opportunity to explore the efficiency of providing a better experience and convenience to the 

consumers (Devadevan, 2013). The outcomes of this study can also be applied in other 

regions, as long as cultural differences are carefully considered. 

2. Literature Review and Hypotheses Development 

2.1 Technology Acceptance Model (TAM) 

Technology Acceptance Model (TAM) was introduced by Fred Davis in 1989 (Legris et al., 

2003, Holden and Karsh, 2010; Turner et al., 2010). TAM is widely used to identify the 

factors that lead to user acceptance or rejection of a technology (An te al., 2023; Alomary and 

Woollard, 2015). TAM includes perceived ease of use, perceived usefulness, attitude, 

behavioral intention to use and actual use (Wang et al., 2023). Turner et al. (2010) stated that 

TAM predicts the profitability of new technologies that are accepted and adopted within 

groups and organizations. Davis (1989) posited that the higher acceptance of IT was the key 

factor in improving the use of technology, which could be assessed by asking individuals 

about their intention to use IT.  
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2.2 Theory of Reasoned Action (TRA) 

Theory of Reasoned Action (TRA) was developed by Fishbein & Ajzen (1977) to investigate 

individuals intentions to conduct certain behavior. The theory suggests that individuals' 

decisions are primarily influenced by their intention to engage in a specific behavior, which is 

largely shaped by two key factors: (1) their personal attitudes and (2) the subjective norms 

surrounding that behavior (Harb et al., 2024). The TRA structure can predict an individual's 

use of technology through behavioral intention where it is linked to PU and PEOU. 

Venkatesh et.al (2000) mentioned the influence of attitude on the formation of behavioral 

intention was found to be insignificant by further modification of the structure of TAM. 

Based on the TRA, we can claim that an individual's use of technology can be predicted. 

However, by using the TRA structure, we can understand more about technology acceptance. 

2.3 Unified Theory Acceptance and Use of Technology Model (UTAUT) 

Venkatesh et al (2003) developed a unified theory that combines different theories and 

models of technology acceptance, integrating the components of eight technology acceptance 

models. UTAUT has four main determinants of behavioral intention and actual usage, namely 

performance expectancy, effort expectancy, social influence and facilitating conditions. 

UTAUT is widely used to examine technology acceptance across various industries, 

including ChatGPT adoption (Lai et al., 2024), blockchain (Shukla et al., 2024), electric 

vehicle (Alwadain et al., 2024), etc. This model is considered more powerful than other 

technology acceptance models for evaluating technology acceptance (Venkatesh et al., 2003). 

2.4 Behavioral Intention (BI)  

An individual's intention can be described as a course of action that he or she intends to take 

(Zhou, et al., 2010). Ajzen (2006) mentioned that an individual's subjective likelihood of 

achieving a goal within a given time frame is referred to as behavioral intention. It describes 

how an individual will behave in the future (Fishbein, et al., 1977). The e-wallet is a 

relatively new type of payment system that has gained widespread acceptance. 

Perceived ease of use refers to the ease with which a particular device can be used without 

effort (Davis, 1989). It has a positive and important influence on behavioral intentions to use 

technology (Jackson, Chow & Leitch, 1997). Venkatesh et al (2003) found a positive and 

significant relationship between perceived ease of use and behavioral intention to use. 

Similarly, Eze, Ten & Poong (2011) stated that behavioral intention to use an information 

system predicts perceived ease of use. Barry and Jan (2018) discovered that perceived ease of 

use has a positive and important effect on perceived utility and perceived use of behavioral 

intention to use a particular device. Al-Maroof and Al-Emran (2018) studied undergraduate 

students who believe that using web application technology is simple and user-friendly, and 

this perception has a positive impact on perceived utility and behavioral intention. Therefore, 

the extension of TAM highlighted that perceived ease of use has a positive impact on 

perceived usefulness and behavioral intention to use (Venkatesh, et al., 2000). However, the 
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researchers propose the following hypothesis. 

H1: Perceived ease of use (PEOU) will have a significant influence on behavioral intention of 

using e-wallet (BI). 

H2: Perceived ease of use (PEOU) will have a significant influence on perceived usefulness 

(PU). 

The degree to which a person assumes that using a specific information system would 

increase their efficiency is referred to as perceived usefulness (Davis, 1989). This variable is 

the strongest factor in TAM and has a significant impact on BI (Davis, Bagozzi & Warshaw, 

1989). Al-Maroof and Al-Emran (2018) found that there is a significant relationship between 

perceived usefulness and behavioral intention to use a particular technology by using the 

TAM model. Mun and Hwang (2003) mentioned that there is a positive and significant 

relationship between perceived usefulness and behavioral intention. The statement below 

shows the proposed hypothesis. 

H2: Perceived usefulness (PU) will have a significant influence on the behavioral intention of 

using e-wallets (BI). 

When discussing subjective norm factors, there are studies that state that it has a very 

significant influence in today's society. The implication of subjective norms for business is to 

communicate effectively with citizens. It will indicate the benefits of using certain devices. It 

seems that word of mouth (social influence) is very influential on people. Apart from that, it 

will influence the behavioral intention in this sample. If people can see the benefits of using 

an e-wallet, then they can act as promoters for this application. E-wallet will become a status 

symbol among people (Svendsen et al., 2013). It is also important to show consumers that 

using the e-wallet will be easy and does not require any technical knowledge (Khan & 

Alshare, 2015). Hence, the researchers proposed the following hypothesis. 

H3: Subjective norms (SN) will have a significant influence on behavioral intention of using 

e-wallet (BI). 

E-wallets have become increasingly popular due to their ease of use, but there is still a lack of 

knowledge and awareness among the general public, as well as a fear of making transactions 

due to security concerns (Marimuthu and Roseline, 2020). Customers may lack trust in 

information system providers and refuse to make e-payment transactions unless privacy and 

security features are included (Gitau, et al., 2014). Customers with no previous experience of 

technology may be concerned about security. Therefore, the following hypothesis is 

proposed. 

H4: Perceived trust (PT) will have a significant influence on the behavioural intention of 

using e-wallets (BI). 

Cliquet et al. (2015) define privacy as the right of individuals to personally control 
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information relevant to them. It is a crucial function that everyone recognizes. Soodan, et al. 

(2020) highlighted that one of the suggestive factors influencing the use of an e-wallet is 

privacy and protection. A lack of protection and privacy is one of the issues that discourages 

consumers from purchasing products unless they are covered (Milberg, Smith & Burke, 

2000). Paying through an e-wallet without security features could lead to unauthorized access 

to personal data and a lucrative opportunity for cybercriminals to breach the data (Kaur et al., 

2018). Consumers have become much more concerned about privacy and security issues as a 

result of the rapid development of technology (Ahmad et al., 2010). This will result in their 

reluctance to disclose financial information (debit or credit card details) over the Internet and 

e-commerce sites. The researchers proposed the following hypothesis. 

H5: Perceived risk and security (PRS) will have a significant influence on the behavioural 

intention of using e-wallets (BI). 

The representation of the research model is as follows: 

 

Figure 1. Conceptual Model 

This research will answer the following questions: 

1) To what degree that perceived ease of use (PEOU) have a significant influence on 

behavioral intention (BI) of using Touch n Go e-wallet? 

2) To what degree that perceived usefulness (PU) have a significant influence on behavioral 

intention (BI) of using Touch n Go e-wallet? 

3) To what degree that subjective norms (SN) have a significant influence on behavioral 

intention (BI) of using Touch n Go e-wallet? 
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4) To what degree that perceived trust (PT) have a significant influence on behavioral 

intention (BI) of using Touch n Go e-wallet? 

5) To what degree that perceived risk and security (PRS) have significant influence on 

behavioral intention (BI) of using Touch n Go e-wallet? 

6) To what degree that perceived ease of use (PEOU) have a significant influence on 

perceived usefulness (PU)? 

3. Method 

3.1 Measure 

The measures were rewritten to be applicable to all variables in this study regarding e-wallet 

services. The measures of BI and PT were adapted from Leong et al. (2013) research on 

e-wallet transactions. PU was adapted from Liébana-Cabanillas et al. (2015) research, while 

PEOU was measured based on the findings of Upadhyay and Jahanyan (2016). SN was 

adapted from previous research on technology acceptance of e-wallets by Ramos-de-Luna et 

al. (2015). Finally, the PRS scale was adapted from previous e-wallet acceptance studies (see 

Yang et al., 2012; Liébana-Cabanillas et al., 2015). All these measures of 5 constructs were 

scored on a five-point Likert scale, with 1 being “strongly disagree” and 5 being “strongly 

agree”. The survey instruments were reviewed by experts to determine their validity and 

clarity of e-wallet acceptance in Malaysia. The first half of the survey examined the 

demographics of the respondents, while the second half examined their responses to the 

variables provided on technology acceptance of the Touch n Go e-wallet. 

3.2 Participants 

This study collects a sample of residents in Malaysia to gain insights into the technology 

acceptance of the Touch n Go e-wallet within the country. A quantitative research approach 

was adopted to allow for systematic data collection and statistical analysis, which is essential 

for understanding trends and patterns across a larger population. A survey approach was used 

to collect the required information. The questionnaire was chosen as an appropriate 

quantitative data collection tool as it is an effective and inexpensive tool for collecting data 

from large sample sizes (Marshall, 2005). A total of 250 respondents were sampled by the 

researchers consisting of people in Malaysia during 2023. In this study, a total of 72 

respondents (28.8%) were male while 178 respondents (71.2%) were female. A total of 75 

respondents (30%) had less than one year of e-wallet experience, while 74 respondents 

(29.6%) had 1-2 years of experience. A total of 20.4% of respondents have been using 

e-wallets for 3 years or more, which corresponds to 51 respondents. The lowest number of 

respondents using e-wallets for 2-3 years was 50 respondents (20%). 
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4. Data Analysis and Result 

4.1 Assessment of the Measurement Model 

The evaluation of a measurement model in PLS-SEM aims to confirm construct reliability 

(i.e., indicator reliability and internal consistency) as well as validity (i.e., convergent validity 

and discriminant validity). The Heterotrait-Monotrait (HTMT) ratio was used to test 

discriminant validity (Henseler, Ringle, & Sarstedt, 2016). The HTMT ratio criterion 

establishes discriminant validity indicators within the same latent variable using a 

multitrait-multimethod matrix. The HTMT ratio criterion is based on a comparison of average 

correlations of indicators across latent variables measuring different phenomena, and average 

correlations of indicators within the same latent variable. 

The overall analysis shows that all measures of the reflective construct are validated in this 

study (see Table 1). All composite reliability (CR) values are greater than 0.70 and all average 

variance extracted (AVE) values are greater than 0.50, indicating that all constructs are 

internally consistent and have convergent validity. Discriminant validity is good when the 

value is < 0.90 and best when the value is < 0.85. All HTMT values are below the maximum 

criterion of 0.85, while two values are above 0.85 (see Table 2). 

Table 1. Measurement of constructs 

Construct Indicator Notation Outer Loadings 

Behavioral 
Intention 

 
CR = 0.871 

AVE = 0.628 

Given the opportunity, I will continue using a Touch 
n Go E-Wallet. 

BI 1 0.85 

I am likely to continue using a Touch n Go E-Wallet 
in the near future. 

BI 2 0.76 

I am open to continuing using Touch n Go E-Wallet 
in the near future. 

BI 3 0.79 

I intend to continue using Touch n Go E-Wallet 
when the opportunity arises. 

BI 4 0.78 

Perceived 
Usefulness 

 
CR = 0.858 

AVE = 0.603 

The services provide by Touch n Go E-Wallet is 
useful mode of payment 

PU 1 0.80 

Using Touch n Go E-Wallet makes the handling of 
payments easier 

PU 2 0.79 

Touch n Go E-Wallet allows quick use of mobile 
applications (for example, buying tickets, top up 
prepaid for mobile telecommunication, etc.) 

PU 3 0.79 

I believe that the Touch n Go E-Wallet improves my 
consumer decisions (providing flexibility, speed, 
etc.) 

PU 4 0.72 

Perceived Ease 
of Use 

 
CR = 0.888 

AVE = 0.665 

It is easy to become skillful at using Touch n Go 
E-Wallet. 

PEOU 1 0.81 

Interactions with Touch n Go E-Wallet are clear and 
understandable 

PEOU 2 0.81 

It is easy to follow all the steps in order to use Touch 
n Go E-Wallet. 

PEOU 3 0.82 

It is easy to interact with Touch n Go E-Wallet. PEOU 4 0.82 
Subjective 

Norms 
 

CR = 0.882 
AVE = 0.713 

People who are important to me would recommend 
using Touch n Go E-Wallet. 

SN 1 0.85 

People who are important to me think it is a good 
idea to use Touch n Go E-Wallet. 

SN 2 0.85 

People who are important to me view Touch n Go SN 3 0.84 
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E-Wallet as beneficial. 

Perceived of 
Trust 

 
CR = 0.855 

AVE = 0.597 

I would trust my Touch n Go E-Wallet to offer 
secure mobile services for making payment 

PT 1 0.80 

I would trust my mobile phone manufacturer to 
provide a mobile phone which is appropriate for 
conducting Touch n Go E-Wallet services 

PT 2 0.82 

I believe that if an outsider gains access to my Touch 
n Go E-Wallet account, the Touch n Go will take 
complete responsibility for my money 

PT 3 0.69 

Touch n Go E-Wallet is trustworthy. PT 4 0.77 

 
 
 
 

Perceived Risk 
and Security 

 
CR = 0.884 

AVE = 0.560 
 

I would not feel totally safe providing personal 
privacy information over the Touch n Go E-Wallet. 

PRS 1 0.210 

I am worried about using Touch n Go E-Wallet 
because other people may be able to access my 
account. 

PRS 2 0.71 

I would not feel secure sending sensitive information 
across the Touch n Go E-Wallet. 

PRS 3 0.74 

The risk of an unauthorized party intervening in the 
Touch n Go E-Wallet payment process is low 

PRS 4 0.72 

The risk of abuse of usage information (e.g., names 
of business partners, payment amount) is low when 
using Touch n Go E-Wallet. 

PRS 5 0.79 

PRS 6: The risk of abuse of billing information (e.g., 
credit card number, bank account data) is low when 
using Touch n Go E-Wallet. 

PRS 6 0.76 

Tables 2. HTMT Criterion 

 BI PU PEOU SN PT PRS 

BI -      

PU 0.876      

PEOU 0.834 0.884     

SN 0.703 0.758 0.748    

PT 0.714 0.773 0.773 0.747   

PRS 0.321 0.315 0.315 0.370 0.363 - 

4.2 Assessment of Structural Model 

Path coefficients and P values used by the researchers to obtain the structural model result of 

250 cases represent the sample size (see Table 3). In PLS-SEM, the structural model presents 

information about path analysis, explained variance (R2), predictive relevance (Q2), 

standardized root means square residual (SRMR) as well as standardized mean absolute 

residual (SMAR). This study shows that BI is predicted by PU, PEOU, SN, PT and PRS, 

which result in a R² value of 0.549. The R² values for PU is 0.558. The predictive relevance 

of all endogenous constructs is verified because all Q²values are greater than zero. The 

SRMR value is 0.091 while SMAR is 0.074 which is less than the 0.1 threshold level. It can 

be concluded that the study fits the model criterion. Thereby the previous study by Henseler, 

Hubona, & Ray (2016) suggested an acceptable model fit. 
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Table 3. Hypothesis Testing Results 

Relation Path Coefficients Result 

PEOU => BI 0.266*** Supported 

PU => BI 0.348*** Supported 

SN => BI 0.116** Supported 

PT => BI 0.118** Supported 

PRS => BI 0.066 n.s. Not Supported 

PEOU => PU 0.743*** Supported 

Note. n.s. non-significant; *** p<0.01; ** p<0.05. 

5. Discussion 

Previous studies have shown that PU, PEOU, SN, PT and PRS have a significant influence on 

BI (Alwadain et al., 2024; Lai et al., 2024; Shukla et al., 2024). The significance of attitude in 

generating behavioral intention to use an e-wallet is insignificant according to the TAM 

model. These findings support the research of Venkatesh and Davis (1996). The findings 

support the research of Malik, Kumra, and Srivastava (2013), who found that PEOU and PU 

have a significant impact on BI. Subjective norm has been identified as one of the most 

important factors influencing the decision to use an e-wallet. There is a positive relationship 

between trust and behavioral intention when it comes to consumer adoption of new mobile 

technologies. However, the result shows that PRS does not have a significant impact on BI 

among Malaysians. This finding is different from previous studies (Tan and Teo, 2000; 

Polatoglu and Ekin, 2001; Black & William, 2009; Howcroft et al., 2002) which highlighted 

the need for security and privacy in e-wallet. This demonstrates that Malaysians have 

sufficiently understood and adapted to the digital environment to eliminate these variables 

when conducting transactions. As a result, the findings supported the majority of the 

hypothesized relationships.  

5.1 Theoretical Contribution of Study 

The empirical contributions in this study focus on the effect of a moderator or mediator on 

the nature of the relationship between two constructs. Behavioral intention becomes the 

mediator that helps to explain the significant influence of perceived usefulness, perceived 

ease of use and subjective norms, perceived trust and perceived risk and security in using 

e-wallet services. Perceived usefulness also mediates the impact of perceived ease of use on 

e-wallet adoption. In this study, perceived usefulness and behavioral intention are categorized 

as endogenous variables.  
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5.2 Implication of Application  

An e-wallet allows the user to pay quickly and easily when shopping in-store or online. Many 

stores in this country already offer e-wallet services to consumers. The use of e-wallet is 

growing in popularity due to the convenience services and greater flexibility in payment 

options. Malaysians are more than ready to embrace e-wallet technology. Consumers who use 

these services can save time and increase productivity by using e-wallets. Based on the 

survey conducted in this study, it was revealed that 74% of 18–24-year-olds use e-wallet to 

make payments. This suggests that the next generation of mobile wallet providers will have a 

built-in customer base. Young people are already seeing the benefits of mobile wallets and 

using them as their preferred payment method. Malaysia will become a cashless society in 

five years as rural areas become more urbanized and more young people want to make 

transactions through electronic payments, with 70% of Malaysians living in cities preferring 

to pay through digital platforms rather than cash (Kaur, 2018). Thus, electronic payments will 

replace traditional payments in the future. 

5.3 Limitation and Future Research 

There are a few limitations in this research. First, this study investigated the significant effect 

on behavioral intention to use e-wallet services. Future research could try to include the 

affective (or emotional) components of motivational factors to have a better understanding of 

usage intentions. Another limitation arises from the convenient sampling method. As a result, 

our findings may not apply to the whole population. Future research may also focus on 

respondents who use e-wallets, as they are more familiar with e-wallets to conduct the survey. 

As a result, there is still room for more research in this field. 

5.4 Conclusions 

The e-wallet is one of the most significant digital transaction platform in today’s era, 

dominating technology adoption across various markets. To understand the factors 

influencing the Malaysian public’s willingness to adopt this technology, it is essential to 

analyze external elements that impact PU, PEOU, SN, PT, PRS and BI. For effective 

technology acceptance among Malaysians, policymakers, financial institutions, and e-wallet 

service providers must address these determinants strategically. Policymakers, for instance, 

should create regulatory frameworks that enhance security and trust, addressing concerns 

related to perceived risk (PRS) and perceived trust (PT). Financial institutions can collaborate 

with e-wallet providers to increase accessibility and ease of use (PEOU), while service 

providers should focus on promoting the benefits (PU) and encouraging social endorsement 

(SN) through targeted campaigns. By addressing these factors comprehensively, stakeholders 

can better support the adoption and integration of e-wallet technologies, fostering a more 

inclusive digital economy. 
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