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 Mobile payment is a form of payment transaction processing where the payer 
utilizes mobile communication methods together with mobile devices to 
initiate, authorize or complete payment. Hence, with the huge increase in 

mobile device usage, the retail sector will be able to collect large volumes of 
data. Unfortunately, most Malaysians still do not make full use of digital 
payments or cashless payments. Consumers in South East Asia still tend to use 
money or bank cards, and companies have been "limitedly effective" in 
encouraging a cashless revolution. The objective of this study was to identify 
the acceptance of mobile payment by retailers, the factors that contribute to 
the acceptance of mobile payment and the relationship between the factors 
were also the aim of this research. Several factors were contributing to mobile 
payments such as performance expectancy, effort expectancy, social influence, 

facilitating conditions, habit, privacy, perceived security and intentions which 
was based on the UTAUT model. This study used questionnaires to collect 
data and the data analysis was carried out using SPSS software. Based on  
the analysis that has been conducted, it can be seen that all the hypotheses of 
this research have a significant relationship except for the relationship between 
privacy and intentions that has a negative linear relationship. It is hoped that 
this research will give values to retailers with an understanding of  
the contributing factors that affect their acceptance of mobile payment 

technology in the retailing business. 
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1. INTRODUCTION  

Mobile payment is “a type of payment transaction processing in which the payer uses mobile 
communication techniques in conjunction with mobile devices for the initiation, authorization, or completion 

of payment” [1]. Mobile payments are carried out by banks and financial companies, mobile network operators, 

software developers, device manufacturers, service providers, traders, customers, traders and regulatory bodies 

[2-4]. All of these can be grouped into various groups, including consumers, mobile payment providers, 

technology manufacturers and retailers [5]. Mobile payments are paid using a mobile phone as a payment tool. 

Mobile payments are probably the future of electronic payment development [6]. Mobile payments in the retail 

industry can be a huge data source. With the enormous increase in the usage of mobile devices, the retail sector 

will be able to collect data from a wide range of sources and speeds in large volumes [7-9]. 

According to [10], a retailer is a company that sells directly to the consumer. A retailer buys products 

from a manufacturer, distributor or wholesaler and sells them at a marked price to the customer. For example, 

when a retailer is registered, it can certainly be official retailers that sell a certain brand of mobile phones.  

As a registered distributor and retailer, the company will not only sell mobile phones but also be able to fulfill 
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the sale with a manufacturer's guarantee. People often think of big retailers like Giant, Tesco, and Aeon when 

the term retailer is mentioned, however, retailers may also be small retailers, such as a corner grocery store or 

a family pharmacy. There are about 400 hypermarkets and supermarkets in Malaysia. The top players are Giant, 

AEON (Japan), The Store Corporation (Malaysia) and Tesco (UK) (source: from Beijing to Budapest, Winning 

Brands, Winning Formats 2005/2006). The growth of retailers in Malaysia added to the high competition 

between retailers, which led to the development of customer loyalty programmes. Besides, Malaysians were 

cautious about the financial crisis of 1997 to 1998 that caused them to be cautious about the value of products 

and purchases. In this context, retailers were urged to offer their customers loyalty programs to convey  
the value of the purchase and, in the meantime, they are used as a tool to foster relationships with their 

customers. There are many types of retailers that a business can be in. There are department stores, discount 

stores, supermarkets, warehouse stores, grocery stores, convenient stores, specialty stores, malls, e-Tailers and 

Ringgit stores. 

There is forecasting that by 2050 Malaysia appears to be becoming a cashless society. It can be seen 

that digital payment platforms emerging in Malaysia, although it is 31 years from that year. Currently, our 

neighbouring countries, Singapore, the Netherlands and France, are the best cashless countries. It is also said 

to be all the rage in countries like China and India [11]. 

Mobile devices have changed our way of communicating and staying connected and the world of 

retail and banking is changing. According to the Nielsen Global Survey of Mobile Shopping, Banking & 

Payment (2016), about 72% of Malaysians are equally concerned with mobile payment security. Malaysia was 

relatively slow in the high-tech payout game, similar to the rest of southeast Asia. Consumers still preferred to 
use cash or bank cards in South East Asia, and banks had been "limitedly successful" in promoting a cashless 

revolution, according to a recent article in the Financial Times. This could be the reason for the low digital 

payment rate in Malaysia. Furthermore, digital payments or cashless payments were not fully being utilized by 

the majority of Malaysians [11]. To be worst, many retailers in Malaysia still preferred to use cash instead of 

digital cash. “For mobile payments to be successful, one needs a combination of factors, including interest and 

eagerness from customers to use mobile as a device to pay, a wide merchant network availability where 

customers can pay and network effect that can ensure a seamless user experience,” said Tengku Datuk Seri 

Zafrul Aziz, the chief executive officer of the CIMB Group Holdings Bhd group [12]. So it is important to 

study why the acceptance of mobile payments is still low in Malaysia. Therefore it is essential to understand 

first what are the factors that support the acceptance of the mobile payment system. 

Several factors contribute to the utilization of mobile payments. Acceptance remains a key factor in 
the development of new technologies. The development and deployment of new financial technology had been 

primarily slowed down by legacy issues, practices, systems and the culture of companies. As said by Tengku 

Seri Zafrul Aziz, the penetration of digital wallets accounts for only 11 percent in Malaysia, as Fintech 

Singapore reported. There was also a connection between these factors that affect the use of mobile payments. 

Mobile payments were expected to play an important role in accelerating the reduction in cash use. Given  

the high rate of mobile phone penetration in Malaysia, mobile phones can easily be used to make and accept 

payments for point of sale (POS) terminals without additional infrastructure costs. At the same time, consumers 

in Malaysia also became more familiar with making transactions using the mobile channel. In 2017, the number 

of mobile bank accounts rose to 11.5 million (2011: 1.6 million). Financial transactions using mobile banking 

have also increased at an annual growth rate of 91% over the past seven years, totaling 106.1 million 

transactions valued at RM48.3 billion in 2017 (2011: 2.2 million transactions; RM0.9 billion). 
 

 

2. RESEARCH METHOD 

Various models and structures have been produced to clarify client acceptance of new  

technologies and these models present factors that can influence the client acceptance, for example,  

Technology Acceptance Model (TAM), Theory of Planned Behaviour (TPB) and Diffusion of Innovation 

theory (DOI), Theory of Reasoned Action (TRA), Model of PC Utilization (MPCU), Motivational Model 

(MM) , Unified Theory of Acceptance and Use of Technology (UTAUT), Social Cognitive Theory (SCT)  

and numerous researches have utilized these common models to do their research. Previous research shows 

that the acceptance model (TAM) and the Unified Theory of Technology Acceptance and Use (UTAUT) were 

the most widely used model to understand the factors affecting mobile payments and other technologies.  

The UTAUT model [13] incorporates eight theories of user acceptance into existing IS literature. TAM, DOI, 
MM, TRA, TPB, MPCU, SCT and a model combining TAM and TPB. Figure 1 illustrates the model used in 

the research which is based on research by [14].  

Meaning of each variables 

a. Performance expectancy; Performance expectancy refers to an individual’s perception 

that a IS facilitates the completion of a task [13]. 
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b. Effort expectancy; Defined as an individual’s evaluation ofthe effort necessary to 

complete a task using a given IS [13, 15]. 

c. Facilitating, Conditions represent the extent to which a consumer believes that resources 

exist and they facilitate the task completion using as IS [16]. 

d. Social influences, Defined as the extent to which an individual perceives the degree of 

approval of a certain behavior by important referents [13, 15]. 

e. Hedonic motivation: Hedonic motivation represents the extent to which consumers 

believe that using an IS system is entertaining [15]. 

f. Habit. In [17 and 15], defined the habit as the degree to which consumers tend to perform 

the usage of technologies or the usage of technology products behaviors automatically 
because of learning. 

g. General privacy; Privacy reflects the individuals’ rights to be left alone, and has critical 

connotations in the contemporary society [18]. 

h. Perceived security; In commercial contexts, perceived security reflects consumers’ 

perceptions that a certain system is secure to conduct transactions [19]. 

i. Intentions; To perform a behavior result from conscious decision-making [20]. 

As the conative component of attitude and it has usually been assumed that this conative 

component is related to the attitude’s affective component [21]. 

 

 

 
 

Figure 1. UTAUT (Research Model Adapted From [14])  

 

 

Survey is a process of collecting information from a group of people, usually intending to represent 

the results to a larger population. Surveys serve as a crucial source of data for nearly everyone involved in  

the information economy. The reason why this research uses a survey instead of conducting an interview was 

that the interview approach will be limited to a small number of participants. Therefore, this research used 

quantitative research through a survey questionnaire. This research was done on retailers that are located in 
Section 7, Shah Alam, Selangor. Section 7 was selected due to the convenience of the area to the researcher, 

and the large number of shops located there. The retailers were chosen using a convenience sampling technique. 

The retailers can come from a variety of retail companies, such as convenience stores and other companies that 

run businesses through retail.  

Unified Theory of Acceptance and Use of Technology (UTAUT) model had been adapted because 

this model is designed using the 14 initial buildings from eight acceptance models. According to [22], UTAUT 

aims to explain user intentions to use information technology or information system and subsequent usage 

behaviour. UTAUT suggests four core constructs to explain and predict user acceptance of technology 

adoption, which was: performance expectancy (equivalent to perceived usefulness), effort expectancy 

(equivalent to perceived ease of use), facilitating conditions and social influence. These constructs explain up 

to 70% of the variance in usage intention. This model was chosen because it is in line with the objectives of 
this research. 
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The main purpose of this research is to study the utilization of mobile payments among retailers. It 

consists of three objectives, which are first, to identify the acceptance of mobile payment by retailers, secondly, 

to determine the factors that contribute to the acceptance of mobile payment and lastly, to identify the 

relationship between the factors affecting the acceptance of mobile payment.  

The data had been collected using a survey questionnaire that adapted from [14]. The questionnaire 

was checked its validity by statisticians to identify possible errors such as accuracy and clarity. Then, several 

changes were made to improve the questionnaire, based on comments and feedback by the statisticians before 

it was being distributed for a pilot study. The pilot study was done on 10 respondents and it showed that 
Cronbach’s Alpha value is 0.854. According to [24] and [25] below 0.5 are generally unacceptable. This means 

that the Alpha coefficient of this pilot study was acceptable and the questionnaire was reliable. After the pilot 

study, the questionnaires were distributed to the actual respondents. Furthermore, based on the research model 

shown in Figure 1, the following hypothesized relationships were generated and tested. 

 

H1: There is a relationship between Performance Expectancy and Intentions. 

H2: There is a relationship between Effort Expectancy and Intentions. 

H3: There is a relationship between Social Influence and Intentions. 

H4: There is a relationship between Facilitating Conditions and Intentions. 

H5: There is a relationship between Habit and Intentions. 

H6: There is a relationship between Privacy and Intentions. 

H7: There is a relationship between Perceived Security and Intentions. 
 

For analysis, the data had been analyzed using SPSS software to run a test of linearity, multicollinearity, 

Pearson correlation, and multiple linear regression. 

 

 

3. RESULTS AND ANALYSIS 

Data was collected using a questionnaire designed in two parts which respondents need to answer 41 

questions form the questionnaire where the question was divided into 2 sections which are Section A and 

Section B. Section A is about demographic information of the respondents and Section B is about level of 

acceptance of mobile payments by retailers in Section 7 Shah Alam. The questionnaires were designed based 

on a five-point Likert scale. The five-point Likert scale ranges from (1) to (5) representing strongly agree and 
strongly disagree respectively, (2) and (4) represent moderately agree and disagree while (3) represent neutral. 

A total of 100 questionnaires were administered and 53 were returned, a response rate of 53 percent. SPSS 

software was the statistical tools used to capture and analyze the data from the questionnaire. 

 

3.1. Overview of section A 

About 53 % of respondents were female and 47 % male, with 47.2% were aged 24 and below.  

The second highest majority age of the respondents was 35 to 54 years old with a percentage of 35.8%. 

Followed by respondents aged 24 to 35 and above 54 with a percentage of 15.1% and 1.9% respectively.  

The biggest majority type of business of the respondents’ was grocery stores with a percentage of 54.7%. 

Followed by department stores at 11.3% and Ringgit stores at 7.5%. Table 1 shows the demographics of the 

respondents in details. 

 

3.2. Overview of section B 

There are several findings for Section B which seeks to see the level of acceptance of mobile payments 

by retailers. Below is the list of the findings for Section B. 

a. The most common mobile payment application used by the respondents were E-Wallet with a frequency of 

60.4%, followed by PayPal at 41.5%, and Samsung Pay at 20.8%. 

b. About 30.2% of respondents used mobile payment occasionally (less than once a month), 26.4% of 

respondents used it monthly (several times), 17% of respondents used it weekly (several times), and 9.4% 

of respondents used it monthly (once). 

c. For the question about “I use the mobile payment for business transactions with customers”, about 41.5% 

of respondents agreed that they use the mobile payment for business transactions with the customer. 

Whereas 39.6% of respondents disagreed and 15 % of respondents had a neutral opinion about it. 
d. For the question about “Mobile payment ease my business”, about half of the respondents which is 47.2% 

agreed that mobile payment eases their business. Whereas 39.6% of respondents strongly disagreed that 

mobile payment can ease their business and 13% of respondents had a neutral opinion about it. 

e. For the question about “Mobile payment does not cause me problems”, 28.3% of respondents were unsure 

whether the mobile payment could cause them problems, while another 32.1% thought that it may cause 
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them problems. Besides that, 39.6% of respondents strongly disagreed that mobile payment might give 

them problems. 

f. For the question about “I use mobile payment regularly”, about 37.7% of respondents agreed that they used 

mobile payment regularly, whereas another 45.3% of respondents disagreed that they use mobile payment 

regularly and about 17% undecided about how frequent their usage of mobile payment.  

Table 2 illustrates about descriptive statistics for the UTAUT constructs. There were 8 values of  

the mean for each of the 8 constructs derived from 53 respondents as seen in Table 2. Based on table 2, it can 

be seen that privacy has the highest mean value of 4.34 whereas facilitating conditions has the lowest mean 

value of 2.88. Therefore, it shows that privacy is the factors that retailer most concern when they use mobile 

payments and facilitating conditions is the least contributing factor to the use of mobile payments. 
 

 

Table 1. Respondent Demographics 
Character Percent (%) 

Gender Male 57.8 

Female 47.2 

Age Below 24 47.2 

24-35 years 15.1 

35-54 years 35.8 

Above 54 years 1.9 

Type of 

Retailers 

Grocery Stores 54.7 

Department Stores 11.3 

Ringgit Stores 7.5 

Supermarket 5.7 

Convenient stores 5.7 

Specialty stores 5.7 

E-tailers 1.9 
 

 

Table 2. Mean rankings 
Factors Ranking 

(Mean) 

Privacy 4.3443 

Perceived security 3.1981 

Intentions 3.1698 

Social influence 3.0991 

Performance 

expectancy 

3.0849 

Effort expectancy 3.0755 

Habit 3.0236 

Facilitating conditions 2.8868 

 

 

Pearson's correlation coefficient is the test statistics that measure the statistical relationship, or 

association, between two continuous variables. It is a measure of the strength of the association between  

the two variables. Therefore, in this research, it was used for hypotheses testing. Hence, findings show that all 

of the dependent variables which are performance expectancy, effort expectancy, social influence, facilitating 

conditions, habit, privacy, and perceived security had relationships with intentions. But the only difference was 

that privacy had a negative relationship with intentions which is an independent variable. A negative correlation 

is a relationship between two variables in which one variable increases as the other decreases, and vice versa. 

Figure 2 below illustrates the relationship between hypotheses and its value. 
 

 

 
 

Figure 2. Hypotheses R-Values 
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As a summarization, from the data analysis it can be seen that all the hypotheses acceptable as below. 

H1: There is a relationship between Performance Expectancy and Intentions. 

H2: There is a relationship between Effort Expectancy and Intentions. 

H3: There is a relationship between Social Influence and Intentions. 

H4: There is a relationship between Facilitating Conditions and Intentions. 

H5: There is a relationship between Habit and Intentions. 

H6: There is a relationship between Privacy and Intentions. 

H7: There is a relationship between Perceived Security and Intentions 

 

 

4. CONCLUSION 

Based on the findings from Section A, it can be seen that mobile payment was not fully accepted by 

Section 7 Shah Alam retailers.Data analysis in Section B showed that all the 7 independent variables were 

linear with intentions and accepted as factors that contribute towards the acceptance of the mobile payment. 

By this, it can be determined that performance expectancy, effort expectancy, social influence, facilitating 

conditions, habit, privacy and perceived security affected intentions of the respondents to use the mobile 

payment. Not only that, based on data analysis in Section B which using Pearson correlation analysis, it can be 

seen that performance expectancy, effort expectancy, social influence, facilitating conditions, habit, and 

perceived security had a very high effect on intentions. 

Based on the results of this research, all of the hypotheses of this research have been proven except 
one, which is privacy and intentions has a negative linear relationship between one another. A negative linear 

relationship exists when one variable increases while the other variable decreases. This means that due to  

the increased in the privacy concerns of the respondents, it caused their low level of acceptance of mobile 

payments. This is what is meant by a negative linear relationship between privacy and intentions. The problem 

of privacy is what caused them to feel skeptical to use mobile payments.  

As a conclusion, it can be seen that privacy had a negative linear correlation with intentions. This 

means that respondents were concerned with privacy so the intention to use mobile payment decreases. Based 

on this information, future researchers can further research to assess the trust of people on using mobile 

payment in the context of their privacy. Future researchers should come up with a study that can improve 

people’s knowledge of privacy to further develop their trust and confidence to use mobile payment. 
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