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9.0  INTRODUCTION 

 

The Pandemic Covid-19 had hugely impacted businesses and economy in every sector 

of the world through the implementation of Lockdowns and Movement Control Order (MCO). 

This situation has unavoidably caused a worldwide monetary decline (Cheng, 2020 & UNDP, 

2020). , The MCO situation has limited the normal face to face retailing activity and affected 

consumer goods and the retail industry. Stores of essential items along with meals, groceries, 

and healthcare experienced extended call for opportunities for serving purchasers at home, at 

the same time as facing demanding situations of stock, supply chain control, shipping, and 

maintaining their facility a secure environment (Roggeveen & Sethuraman, 2020). 

 

The crisis is also changing the way people live and work, consume, and pay their bills. 

Consumers are shifting and gravitating toward digital channels, products, and services across 

categories  to spend their money . At the same time, there has been a surge towards digital 

payments and away from cash. The migration from cash transactions to cashless or digital 

transactions  have been mostly influenced by the physical distancing. The McKinsey Banking 

Consumer Sentiment Survey(2021) finds that customers wanted to execute more electronic 

payments during the crisis and an increase in account-to-account transfer and e-commerce sales 

is expected as major cities have been on lockdown(de Girancourt,F.J., Kuyoro,M.,Ofosu-

Amaah,NA., Seshie,E., and Twum, F, (2021)) 

Malaysians’ acceptance of electronic and contactless payments has increased since the 

Covid-19 pandemic, according to a study by Netizen eXperience (NX). NX user experience 

consultant Alvin Chai commented that post MCOs, e-wallets and debit cards are becoming 
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fast favourites and the main reasons are because of contactless payments and convenience 

(www.malaymail.com, 2021).  

 

9.1  E-PAYMENT IN MALAYSIA 

 

Many small and large companies in Malaysia are used to utilizing cash in all of their 

transactions since Malaysia was once a completely cash-based economy. However, as we 

enter the digital revolution age, more companies are choosing for digital payments 

(www.lyra.com, 2021). The current situation of the Covid 19 pandemic has also accelerated the move 

of businesses into the digital transaction era. Digital transactions are useful since they may be completed 

on the spot, are simple, and quick. 

 

Any exchange of funds initiated by an electronic communication platform is described 

as an        e-payment (Wendy Ming-Yen Teoh et al., 2013). Electronic payment, also known as e-

payment, has been more popular in recent years for making online payments (Goh & Wei, 

2017). Electronic payment solution has emerged to replace the former cash-based payment 

systems as transactions between business partners continue to occur on the e-commerce 

platform (Kabir, M. A., Saidin, S. Z., & Ahmi, A. 2015). The emergence of this advancement 

in the global corporate environment forced most businesses to automatically move from the 

traditional paper-based money transactions to an electronic payment system which is 

generally known as the e-payment system. Generally, electronic payment may be 

characterized as a platform utilized in making payments for goods/services acquired online 

via the usage of internet (Wróbel-Konior, 2016).Retailers are finding it simpler to grow their 

business on a global and international basis as the adoption of new technology grows. It is 

now difficult to compete in the industry without using the most up- to-date technology. The 

benefits of e-payments include convenience, better business management, increased security 

and increases in sales (Wall, 2018). To attract the customers, business must choose the right 

type of payment option. Payment methods come in a variety of methods, and they differ from 

one business to the next. Various instant payment methods available are debit or credit cards, 

prepaid cards payment, online bank transfers and also with new players like UPI, mobile 

payments, mobile wallets and cryptocurrencies as payment space is shifting more towards the 

digital side (www.lyra.com, 2021). 

 

http://www.lyra.com/
http://www.lyra.com/
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In Malaysia, e-payments started with the implementation of card-based payment 

systems in the late 1970s, then a network or Internet-based payment systems in the late 1990s, 

and finally mobile-based payment systems in the mid-2000s (Fadhiha Mokhtar, 2019). In a 

2016 Visa Consumer Payment Attitudes poll, 74% of Malaysians are moving away from cash 

and choosing to make electronic payments (Dass, 2017). According to statistics provided by 

Fintechnews.my (2018) on Malaysian consumers, e-money transactions accounted for only 

0.23 percent of total  e-payment transactions, far less than internet banking, which accounts 

for 95 percent of e- payment transactions, or even credit cards, which account for only 2.8 

percent of e-payment transactions. According to the International Data Corporation (IDC), 

Malaysia's rapid digital economy growth, along with customers' digital behavior during the 

pandemic Covid-19 (Gomes, 2020). Malaysia's drive toward electronic payment has been 

boosted by the epidemic. Consumers are increasingly making payments using digital means 

and moving away from cash. To take advantage of the contactless aspect of purchasing in-

store, more customers started to check out using a smartphone or digital wallet. 

 

More Malaysians are expected to use digital wallets in the coming years, due to the 

country's high Internet penetration of more than 80% and a strong e-commerce industry worth 

more than RM17.14 billion, according to investment and financial services firm UOB 

(Rohiman Haroon, 2020). According to a study published by ResearchAndMarkets.com in 

June 2020, two-fifths of Malaysian consumers use e-wallets, placing the country top in the 

Southeast Asian area for e- wallet usage. Additionally, the Mastercard Impact Study 2020 

showed Malaysia to be 40 percent  ahead of other Southeast Asian countries in terms of 

mobile or e-wallet adoption, compared to 36 percent for the Philippines, 27 percent for 

Thailand, and 27 percent for Singapore (26 per cent) (Hoh, 2021). 

 

E-wallets are also attracting more young people to do such transactions. In Malaysia, 

the Gen Z, who range in age from 5 to 21, and the millennials, also known as Gen Y, who are 

between the ages of 22 and 38, are the most active users of digital wallets (Rohiman Haroon, 

2020). Millennials shows that most of them can easily adapt to the tools and  technologies 

(Goh & Wei, 2017). This community believed it was extraordinary, team-oriented, 

accomplished, under threat, self-confident, ordinary and safe. There are the potential 

consumers that may profit from the technology. Millennial is believed to be the biggest group 

of people who utilize the Internet as a channel  for payment (Muda et al., 2016). Goh & Wei, 

(2017) discussed that technology savvy millennial have realized the advantages      of using e-
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payments such as mobile payments, contactless cards, and wearables. With the advent of 

technology in payment solutions, the millennials have shown that they can easily adapt to the 

tools and technologies (Goh & Wei, 2017). 

 

9.2  PROBLEM STATEMENT  

 

Malaysia's e-payment acceptance is increasingly widespread but Malaysians seem to be less 

active in e-payment because of certain obstacles, such as less Internet information (Goh & 

Wei, 2017). While Goh & Wei (2017) concludes that Malaysia is heading toward greater e-

payment adoption, however the majority of Malaysia's online population is still considered 

"infants" with  a limited understanding of the internet, which raises concerns about utilising 

e-payments. There are holes of information, which must be filled (Tella Adeyinka & 

Abdulmumin Isah, 2015). Since  some consumers are sceptical of the benefits of electronic 

payments cash and cheques are still physically use. 

 

Many surveys have also shown that protection and confidence  are the primary reasons 

why customers are unable to use e-payment. Abrazhevich (2001) highlighted that the setting 

and architecture of e-payment systems do not fulfil the needs and demands of consumers or 

users. The low rate of mobile payment acceptance may be attributed to a number of factors. 

Amongst these are people's concerns regarding fraud, data manipulation and theft, especially 

with regard to financial details (Mei and Aun, 2019). Indeed, according to Lee (2009), 

protection and       risk perception are two factors that prevent people from wanting to use a new 

mobile payment system. Aside from security, potential users' perceptions of the advantages 

of utilizing such a system may also inhibit the system's acceptance. It is accurate that there 

are many advantages of using the mobile payment framework. 

 

Product performance risks, financial risks, time/convenience risks, and psychological 

risks are all examples of risks associated with internet or online transactions (Mustiko Aji et 

al., 2020). If the risk is related to a deadly pandemic epidemic, such as COVID-19, the results 

are likely to be different. As previously stated, physical money poses a high risk of SARS-

Cov2 transmission. Customers' willingness to utilize non-physical money will be positively 

influenced by their perception of the threat of infectious diseases. 

One of the reasons why consumers consider Internet banking as inefficient at 
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providing them with the usability and security required to switch to this means of payment is 

a consumer impression of insufficient security design that generates an element of risk in e-

payment transactions online. A lack of "trust" in the security features supplied by e-payment 

websites, as well as third-party participation, has been recognized as a key impediment to 

adoption of these methods (Rehman et al., 2012). 

 

Many studies in the area of e-payment have been performed to date, although the bulk 

of them occurred outside of Malaysia, in the United States, Ireland, and other European 

nations. Therefore, it will  be useful to look into the factors that affect millennials in Malaysia. 

Furthermore, this research will help a few financial and banking markets or providers in 

better identifying consumer expectations and issues by utilizing electronic payments. 

Additionally, this can assist app developers or vendors in resolving  problems that users can 

encounter in an e-payment environment.  

Thus, the aim of this study is to : 

 

(i) To identify factors that influence consumer satisfaction towards the adoption of 

e- payment in Malaysia during the Covid 19 pandemic amongst millenials. 

(ii) To examine the level of satisfaction towards the adoption of e-payment among 

consumer in Malaysia during the Covid 19 pandemic amongst millennials. 

 

9.2.1 Scope of Study 

 

This research focuses on the Malaysian millennials (born between 1981 to 1996)  who are are 

mostly already working and have a fixed income that can affect the habit of buying using e-

payment. 

 

9.3 LITERATURE REVIEW 

 

9.3.1   Defnition of E-Payment 

 

The usage of technology in modern banking facilities, often referred to as electronic payment 

systems, improves banking efficiency by allowing different transactions to be carried out 

efficiently and reliably without compromising productivity (Fatonah et al., 2018). Any 

exchange of funds initiated by an electronic communication platform is described as an e-
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payment (Wendy Ming-Yen Teoh et al., 2013). Electronic payment, also known as e-

payment, has been more popular in recent years for making online payments (Goh & Wei, 

2017). According to Krishna & Vasantha Shanmugam, (2020), this is a virtual wallet that 

stores credit card numbers, e-cash, the owner's name, and any pertinent information such as 

address or some other information that is needed at the time of check-in on e-commerce 

pages. Electronic payment, according to the Federal Financial Institutions Examination 

Council (2010), is a modern retail payment practice in which a retailer retrieves payment 

details for products and services and enters it into an electronic template that generates 

electronic files for network delivery. 

 

E-payment involves an internet link to function. E-payment is one of the most 

important features of e-banking since it relates to financial trade (Zhang and Jasimuddin, 

2012). It may also be used as a primary payment method for e-shopping. 

 

9.3.2 Consumer Satisfaction 

 

Since the bulk of information systems are non-volitional, one of the most significant 

contingent variables involved in assessing their performance is consumer satisfaction. User 

Satisfaction (US) is the study of how much an information system (IS) interacts with its 

customers. User satisfaction is described as "an affective attitude toward a particular 

computer application by someone who interacts with the application directly," according to 

Tella Adeyinka & Abdulmumin Isah (2015). In summary, user satisfaction is a feature of 

perceived ease of use and perceived utility, and it is concluded that an information system is 

a success if consumers are completely satisfied with it. In other terms, the research on 

information system performance and satisfaction shows that system efficiency, user 

satisfaction, and system adoption or approval are common variables used to assess 

information system success. 

 

In today's marketing, customer satisfaction is a crucial idea. Customer satisfaction is 

regarded as the most significant marketing measure in many companies, owing to the fact that 

it is a major driver of customer loyalty and financial success (Geoff Fripp, 2013). Information 

on customer satisfaction, such as surveys and ratings, may assist a business in determining 

how to enhance or improve its goods and services. 
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In other words, the literature on information system success and satisfaction shows 

that system efficacy, user satisfaction, and system adoption or acceptance are frequent 

criteria used to quantify information system success. User satisfaction was selected as a 

measure of e-payment success in this research because of this. This aligns with (Tella, 

Adeyinka; Abdulmumin , Isah, 2015) who believe that any of net Benefits, (Intention to) 

Use, or User Satisfaction may be employed as a dependent construct or element of system 

success. 

 

9.3.3 Millennials 

 

Millennials, commonly referred to as Generation Y or the Net Generation, are the generation 

that comes after Generation X. Gen Y refers to the specific generation born between the 

1980's to the early 1990's. This generation is technologically-savvy as they grew up in the 

information age and prone to use the media on daily basis. It is believed to be the biggest 

group of people who utilize the Internet as a channel for payment (Muda et al., 2016). 

 

Millennials are causing global e-commerce to change. They are driving innovation in 

the digital payments market by moving away from cash. As a result, digital-driven payments 

seem to be one of the trends suitable for millennials (Yuliia Mamonova, 2019). Millennials 

are driving all forms of e-commerce habits, including shopping, money transfers, and 

everyday paying activities, according to annual Digital Payments report. 

 

9.3.4 Types of E-payment 

 

Contactless mobile payment, also known as proximity mobile payment, is where a customer 

uses their mobile device to pay for products or services at a point of sale (POS). It necessitates 

a link between the mobile computer and the merchant's payment terminal, as well as physical 

interaction with the customers. It can be seen in all face-to-face interactions with customers 

and merchants as well as unattended point-of-sale locations like vending machines (Mun et al., 

2017). 

Online credit card transfers, e-wallets, e-cash, value systems online saved, digitally 

collecting balance systems, wireless payment systems, and automated check payment systems 

make up the electronic payment structure (Fatonah et al., 2018). Credit cards, card payments, 
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debit cards, and e-money are all standard electronic payment instruments used in retail. 

 

9.3.5 Relevant Theoretical Models – Technology Acceptance Model (TAM) 

 

Fred Davis established the Technology Acceptance Model (TAM) in 1986, and it was 

designed primarily for modelling users' adoption of information systems or technologies, as 

well as new product acceptance. Davis (1989) TAM seeks to explain the overall drivers of 

technological acceptance that describe the behaviour of users via a wide variety of end-user 

and user computer technologies. Other elements, referred to as external variables in TAM, 

might impact a person's belief in a system. 

 

We utilise TAM as a starting model for the study and expand it with new 

characteristics that are significant to behavioural intention to use mobile payment services in 

order to improve the prediction of the intention to use mobile payment services in Malaysia 

while keeping the constructs from TAM. Based on the outcomes of previous studies, a 

research model is developed that consists of four constructs: perceived usefulness, perceived 

ease of use, perceived security, and perceived trust. This hypothesis development broadens 

and deepens TAM by incorporating new constructs and explaining current variables. 

 

Perceived pleasure is defined in this research as pleasurable and exploratory as a 

subjective psychological experience in the context of IT and computerised settings (Chin & 

Ahmad, 2015). The satisfaction customers have about having adopted Single platform e-

payment method may be seen by their own experiences with cards, the internet, and mobile, 

whereby they can all be performed on a single platform. Hence, pleasure is essential in this 

experiment since it must serve as a key determinant in customers' willingness to adopt the 

novelty of a single-platform e- payment system. 

 

9.3.6 Dimensions of E-Payment 

 

9.3.6.1 Perceived Ease of Use 

 

Perceived ease of usage refers to the belief that using a certain system would be effortless 

(Goh & Wei, 2017). According to Haliyana Khalid and Devika Nadarajah (2017), even 
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though a person believes the device is useful, he or she can find it difficult to use. Since 

mobile devices have certain technological shortcomings, ease of use is a key factor in the 

acceptance of mobile apps. Perceived ease of use (PEOU) relates to the degree to which an 

individual feels the device is free of physical or mental stress. For example, due to the 

limitations of mobile device features such as the limited display screen or the difficulties of 

entering information using mobile devices, a person can find using mobile payment to be 

complicated and complex. 

According to a report by (Abrazhevich, 2001), architecture is an important factor in 

achieving a stable E-Payment service and retaining gold customer service. In a nutshell, 

perceived ease of use is determined by design, service speed, security, and privacy. Users 

will be satisfied with e- payment systems if they have a decent internet connection, quick 

access to e-banking services and the ability to utilise them. As a result, it is clear that 

perceived simplicity of usage is critical in achieving customer satisfaction (Abdulrahman et 

al., 2020.) 

 

H1. There is a significant relationship between perceived ease of use and millennial 

consumer satisfaction towards e-payment during the Covid 19 pandemic 

 

9.3.6.2 Perceived Usefulness 

 

Perceived usefulness is characterized as an individual's belief that using an effective system 

would improve his or her job efficiency (Goh & Wei, 2017; Wendy Ming-Yen Teoh et al., 

2013). According to Abdulrahman, A., Muhammad, U., and Tariq (2020), perceived 

usefulness plays a critical role in improving job efficiency when a specific technology is 

adopted. It has a major impact on adoption intentions. One of the reasons for the slow adoption 

of mobile payment may be an inability to clearly communicate the benefits of using it to 

future customers. According to Haliyana Khalid and Devika Nadarajah (2017)'s diffusion 

theory, consumers are able to consider inventions if the innovations provide them with a 

distinct advantage over current solutions. 

 

This is expressed by the construct of perceived usefulness in the sense of TAM. 

According to Haliyana Khalid and Devika Nadarajah (2017), usefulness (PU) is described as 

a person's belief that using a device can help him or her perform better at work. Several 

existing research studies have looked at the impact of perceived utility on decision to use. 
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They discovered that the usefulness of mobile applications, such as personalization, ubiquity, 

localization, timeliness, and network reliability, has a significant impact on mobile commerce 

use. According to these two concepts, if a potential consumer believes that the new system 

will provide certain benefits, the customer could cultivate the desire to actually try out the 

system. Previous research by Mun et al. (2017) and Wong and Hiew (2005) showed that 

perceived utility influences mobile commerce user intention. Furthermore, expected utility is 

found to be one of the most important variables in describing consumption purpose in various 

contexts. 

 

H2. There is a significant relationship between perceived usefulness and millennial 

consumer satisfaction towards e-payment during Covid 19 pandemic. 

 

9.3.6.3 Perceived Security 

 

According to Goh & Wei (1996), security is the protection of data from unauthorised 

individuals, unlawful alterations, or destruction, as well as accidental or purposeful 

disclosure. In general, security refers to a collection of procedures and systems that 

authenticate the information source and ensure the information's integrity and privacy 

(Wendy Ming-Yen Teoh et al., 2013). Security may be divided into three categories when it 

comes to e-payments. There are three of them: system security, transaction security, and legal 

security. This is because an e- payment can only be considered secure if all stages of the 

transaction process meet the demands and security expectations of the users. It describes the 

technological features that assure connection integrity, secrecy, authentication, and non-

recognition. On this subject, the three primary security procedures used to assure secrecy, 

authentication, and integrity are encryption, digital signatures, and checksum/hash 

algorithms. 

 

Users will most likely refuse to participate in transactions if they believe the degree 

of security to be too low (Goh & Wei,1996). Users' views of security will be affected by 

clear information, particularly in security declarations. Security-policy declarations, 

declarations of data protection and privacy, and statements of security features should all be 

included in the descriptive text on security in e-payment systems to provide additional 

information to consumers. Although the security features of mobile payment systems are 
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comparable to those of traditional payment systems such as credit cards (Aydin and Burnaz, 

2016), concerns about the perceived security of mobile payment systems, rather than the real 

security, are a barrier to adoption. Fear of online cyber theft, fraud, passive confidentiality 

are the barriers that consumer resists to use the mobile wallet payment (Uzairi et al., 2021). 

 

H3. There is a significant relationship between perceived security and and millennial 

consumer satisfaction towards e-payment during Covid 19 pandemic. 

 

9.3.6.4 Perceived Trust 

 

A person's desire to embrace e-payment is also impacted by their perceived risk, resulting in 

a beneficial effect on e-payment adoption (Wendy Ming-Yen Teoh et al., 2013). Goh and 

Wei (2017) suggested that trust obtains more rewards in the result, but distrust may avert 

potentially devastating losses in the future. Users may decide whether to trust the application 

with their personal information or not. Customers' confidence in an online environment is 

critical since there is no assurance that the online seller would not engage in unpleasant, 

immoral, or opportunistic conduct such as unfair pricing, false information, personal data 

distribution, or purchasing activity without prior consent. Because of the high level of 

uncertainty and risk included in most online transactions, trust is especially important in e- 

payment. That is why, according to Kniberg (2002), trust is more vital than security. Users 

and merchants are more inclined to employ an unsecure payment system from a reputable 

firm than a safe payment system from an untrustworthy firm, according to Kniberg. 

 

H4. There is a significant relationship between perceived trust and millennial consumer 

satisfaction towards e-payment during Covid 19 pandemic. 

9.3.7 Research Hypothesis 

 

H1. There is a significant relationship between perceived ease of use and millennial 

consumer satisfaction towards e-payment during Covid 19 pandemic. 

H2. There is a significant relationship between perceived usefulness and millennial 

consumer satisfaction towards e-payment during Covid 19 pandemic. 

H3. There is a significant relationship between perceived security and millennial consumer 

satisfaction towards e-payment during Covid 19 pandemic. 

H4. There is a significant relationship between perceived trust  and millennial consumer 
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Perceived Ease of Use (H1) 

Consumer 
Satisfaction 

satisfaction towards e-payment during Covid 19 pandemic. 

 

9.3.8 Research Conceptual Framework 

 

 

 

 

 

 

 

        

Figure 1: Conceptual Framework 

 

9.4 METHODOLOGY 

 

Quantitative method using survey design will be adopted for this study as quantitative study may be 

used to discover patterns and averages, make predictions, verify causal linkages, and extrapolate 

findings to larger groups (Goundar, 2012). The target population of this research is the millennials. 

There are two reasons why millennials are chosen as target population in this study. Firstly, 

millennials consumers will be more positive in comparison with other older cohorts in terms of 

internet experience and online shopping. Millennials are also more knowledgeable on the Internet 

and technology.They have a good basic understanding of how the Internet and e-commerce work 

and are heavy mobile device users in their everyday routine and activities (Burns & Bush, 2005). 

 

Respondents who will be involved in this study are millennials (who born 1981 - 1996) living 

in Malaysia durng the Covid 19 pandemic and only among those who use e-payment as a platform 

for financial transactions of purchase. Due to the current covid 19 pandemic situation in Malaysiat, 

online questionnaire will be distributed to the respondents. Purposive sampling and snowball 

sampling will be applied in this study . The questionnaire for this research will be divided into three 

sections: Section A (demographic factors) and Section B (factors adoption) and Section C will be on 

Perceived Trust (H4) 

Perceived Usefulness (H2) 

Perceived Security (H3) 
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the level of consumer satisfaction. Questions from a previous studies will be adopted and a five-point 

Likert scale, ranging from 1 = strongly disagree to 5 strongly agree with  neutral for midpoint will be 

used for Section B and very satisfied to very dissatisfied for Section C. Descriptive analysis using 

frequencies, percentages and means will ba used to analyse section B and inferential analysis of 

correlation coefficient will be used for section C. 

 

9.5  CONCLUSION 

 

The Covid 19 pandemic crisis is changing the way people live and work, consume, and pay their bills 

. Consumers are shifting and gravitating toward digital channels, products, and services across 

categories to spend their money  because of contactless payments and convenience ,which has led 

to a surge towards digital payments and away from cash. E-payment is a non-cash transactions system 

technology that simplifies business financial transactions and has increasingly been gaining the 

attention of consumers in Malaysia, especially from millennials. However, consumer awareness of 

the benefits of e-payment are still low and traditional methods on using cash transactions are still in 

the norm. In view of the promising growth of e-payment in Malaysia and its function as a secure and 

easy-targeted payment option for the general population, this research aims to  explore the factors 

that influences consumer satisfaction towards the adoption   of e-payment from the perspectives of 

the Malaysian millennials. This study is expected to show that E-payment are performing an 

increasingly important part in public transaction activities, especially to the effectiveness and 

efficiency of transaction and security services provided by E-payment service providers.  
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