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Article Information Abstract
Keywords _ The primary goal of this study is to acknowledge the Malaysian B40 income
e-payment, perceived group's behavioral intention on e-payment usage as a result of emerging

usefulness, perceived ease of

use, perceived risk changes in the e-payment landscape, supported by Technology Acceptance

Model (TAM) theory. This study used an online survey questionnaire and was
completed by 330 respondents of the Malaysian B40 income group. The
findings revealed that perceived usefulness, ease of use, and perceived risk
have utterly affected the willingness of the Malaysian B40 income group to
use the e-payment platform. The current e-payment trend has forced various
categories of users (business and community) to adapt to digital payments,
regardless of their socioeconomic status. Users, buyers, and sellers who are
active in the e-payment platform will benefit from this research as the findings
highlighted important drivers impacting e-payment usage intention as well as
the way forward to keep them competitive.

INTRODUCTION

Nowadays, virtual cash, often known as cashless transactions, is a relatively new technology that has grown
trendy. The landscape of traditional transactions and payments has changed and moved towards cashless
payments/digital payments/e-payments. The emergence of the current trend in e-payment has forced various
categories of users (business and community) to adapt to digital payments. The Malaysian community must adapt
to the latest trend in the mode of payments regardless of the income categories, including the lower-level income
category identified as the B40 group (Ministry of Finance Malaysia, 2019). E-payment is also referred to as mobile
or digital wallet. As part of a digital transaction, a consumer's debit card or bank account information is stored in
an electronic application. It functions similarly to a debit or credit card (Ray, 2017). As compared to traditional
transactions, e-payment makes it simpler and faster for customers to allocate funds or make payments at a lower
cost, which may encourage Malaysians to use cashless transactions. Some transactions in Malaysia, such as toll
payments on most Malaysian highways, are transitioning entirely to digital payment. As a result, Malaysian users,
regardless of their socioeconomic status, must adapt to technological advances.

One of the primary advantages of e-payment is convenience. Users can utilise e-payment to buy things or send
money over the world with relative simplicity. E-payment is an electronic payment mechanism that allows users
to process information related to purchase decisions, membership, loyalty, and banking details in a central location
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that functions similarly to a physical wallet. According to Chauhan (2013), consumer data can be saved for secure
online purchases in an e-payment system. Furthermore, this system offers clients with simple access to all
transactional information throughout their online buying experience, making it more convenient for them. Security
is one of the most serious challenges that has overtaken e-payment systems, with hackers or scammers being the
main source of concern. As a result, customers may perceive dangers when making e-payments (Kim et al., 2010).
Hackers are constantly on the lookout for personal information and credit card numbers, posing a serious threat
to clients. E-payment transactions must be reliable, as they are at the heart of the use and acceptance of online
applications (Kassim and Ramayah, 2015).

Despite all the benefits of using e-payment, some communities are unable to use it in their daily transactions due
to low income. Hence, this study aimed to analyse the determinant factors that affect the intention to use e-payment
among the Malaysian B40 income level between the needs and constraints that this income level group may face.
This study was supported by the Technology Acceptance Model (TAM) theory. The Malaysian B40 group was
chosen as the target population because they are considered the low-level income group. The B40 group refers to
the bottom 40% of the household with monthly incomes of up to RM4,849 (Ministry of Finance Malaysia, 2019).
This group is perceived to be less interactive to information technology (IT) services. Thus, this study aimed to
acknowledge the motivation factors on e-payment usage among them.

This research analysed three determinants that influenced the intention of e-payment usage among the B40 income
group. The determinants are perceived usefulness, perceived ease of use, and perceived risks associated with e-
payment, such as privacy, security, and trust. The existing TAM model typically emphasises two determinants,
perceived usefulness, and perceived ease of use. The users' security is of the utmost importance for digital payment
(Nizametal., 2018). Thereby including perceived risk to the model as a subsequent extension of digital technology
usage. This study could provide a broad view of e-payment consumers, allowing providers of e-payment services
to focus on perceived risks related to security, privacy, and trust to improve e-payment usage efficiency.

LITERATURE REVIEW

Intention of E-payment Usage

Through digital wallet or e-payment that is linked to the individuals’ bank accounts, consumers could purchase
many types of items online using a computer or a smartphone. Amoroso and Watanabe (2012) cited that the
electronic payment category of digital technology covers all payment devices, including plastic cards, direct
payments, electronic money transactions, and digital money payment technologies. Mobile carriers usually take
the shape of a built-in microchip or mobile application (Apps). Literature suggested that mobile users have
optimistic views to use mobile application facilities, including e-payment (Oliveira et al., 2016; Pham and Ho,
2015). E-payment is a cashless extension that enhances the technology's capacity to deliver customer service in
an appropriate position and time. Hence, e-payment offers several benefits, such as the security of transactions,
appropriate micropayments, convenience, and universal applications (Bhattacherjee, 2001; VVan der Heijden et al.,
2003). Since intention can influence actions (Lim et al., 2019), behavioural intent is observed to evaluate
technology use during the TAM evolution (Davis, 1989). The low-level income group, which is normally
associated with inaccessible areas, insufficient infrastructure, and mobility restrictions, may gain an advantage
from the use of e-payment (Dakduk et al., 2020). However, due to the profit maximisation motive of digital finance
services, the low-income customers may not persistently use e-payment due to a less-aggressive marketing
strategy targeting this group (Ozili, 2018).

Perceived Usefulness

Perceived usefulness is described as those people who believe that a specific device would improve their effort
efficiency (Davis, 1989; Redzuan et al., 2016). Thus, in this research, perceived usefulness relates to the low-level
income group customers’ expectations about the usefulness of using e-payment in some financial and daily
transactions. Customers are preferred to use e-payment if they perceive the platform is beneficial (Tarhini et al.,
2016). It is argued that the use of e-payment may improve payment-related productivity and efficiency (Yeow et
al., 2018), enhance customer services and information about the products (Aji and Dharmmesta, 2019), and offer
flexibility (Wang and Li, 2016). Perceived usefulness may enhance the willingness to use the system due to the
digital infrastructure contribution in the information dissemination system (Yang et al., 2021). Customers from
the low-income group who have perceived usefulness of e-payment would use the system to their advantage. It
implies that if the invention is not deemed reasonably useful, e-payment would probably not be adopted regardless
of its diligent application, though perceived usefulness would lead to different results (Murthy and Mani, 2013).
Hence, perceived usefulness more likely influences customers in making decisions on adopting an e-payment
system (Davis et al., 1989).

Perceived Ease of Use
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Literature suggests that perceived ease of use is one of the critical facets of implementing modern technologies
that need to be considered in customers’ intention to adopt emerging technology. In order for a customer to view
a product as being easy to use, it must be structurally convenient (Davis et al., 1989) due to its chronological
categories (Lim et al., 2018). Davis (1989) described customers’ ease of use to the point that they view the system
as uncomplicated, easy, or quick to be used. The indicators of perceived ease of use include transparent and
understandable (Manjunath and Nagabhushanam, 2017), step-by-step installation service and device learning
facilities (Priyono, 2017), as well as a quick comparison of cash payment systems to e-payment methods used by
third parties (Wang and Li, 2016). The e-payment application is regarded as simple and straightforward, without
any problems in finding out more about the service (Yeow et al., 2018). Previous studies proposed that when a
customer considers the device is free from mental and physical effort, the usage is considered significant (Tahar
et al., 2020). In this research, this concept was extended to the social viewpoint on e-payment usage to increase
the interactions and results in electronic commerce (Huang et al., 2020).

Perceived Risks

Another factor that may motivate the low-income customers' intention to adopt new technology is perceived risk
(Amirtha et al., 2021). Customers may have ambiguity and possible unfavourable outcomes of using e-payment
platforms (Marafon et al., 2018). Since perceived risk is expected to be higher in online transactions due to the
customers’ inability to physically inspect the products prior to the acquisition (Chiu et al., 2012) and information
asymmetry that exists between customers and suppliers (Liang et al., 2017), customers may have doubt in e-
payment facilities. Customers are reluctant to obtain goods or services online, including e-payment, unless their
privacy and security are well protected (Milberg et al., 2000). According to Kaur et al. (2017), e-payment facilities
without safety-related features may lead to misappropriation of data and an enticing potential for cyber-criminals
to contravene information. Thus, privacy and security are among the most persuasive considerations impacting
the use of e-payment (Soodan and Rana, 2020). Trust is another perceived risk that relates to e-payment
transactions among low-income customers. Yousafzai et al. (2003) suggested that to encourage these customers
to use e-payment, the risk of trust should be minimised, and the digital payment activities should be performed
based on the expectations and trusts of the customers (Tsiakis and Sthephanides, 2005). This trust is crucial since
skepticism could prevent future errors in exchange (Kousaridas et al., 2008). Hence, the lower perceived risk
among the low-income customers is expected to protect them, as a result of which they may be more inclined to
use electronic payment services.

The Extension of the Technology Acceptance Model

Consistent with the literature, this study was based on the TAM framework introduced by Davis (1989) in
examining the determinants of behaviour intention on e-payment among the low-income group in Malaysia.
According to Alshurideh et al. (2021), TAM offers a single platform of e-payment system with a single platform
e-payment architecture and security for the customers. Luarn and Lin (2005) suggested that TAM could be used
to explain the influence of customers’ intention to utilise new technological innovations, including e-payment.
Even though TAM was initially developed to foresee the use of information technology systems for work
purposes, many studies used this model to anticipate consumers’ intentions (Schierz et al., 2010). The main
constructs in the basic TAM framework are perceived usefulness and perceived ease of use. It is proposed that
perceived ease of use of e-payment encourages perceived usefulness since customers are likely to assume that e-
payment platform is efficient when they can use the system effortlessly (Alshurideh et al., 2021). Thus, these
constructs are regarded as the essential determinants of behavioural intention usage and technology acceptance
(Widyanto et al., 2021) among low-income customers.

The TAM is expanded either by combining the platform with other information system models or by defining
third-party variables to facilitate e-payment usage. It is argued that risks should be regarded as an essential
consideration in examining the influence of the acceptance of e-payment services (Kim et al., 2008). A high level
of risk may deter the customers’ desire to use a single e-payment system (Lai, 2017). Due to perceived risk or
uncertainty on the use of e-payment, customers are uncertain about the outcome of the usage, consequently
influencing their intention to adopt the system. This uncertainty indicates that the perceived risks and customer
acceptance against the e-payment platform should be taken into consideration. An extended TAM framework
could be adopted to check customer behaviours to explore the low-income customers’ acceptance of the e-payment
system. Thus, following Lai (2017), this research adopted the extended TAM framework among the low-income
customers that have the intention to use the e-payment platform while, at the same time, exploring the theory of
potential risks raised by different complexities in Malaysia's e-payment platform.

Hypotheses Development

In the current global industrial revolution, the existence of the e-payment platform may be preferred due to
favourable impacts of technological innovation. However, because of the challenges and issues relating to the e-
payment system, customers may be deterred from using such a system. Hence, the behavioural intention of the



International Academic Research Journal of Business and Technology 8(1) 2022, Page 1-12

customers in adopting the e-payment transactions may be influenced by certain antecedents. While the dependent
variable of this research was the usage intention among the low-income customers, and the independent variables
are the determinants that affect the usage intention (perceived usefulness, perceived ease of use, and perceived
risks). This research examined whether there is any relationship between these independent variables and the
usage intention of e-payment among low-income customers. Thus, the research framework was constructed as
presented in Figure 1.

Perceived
Usefulness H1
Perceived Ease of H2 Intention on
Use A e-payment usage

Perceived Risk /

Fig 1: Research Framework: Behaviour Intention on E-payment Usage among the Malaysian B40

Perceived usefulness is an essential TAM element that significantly influences behavioural intentions (Davis et
al., 1989). The strong relation between perceived usefulness and behavioural intention to use particular
technologies has been identified through the TAM model (Al-Maroof and Al-Emran, 2018; Mun and Hwang,
2003). Previous literature has consistently shown that perceived usefulness is a good indicator of e-payment’s use
and why customers embrace the application of such technology (Beldad and Hegner, 2017; Rauniar et al., 2014;
Venkatesh and Bala, 2008). Numerous studies have revealed a robust connection amongst perceived usefulness
and the intention to use emerging technologies (Gu et al., 2009; Ho et al., 2020; Jeong and Yoon, 2013; Kulviwat
et al., 2007; Liu and Li, 2011; Zhang and Mao, 2008). However, Li et al. (2014) found no clear evidence for this
connection. Therefore, in line with prior literature, this research proposed the following hypothesis:
H1: There is a significant relationship between perceived usefulness and e-payment usage intention.

Perceived ease of use has a beneficial impact on intention to use (Venkatesh and David, 2000). Barry and Jan
(2018) had found a significant relationship between perceived ease of use and behavioural intent to use a specific
method. There is indeed a significant effect between the ease of use of the e-payment platform and digital payment
acceptance (Kim et al., 2010), internet payments (Yu, 2014), and internet payments with contactless banking
(Liébana-Cabanillas et al., 2019). Short Message Service (SMS) and Near Field Communication (NFC) mobile
payment have been reported to have a significant impact on mobile usability (Liébana-Cabanillas et al., 2019).
Ramos et al. (2016) examine NFC technology's usage in mobile payments. The results of this analysis show that
users agree to utilise NFC technology conveniently through its application. Besides, current studies, such as
Chawla and Joshi (2020), Ho et al. (2020), Lai (2017), and Yang et al. (2021), also supported the view that
perceived ease of use is directly associated with the customers’ intention to use the e-payment system.
Consequently, the following hypothesis was proposed in this study:
H2: There is a significant relationship between perceived ease of use and e-payment usage intention.

By extending the TAM model, this research added the risk element in predicting the behaviour intention on e-
payment usage. Risk mainly includes privacy, security, and trust associated with e-payment transactions. Since
awareness and maturity within the diverse ecosystem are the key obstacles of e-payment, the immature system
would lead to higher risks, such as uncertain networks, mobile malware, risky apps from third parties, and unsafe
consumer behaviours (Kiran et al., 2014). Studies done by Ho et al. (2020), Kassim and Ramayah (2015), Liébana-
Cabanillas et al. (2014), Marafon et.al. (2018), Pham and Ho (2014), Slade et al. (2015), as well as Wong and Mo
(2019) found a negative influence of perceived risk on usage intention. Low-income customers who believe e-
payment transactions as risky transactions may be discouraged from using such a platform (Ho et al., 2020).
Consequently, the following hypothesis was put forth in this study:
H3: There is a significant relationship between perceived risk and e-payment usage intention

METHODOLOGY
Quantitative methods were used in this study. A self-administered online survey was performed in Selangor to

gather information from the Malaysian B40 using Google form. The target sample was Malaysians who received
a monthly household income of RM4,850 or less in the state of Selangor. The total Malaysian population that falls
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under B40 in 2016 was 2.78 million (Department of Statistics Malaysia, 2016). This study was limited to the
Selangor state only. The Malaysian B40 group was chosen as a target population because they are the low-income
group. This study aimed to reveal the motivation factors on e-payment usage among this group that is perceived
as less interactive to IT services. The survey was mainly conducted among B40 households residing in the
People’s Poorest Housing (PPRT) areas in Selangor. This research used the G*Power programme analysis to
decide the minimum sample size necessary, following other researchers (Faul et al., 2007; Haenlein and Kaplan,
2011; Sarstedt et al., 2017). Based on the programme, 119 respondents were sufficient to accomplish a statistical
power of 95% for detecting the R2 value of 0.15 with a 5% probability of error. This research obtained 330 usable
responses.

The questionnaire for this research was divided into three main sections. Section 1 asked about the level of income
of the respondents. If the respondents answered ‘yes’ to the question, they may proceed to the next section. If
otherwise, they need not continue the survey. This question was mainly to ensure that only those in the B40 group
participated in the survey. Section 2 focused on the respondents’ demographic while, section 3 contained items
about perceived usefulness (5 items) which were adapted from Bhattacherjee (2001) and Van der Heijden et al.
(2003); perceived ease of use (5 items) that were adapted from Davis (1989) and Venkatesh and Davis (2000);
perceived risks (5 items) which were adapted from Khalilzadeh et al. (2017), and e-payment usage intention (5
items) that being adapted from Bhattacherjee (2001), Venkatesh and Davis (2000) and Morosan and DeFranco
(2016). The questionnaire used a five-point Likert scale ranging from 1 ‘strongly disagree' to 5 ‘strongly agree' to
assess the respondents' behaviours.

A normality test on perceived usefulness, perceived ease of use, perceived risk, and usage intention was performed
using the Skewness and Kurtosis test. The data was discovered to have a normal distribution. The data is reliable,
as shown by the Cronbach's Alpha values in this study, ranging from 0.829 (perceived usefulness) to 0.930 (usage
intention), indicating that the various statements consistently measure the respondents’ perceptions on the four
dimensions related to the determinants of the usage intention of e-payment among the B40 in Selangor. The data
was being analysed using the Statistical Package for Social Sciences (SPSS) system for Windows Platform version
23.0. Multiple regression analysis was carried out to examine the relationship between perceived usefulness,
perceived ease of use, perceived risk, and usage intention among Malaysian B40.

FINDING AND DISCUSSION

Descriptive Analysis

The number of respondents for this study was 330. Fifty percent (50%) of the survey were completed by male
respondents, and 50% of the respondents were females. They are employed either in the private sector (73%) or
the public sector (27%). The majority of respondents are 26 years to 55 years old (87%), and only 13% are 20
years to 25 years old. All respondents’ income is RM4, 849 and below. Some 85% of the respondents are fully
aware of the e-payment function, while the remaining respondents are partially aware of the function. E-payment
is by far the trendiest payment mechanism that has won Malaysians' hearts and minds in the current days.

E-payment has become a norm nowadays. However, the frequency of the usage among the low-income group
could be slightly different from the people that received high incomes. The motivation to use e-payment could be
due to various factors. This research measured the respondents' perception of usefulness, ease of use, and risk of
e-payment usage through a 5-point Likert scale, ranging from strongly disagree (1) to strongly agree (5). Table 1
shows the mean score and standard deviation for all the variables. First, the mean scores for perceived usefulness
were 4.57. The scores imply that the respondents are very confident that the e-payment platform is very useful as
it makes the transaction activities quick and requires fewer resources and time to use than the conventional
payment systems.

TABLE 1.
DESCRIPTIVE STATISTICS
Variables Mean Std. Deviation
Perceived usefulness 4.57 0.470
Perceived ease of use 4.57 0.499
Perceived risk 4.36 0.693
Adoption Intention 4.50 0.657
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Meanwhile, for perceived ease of use, the mean scores were 4.57. These mean scores imply that, on average, the
Malaysian B40 respondents perceive the e-payment platform as a convenient and easy payment method. The
respondents are assured that using smartphones makes payment simple and easy to complete as the instructions
are clear and understandable. The respondents agree that the process of learning to use e-payment is very fast.
Their intention of e-payment usage is also influenced by perceived risk. The mean scores for perceived risk were
4.36. Overall, the respondents perceived that e-payment is a safe system to transmit sensitive information as the
service providers have taken all necessary actions to protect customers’ transactions. The respondents believe that
e-payment services are convenient and reliable for the transmission of highly confidential information.
Meanwhile, the mean scores of the intention of e-payment usage were 4.50, indicating that the Malaysian B40s
have an intention to use e-payment as their payment method as it has become a norm nowadays.

Data Analysis

This research used a multiple regression analysis to respond to the research objectives. The three independent
variables were investigated using multiple regression analysis: perceived usefulness, perceived ease of use, and
perceived risk, which significantly explain the e-payment usage intention among the B40 group in Selangor. The
regression equation is statistically significant at 0.05 (p<0.05), indicating that the desire to utilise e-payment has
a significant relationship with all the independent variables.

TABLE 2.
MODEL SUMMARY
Model R R-Square Adjusted R-Square Std. Error of the Estimate
1 .806% .650 .647 .39030
a. Predictors: (Constant), Perceived Usefulness, Perceived Ease of Use, Perceived Risks

b. Dependent Variable: Usage Intention

According to Table 2, the R-square value for this model is 0.650, indicating that the relationship between these
three independent variables accounts for 65% of the variation in the dependent variable (usage intention). In other
words, the overall impact of perceived usefulness, perceived ease of use, and perceived risk on usage intention is
moderate.

TABLE 3.
REGRESSION RESULT
Model Unstandardized Standardized t Sig. Collinearity
Coefficients Coefficients Statistics
B Std. Beta Tolerance VIF
Error
1 | (Constant) -477 220 -2.164 | .031
Perceived Usefulness .505 .080 .361 6.312 .000 .328 3.051
Perceived Ease of Use .340 .072 .258 4.698 .000 .356 2.811
Perceived Risks .256 .046 .270 5.540 .000 452 2.214

Table 3 indicates no multicollinearity issues as the tolerance value is above 0.2 (Hair et al., 2019) and VIF is less
than 10 (Pallant, 2020). According to the statistics in Table 3 above, all the independent variables are significant
to the dependent variable since the p-values are less than 0.05. The results indicate that there is a positive
significant linear relationship between perceived usefulness and e-payment usage intention among the B40 in
Selangor (t (95) = 6.312, p = 0.000). Additionally, the results indicate a positive significant linear relationship
between perceived ease of use and e-payment usage intention among the B40 in Selangor (t (95) = 4.698, p =
0.000). Furthermore, the results also show a positive significant linear relationship between perceived risk and e-
payment usage intention among the B40 in Selangor (t (95) = 5.540, p = 0.000). All independent variables are
statistically significant at 0.01 (p<0.01) based on the individual regression coefficients. The coefficients for
perceived usefulness (0.361), perceived ease of use (0.258), and perceived risk (0.270) indicate that an increase
in perceived usefulness, perceived ease of use, and perceived risk increases the usage intention of e-payment.
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Discussion of Findings

Perceived usefulness has a more significant impact on the B40’s decision to adopt e-payment. The respondents
considered e-payment as more useful and make it easier to buy products or services. They also agreed that the use
of e-payment would save time to purchase products or services. They suggested that e-payment is beneficial and
makes it easier to conduct transactions and buy products (Bhattacherjee, 2001). Van der Heijden et al. (2003)
proposed that e-payment would take less time and effort than the traditional payment methods. The fact that e-
payment has a quicker checkout mechanism is another factor that other researchers have concentrated on. It does
not require signing documents like the manual payment systems (Chan and Chong, 2013).

Karim et al. (2020) suggested that since customers are not required to insert the credit card numbers into the
system (some of these numbers are very long), the e-payment system is more preferred and adopted. Eastin et al.
(2016) also discovered that e-payment usage was higher because it was six times quicker than the standard
payment mechanism for regular credit. This outcome is consistent with the analysis by Davis et al. (1989), which
found that perceived usefulness impacts the decision-making of e-commerce customers in adopting the e-payment
system.

Besides, the findings portrayed a substantial link between perceived ease of use and the intention to use e-
payments. Hsiao and Chen (2016) claimed that customers expect the use of e-payment to be easy and, thus,
effortless for future adoption. The respondents regard the instructions given as explicit. Therefore, the steps to
perform e-payment transactions are becoming more effortless. These advantages would lead to the interaction
with e-payment as more helpful to users. This research proves that if e-payment technology is easy to learn and
use, consumers would perceive e-payment as useful. Thus, they would use it due to its convenience, which
includes ease in the e-payment application registration process. The user is intimidated by the complicated
registration process. Research conducted in France highlighted user interface, system operation, and features as
the core pillars for broad-based mobile payment system acceptance (Dutot, 2015).

The third factor that influences the e-payment usage intention is perceived risk. Studies such as Liébana-
Cabanillas et al. (2019) and Yuan et al. (2016) had highlighted a high degree of perceived risk in various types of
information systems usage, representing the users' expectations of ambiguity and adverse effects of participation
that decrease the intent to use the activity. The findings of this study demonstrated a strong link between perceived
risks (related to privacy, security, and trust) and e-payment usage intention among Selangor's B40 income group.
The respondents believed that the e-payment service providers would perform the necessary actions to secure the
transactions for their users. They also indicated that the e-payment service providers are trustworthy and have
secure means of disseminating sensitive information (Khalilzadeh et al., 2017).

Overall, the findings of this study revealed that the Malaysian low-income group (B40) intend to use the e-
payment platform as their payment method because they perceive the system is useful, easy to use, and has low
risk. This result is consistent with Kasirye and Masum (2021) and Singh and Rana (2017), which discovered no
significant difference between the low household income levels and high household income levels when
comparing the effects of e-wallet usage. As a result, even though Malaysian B40’s income level is relatively
lower, they intend to use e-payment once they perceive that the e-payment platform is useful, easy to use, and less
risky to meet the demonetisation era. However, this outcome is contradictory to the findings on online banking
acceptance, where people with high income and financial assets are more inclined to use e-banking (Kim et al.,
2005). Itisalso contradictory to Garrett at el. (2004), which stated that financial variables are significantly related
to digital payment behaviour, and those who are more likely to use digital payment have higher income levels

CONCLUSION

This study discovered that three determinant factors perceived usefulness, perceived ease of use and perceived
risks had a substantial impact on e-payment usage intentions within the B40 income level in Selangor. Even
though the Malaysian B40 income levels are relatively low, they intend to use e-payment once they perceive that
the e-payment platform is useful, easy to use, and less risky. Besides, this perceived usefulness finding indicates
that it is important to inform customers of the differences of the e-payment networks. Consequently, the
government must take precautions to protect the customers by regulating the e-payment systems to raise the
financial reliability of the systems. Providers of online transaction services, decision-makers, and banks play an
essential part in ensuring the reliable security of the platforms to maintain customer trust and confidence in the
system. Additionally, the research adds value to banks, retailers, and e-payment service providers by identifying
causes to be tackled to improve the use of e-payment platforms. As technology evolves and changes swiftly, the
government, banking, and e-payment service providers should coordinate and collaborate to encourage customers
to adopt e-payment and decrease their e-payment worries. E-payment systems must be developed further in order
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to maintain a dependable and competitive environment. The results of this research could be used to direct service
providers to upgrade their services appropriately and establish suitable e-payment service strategies that are
mainly aimed at increasing customer awareness.
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