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Research Title:  The Adoption of Electronic Payment in Thailand
Researcher: Miss Wornchanok Chaiyasoonthorn
Faculty; Administration and Management College,

King Mongkut's Institute of Technology Ladkrabang, Bangkok, Thailand.

ABSTRACT

Electronic payment is an increasingly interesting phenomenon since there is a growing
number of users willing to purchase products or services on the Internet. Researchers are
curious what factors influencing people adopt electronic payment. However, much of
literature is focusing on users in developing countries. De.veloping countries such as
Thailand have not much studied. This research aims to study factor influencing the adoption
behavior of Thai electronic payment users. 320 respondents were asked by using a
guestionnaire. Structural equation modeling was empioyed to analyze the results. The results
show that only performance expectancy and habit influence the behavioral intention of the

users at 0.05 significant level. Discussions and suggestions are addressed in this research.

Keywords: Adoption behavior, Intention of using, Electronic payment, E-payment
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CHAPTER 1

INTRODUCTION

1.1 Research Background

Electronic payment (E-payment) is an interesting phenomenon. Researchers have tried to
understand why people use electronic payment. E-payment has been used widely since this
technology has provided benefits for the overall payment system. In the past, to buy products
or services, customers had to pay by bank notes or checks. Now customers can pay by several
e-payment systems. For example, in Thailand, customers can use electronic payment channels
such as internet banking, mobile banking, credit cards, debit cards, online payment providers.
E-payment is an activity associating with other activities such electronic commerce (e-
commerce). For the electronic payment trend in Thailand, a report from the National Statistics
Office shows that in 2012 the value of e-commerce was around 744,419 million Baht. When
considering the value of business to customer (B2C) transaction, the report shows that the

number rose from 99,706 million Baht to 121,392 million Baht(National Statistical Office, 2014).

The results suggest that the growth of electric commerce has a relationship with business
to customer transactions of general people. The National Statistics Office also suggests that
electronic commerce relies on international markets about 19% or 77,815 million Baht in 2012.
The figure rose from 17% or 67,750 million Bath. The international markets require international
money transfer services. For example, eBay bought PayPal for supporting electronic commerce
activities allowing sellers and customers to trade globally. PayPal acts as the intermediate
between customers and sellers. Furthermore, Visa and Mater Card also work with PayPaI to

connect with traditional banking 'systems. The traditional banking systems deal with money in



customers and sellers' accounts. Even though customers, sellers, and banks live and are

located in different countries, transactions can occur in the Internet.

For Thailand, the Bank of Thaiiland has encouraged the Thai people to make transaction
through electronic payment because electronic payment can reduce the costs of printing paper
money )Bot.or.th, (1999.For global perspective, online payment systems have been growing
rapidly. In 2012, online transactions valued about 360 billion US dollars. If the industry take 2 —
3%, then this industry gains about 7-10 billion US dollars )Laudon & Traver, (2012. Hence, if
Thai entrepreneurs such as banks, companies, and the Bank of Thailand know why customers
use electronic payment, authorities, policy makers, reiating organizations and executives can
apply this knowledge to improve customer ‘experience, and encourage cus:tomers to utilize
more electronic payment transactions. Hence, by encouraging more people to transact more on
electronic payment systems, Thailand can reduce the costs of printing paper money and

encourage people to buy and sell more on electronic commerce platforms.

1.2 Research Question

What are the factors affecting behavioral intention to use electronic payment?

1.3 Research Objective

1. To study customer behavior relating to electronic payment in Thailand
2. To study the structure of relationships resulting in people adopting electronic

payment platform.



1.4 Research Scope

This research studies customers who have used electronic payment systems in Thailand.
The score of this research focuses on customers who live in Bangkok because Bangkok is the
province where Thai people live in most and where. there is the highest concentration of
economics activities. The population of this research includes not only people who register
themselves as Bangkokians but also include people who do not. The survey of City population
found that there are 12,390,000 people living in Bangkok(www.citypopulation.de). The study

includes only individuals both B2C and C2C but does not include B2B.

1.5 Research Contributions

1.5.1 The study provides the structural model of factors influencing behavioral intention

to use electronic payment?

1.5.2 The study delivers benefits for developers and policy makers to design and

adjust the electronic payment systems suitable for Thai users.



CHAPTER 2

LITERATURE REVIEW

2.1 Theoretical Background

The Theory of Reason Action (TRA) and the Theory of Planned Behavior (TPB) were
frequently used to explain adoption behavior. Later, the Technology Acceptance Mode! (TAM)
was developed. TAM has various versions. However, it contains three main constructs to
explain user's behavior. These constructs are behavioral intention (Bl), perceived ease of use
(PEOU) and perceived usefulness (PU) used to explain the use behavior of information systems

(UB) (Davis, Bagozzi, & Warshaw, 1989; Venkatesh & Bala, 2008; Venkatesh & Davis, 2000).

However, not only PU, PEOU, and PE that might be able to explain the acceptance of
‘technologies, security and privacy can also be used to explain the acceptance in the case of
online banking, which is similar to electronic payment (Pikkarainen, Pikkarainen, Karjaluoto, &
Pahnila, 2004, p. 229). Furthermore, in terms of mobile commerce, innovativeness is a possible

factor determining the adoption of mobile commerce in Singapore(K. C. C. Yang, 2005, p. 257).

TAM can be criticized that users it has a lack of other possible factors associated with the
phenomenon being explained. In addition, TAM constructs are similar to other theories. For
example, relative advantage of Diffusion of Innovation (Dol) is similar to perceived usefulness.
Hence, applying only TAM can misguide developers in a wrong direction (Plouffe,
Vandenbosch, & Hulland, 2001, p. 217). Then, Unified Theory of Acceptance and Use of
Technology (UTAUT) was created to mitigate the weakness of TAM. New constructs are added
in UTAUT1-2; these constructs are habit, facilitating conditions, and hedonic motivation.
Furthermore, moderating factors are added in UTAUT1-2. These moderators are gender, age,

and experience (Venkatesh, Morris, Davis, & Davis, 2003; Venkatesh, Thong, & Xu, 2012).
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Figure 1.1 The structure of UTAUT 2.

2.2 Use Behavior (UB).

Use behavior is an interesting construct for Information System (IS) discipline because the
success of technology implementation can be measured by users' behavior (DelLone & McLean,
Spring2003). According to Rogers (1983, p. 21), adoption behavior refers to "A decision to make

full use of innovation as the best course of action available." Use behavior is a similar construct



as adoption behavior. Use behavior means actual use, the amount of time, frequency that users
use technology (L.-D. Chen & Tan, 2004; L. Chen, Gillenson, & Sherrell, 2002; Smarkola, 2008;
Wu & Wang, 2005). Research uses the frequency of usage to represent users' behavior (H.-F.
Lin, 2007). For this particular study, use behavior refers to the frequency of electronic payment

usage. However, this construct is not included in this study.

2.3 Behavioral Intention (Bl)

Behavioral intention is an intermediate construct which connecting between behavior and
other attitudinal constructs (Fishbein & Ajzen, 2010). Behavioral intention can be found in
various disciplines. For example, behavioral intention can be found in the Theory of Planned
Behavior in behavioral science (Fishbein & Ajzen, 2010), the Technology Acceptance Model

(Davis, 1989) in information system.

Behavioral intention refers to the degree to which people intend to perform a technology
(Malhotra & Galletta, 1999). Because UTAUT1-2 were developed from TPB and TAM, behavioral

intention is used to explain use behavior (Venkatesh et al., 2012).

2.4 Performance Expectancy (PE)

People behave a specific behavior partly because they believe that such behavior is
beneficial for them (Fishbein & Ajzen, 2010). Perceived usefuiness in TAM and performance
expectancy in UTAUT1-2 are much similar to each other(Davis et al., 1989:; Venkatesh et al.,
2003, 2012). Both are also can be thought of parts of attitudes in TPB, especially cognitive
information (Fishbein & Ajzen, 2010; Maio & Haddock, 2010). Performance expectancy
represents the perception of users ; they think that using a particular technology brings benefits

to them (Venkatesh et al., 2012). If this construct is viewed as in motivation theories,



performance expectancy can be viewed as extrinsic motivation (K.-Y. Lin & Lu, 2011; Malhotra,

Galletta, & Kirsch, 2008).

2.5 Effort Expectancy (EE)

Users of technology prefer to use technologies that are easy to use. Effort expectancy
refers to the extent to which customers view that a particular electronic payment system is easy
to use (Venkatesh et al., 2003). This construct is associated with ease of use in TAM (Davis,
1989). Successful technologies should not create confusion for their users when the users want

to use.

2.6 Facilitating Conditions (FC)

Facilitating conditions represent a construct showing that users adopt a particular
technology partly because they are facilitated by supporting conditions. Facilitating conditions
refer to the degree to which a user of electronic payment system thinks they have technological
infrastructure supports the use of electronic payment system (Venkatesh et al., 2003). This
construct is not so new because Diffusion of Innovation (Dol) provides compatibility and the
Theory of Planhed Behavior provides perceived behavioral control. These constructs are very
similar (Ajzen, 1991; Rogers, 1983; Taylor & Todd, 1995; Venkatesh et al., 2003). The interesting
aspect of facilitating conditions is that this construct can influence both behavioral intention and

use behavior positively (Escobar-Rodriguez & Carvajal-Trujillo, 2014; Venkatesh et al., 2012).

2.7 Social Influence (SI)
Social influence means the degree to which the use of an electronic payment system
. believes that important people think that he or she should or should not use such an electronic

payment system (Venkatesh et al., 2003). Society can help to expedite the rate of technology



adoption. Social influence is in fact similar to subjective norm in TRA and TAM (Vannoy & Palvia,
2010; Venkatesh et al., 2003). Research shows that social influence can influences behavioral
intention (Ajzen, 1991; Escobar-Rodriguez & Carvajal-Trujillo, 2014; Fishbein & Ajzen, 1975;

Venkatesh & Davis, 2000).

2.8 Price value (PV)

UTAUTZ provides a construct relating to price which customers may have to pay. Price
value is a new construct introduced to explain adoption behavior.UTAUT2 suggests that
consumers weight the benefits that they obtain to cost that they pay(Venkatesh et al., 2012).
Like performance expectancy, price value is used explain behavioral intention. Electronic

payment can have a transaction cost. Hence this construct is appropriate for this study.

2.9 Hedonic Motivation (HM)

Hedonic motivation refers to the degree of fun, enjoyment, happiness when the user Qses
a particular technology (Venkatesh et al., 2012). Studies show that hedonic motivation
significantly positively affects behavioral intention in many technologies such as leaning
management software (Raman & Don, 2013), social media (Oechslein, Fleischmann, & Hess,

2014), and electronic commerce (Pascual-Miguel, Agudo-Peregrina, & Chaparro-Peldez, 2015).

2.10 Habit (Ha)

Habit is a new construct introduced by UTAUT2. This construct refers to the degree that
the user of an electronic payment system think that he or she uses the technology as habit.
Habit influences the use behavior and behavioral intention of users (Venkatesh et al., 2012). A
study shows that habit affects both behavioral intention and use behavior in terms of mobile

banking (Baptista & Oliveira, 2015).



2.11 Personal Innovativeness (PI)

Personal innovativeness is an construct that has been introduced by Rogers (1983).
People who have innovativeness adopt new technology rapidly than people who have less
innovativeness (Rogers, 1983). Few studies applies personal innovativehess as an independent
variable (Lu, Yao, & Yu, 2005). Research shows that personal innovativeness has a significant
impact on behavioral intention to use information technology (Rakhi & Mala, 2014), perceived
usefulness, and perceived ease of use (Lu et al:, 2005).Personal innovativeness also has a
relationship with perceived risk (Dai, Luo, Liao, & Cao, 2015). Hence, the author decides to

include personal innovativeness as an independent variable.

2..12 Perceived Trust (PT)

Perceived trust can be viewed as confidentiality, integrity, authentication, of the electronic
payment system (Fiavian & Guinaliu, 20086). Perceived trust enhances the attitudes of users
become confident with the electronic payment system which in turn declines the uncertainty
(Roca, Garcia, & de la Vega, 2009). Perceived trust may be technological parts of the

electronic payment systems, processes, and people involving in electronic payment system.

2.13 Perceived Risk (PR)

Risk is a traditional belief that it might deciline the rate of adoption in terms of risk
technology such as electronic commerce and electronic payment. Perceived risk can be
viewed as the costs of technology adoption (Alhakami & Slovic, 1994). Rakhi and
Mala(2014)include perceived risk as the same construct as privacy risk and financial risk.
Studies show that perceived risks negatively influence behavioral intention (Rakhi & Mala, 2014:

Y. Yang, Liu, Li, & Yu, 2015). Until now, researchers have known little about how perceived risks



10

formulated and perceived risks are still unclear. Authority should be able to understand and
measure perceived risk in such risky technology as electronic payment (Y. Yang et al., 2015).
Like perceived risk, security is a huge concern in information technology usage. Security can
influence behavioral intention to purchase products 6r services on the Internet. Security
sometimes has more influence than ease of use and usefulness of technology on behavioral
intention. People worry about the chance that their credit cards might be stolen by a trusted
agent (Salisbury, Pearson, Pearson, & Miller, 2001).This construct is subjective rather than

objective (Chellappa & Pavlou, 2002; Flavian & Guinaliu, 2006).

2.14 Privacy Concern or Perceive Privacy (PP)

Privacy concern is a major issue like perceived risk and perceived trust in the information
system research because customers feel that their information perhaps is misused by electronic
services such as electronic commerce and electronic payment companies and systems.
Research shows that privacy concern has a relationship with perceived trust (Bonsén Ponte et
al., 2015; Flavian & Guinaliu, 2006). Hence, the author chooses to include this construct in this

research.

Table 2.1 shows research conducted in the past and relationships associated with TAM.
However, few studies have used UTAUT2 as the research framework. Hence, it is a good

opportunity to conduct a study relating to electronic payment by using UTAUT2.
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Table 2.1 The summary of relationships between independent and dependent variables.

Independent variable

Dependent variable

References

Usefulness Use Behavior (Pikkarainen et al., 2004)
Ease of Use Usefulness (Plouffe et al., 2001)
Ease of Use intention (Carter & Bélanger, 2005)
Relative Advantage Intention (Plouffe et al., 2001)
Compatibility ‘ Intention (Carter & Bélanger, 2005;
Plouffe et al., 2001)
Trial-ability [ntention (Plouffe et al., 2001)
Voluntariness Intention (Plouffe et al., 2001)
Innovativeness Intention (Rakhi & Mala, 2014)
Security Intention (Sevgi Ozkan, Gayani
Bindusara, & Ray
Hackney, 2010)
Innovativeness Usefulness (K. C. C. Yang, 2005)
Innovativeness Ease of Use (K. C. C. Yang, 2005)
Perceived value Intention. (Bonsoén Ponte, Carvajal-
Trujillo, & Escobar-
Rodriguez, 2015; Y. Yang
| etal., 2015)
Risk Intention (Rakhi & Mala, 2014; Roca

et al., 2009; Sevgi Ozkan
etal., 2010; Y. Yang et al.,

2015)




12

Independent variable

Dependent variable

References

Trust Intention (Bonson Ponte et al., 2015;
-Carter & Bélanger, 2005;
Sevgi Ozkan et al., 2010;
Y. Yang et al., 2015)
Security Intention (Sevgi Ozkan et al., 2010)
Usefulness Trust (Roca et al., 2009)
Ease of Use Trust (Roca et al., 2009)
Security Trust' (Bonson Ponte et al., 2015;
Chellappa & Pavlou, 2002;
Flavian & Guinaliu, 20086;
Kim, Chung, & Lee, 2011)
Privacy Trust (Bonson Ponte et al., 2015;
Flavian & Guinaliu, 2006)
Innovativeness Risk (Dai et al., 2015)
Innovativeness Trust (Salisbury et al., 2001)
Trust Perceived Valuei (Bonson Ponte et al., 2015)
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Figure 2.1 The theoretical model.

Based on the literature, we propose hypotheses. All hypotheses are depicted in figure
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Hypothesis1: Performance Expectancy (PE) positively influences behavioral intention (BlI)

Hypothesis2: Effort Expectancy (EE) positively influences behavioral intention (BI)

- Hypothesis 3: Facilitating Conditions (FC) positively influences behavioral intention (BI)

Hypothesis4: Social Influence (SI) positively influences behavioral intention (BI)

Hypothesis5: Price Value (PV) positively influences behavioral intention (BI)

Hypothesis6: Hedonic Motivation (HM) positively influences behavioral intention (Bl)

Hypothesis7: Habit (HB) positively influences behavioral intention (B!)

Hypothesis8: Personal Innovativeness (Pl) positively influences behavioral intention (BI)

Hypothesis9: Perceived Trust (PT) positively influences behavioral intention (BI)

Hypothesis10: Perceived Risk (PR) positively influences behavioral intention (Bl)

Hypothesis11: Perceived Privacy (PP) positively influences behavioral intention (Bl)



CHAPTER 3

METHODOLOGY

This research employs a quantitative methodology, which relies on the use of statistics.

3.1 Measurement items

The author employed the quantitative approach to test the hypotheses and the study
focuses on people who have used electronic payment in Bangkok Thailand. The phenomenon
is measured through a self-reported paper based guestionnaire. The items were measured
seven point-Likert scales from strongly disagree (1) to strongly agree (7). Table 3.1 shows the

measurement of constructs.

Table 3.1 The measurement of constructs.

Constructs Items Description Adapted from
Bl B | intend to use this electronic payment (Fishbein and Ajzen,
continuously in the future 2010; Venkatesh et

al., 2003, 2012)
BI2 | attempt to use this electronic payment

in everyday life.

BI3 I plan to use this electronic payment
often.
Bl4 | expect to use this electronic payment

continuously

PE PE1 | find that this electronic payment is (Venkatesh et al.,

useful for my life. 2003, 2012)
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Constructs ltems Description Adapted from

PE2 Using this electronic payment makes
my work accomplishes quickly.

PE3 Using this electronic payment increases
the efficiency of my work.

PE4 Using this electronic payment makes
me work faster and save my costs.

EE EE1 Learning how to use this electronic (Venkatesh et al.,

payment is easy for me. 2003, 2012)

EE2 Using this electronic payment is clear
and understandable.

EE3 | find that using this electronic payment
is easy.

EE4 | find that it is easy to be an expertin
using this electronic payment.

Sl S People who are important to me think (Fishbein and Ajzen,

that | should use this electronic 2010; Venkatesh et
payment, al., 2003, 2012)

Si2 People who influence mybehaviour
think that | should use this electronic
payment.

SI3 People whose opinions | like think that |

should use this electronic payment.




L4 »
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Constructs items Description Adapted from
Si4 People whom | respect and admire
encourage me to use this electronic
payment.
FC FC1 | have enough resources to use this (Venkatesh et al.,
electronic payment 2003, 2012)
FC2 I have enough knowledge to use this
electronic payment.
FC3 This electronic payment is compatible
with other technologies | use.
FC4 | often get support from other people
when | have a problem using this,
electronic payment.
HM HM1 Using this electronic payment is fun (Venkatesh et al.,
HM?2 Using this electronic payment makes 2012)
me happy.
HM3 Using this electronic payment is
entertaining.
HM4 | feel happy when | use this electronic
payment.
Ha Ha1 Using this elecfronic payment is my (Venkatesh et al.,

habit

2012)

077350

17



Constructs ltems Description Adapted from
Ha2 | feel addicted to using this electronic
payment.
Ha3 | must use this electronic payment
often.
Ha4 Using this electronic payment becomes
my normal routine.
PV PVO1 Expenses occurring from this electronic
payment are reasonable.
PV02 Using this electronic payment is worthy
when compared with costs
PV03 When compared with costs, this
electronic payment creates value.
PR PRO1 Using this electronic payment brings
risk to me.
PRO2 Using this electronic payment tends to
make me lose.
PRO3 Using'this electronic payment is
uncertain.
PRO4 Using this electronic payment has a
potential to bring financial lose.
TR TRO1 This electronic payment is trustworthy
TRO2 The company that provides this

18



Constructs ltems Description Adapted from
electronic payment is trustful.
TRO3 This electronic payment is faithful
TRO4 [ trust this electronic payment
PR PRO1 I worry that my personal information can
be misused.
PRO2 I worry that my personal information can
be sold and exchanged.
PRO3 [ worry that my personal information can
be used without my permission.
PR0O4 I worry that my personal information can
be collected, tracked, and analyzed.
Pl PI101 if | hear the news about new
technology, | wiil try quickly.
P102 I 'am the first person who tries new
technology.
PI03 | like to try new technology.
P104 | like to exploit to new ideas.

3.2 Reliability and Construct validity

19

The reliability is measured by using Cronbach's Alpha and composite reliability. The

acceptable value is more than 0.70 (Hair, Black, Babin, & Anderson, 2010). In terms of

construct validity, the standardized factor loading should be greater than 0.70 and the average
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variance extracted (AVE) should be greater than 0.50 (Hair, Black, Babin, & Anderson, 2010).
To satisfy the discriminant validity, the comparison between AVEs and the squared correlation
between two constructs is used to investigate whether or not the constructs are different (Hair et

al., 2010).
3.3 The estimation

The equations are estimated by using maximum likelihood. IBM's SPSS and AMOS 21.0

were used for this study.
3.4 Computer Software

IBM’s SPSS and AMOS 21.0 are used in this research.



CHAPTER 4

RESEARCH RESULTS

The purposes of the study are to study customer behavior relating to electronic payment
in Thailand and to study the structure of relationships resulting in people adopting electronic

payment platforms. The results are described in this chapter.

The sample size of this study is 320 respondents who live in Bangkok Thailand. There are
more female (53.4%) than male respondents (46.6%). Furthermore, the younger group, people
who are 29 and below years old, are the majority group (52.8 %) while the older group ,people
who have age more than 29 years old, are the minority group (47.2%). For education groups,
the people who have bachelor degrees are the majority group (54.1%) while the people who

have education lower than undergraduate degrees have the smallest number (20.9%).

Table 4.1 The Demographic characteristics of the respondents (n= 320).

Categories Samples %
Gender
Male 149 46.6
Female 171 53.4
Age
younger (29 and below) 169 52.8
older {(more than 29) 151 47.2
Education
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Categories Samples %
LoWer than
67 20.9
undergraduate
Undergraduate 173 541
graduate 80 25.0

In terms of the technologies that the respondents use most previously, this research found
that the respondents used credit cards in stores most (26.6 %). This type is followed by the
other category (25 %). However, the users used debit cards on the interest less (5.9%). Table

4.2 shows technologies that the respondents use most previously.

Table 4.2 Technologies that the respondents use most previously.

Categories Samples %
Credit cards in store s 85 26.6
Credit cards in Internet 36 11.3
Debit cards in store 45 14.1
Debit cards in Internet 19 5.9
E-money 62 19.4
Internet banking 38 11.9
Others 80 25.0

Table 4.3 demonstrates mean, standard deviation, standardized loadings, content

reliability, and Cronbach’s alpha. All standardized loadings are greater than 0.70. This number
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is recommended for manifest variables. Content reliability and Cronbach's alpha are all greater

than 0.7; this figure is a threshold for testing reliability (Hair et al., 2010).

Table 4.3 Standardized loadings, content reliability, and Cronbach’s alpha.

Latent | Observed
Standardized Factor Loading C.R. Alpha
variable | variable
Bl Bl1 .804 .84 | 916
BI2 872
BI3 912
Bl4 841
PE PE1 .890 .88 927
PE2 .789
PE3 .909
PE4 .894
EE EE1 .905 .84 .924
EE2 .867
EE3 .899
EE4 774
Sl Si1 .909 .72 798
Si2 .882
Si4 .503
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Latent | Observed
Standardized Factor Loading C.R. Alpha
variable | variable
FC FC1 .837 .84 .896
FC2 .863
FC3 .886
HM HM1 .876 .90 .946
HM2 913
HM3 .859
HM4 947
Ha Ha1 .890 52 909
Ha2 .789
Ha3 .909
Ha4d .894
PV PVO1 .876 .85 .900
PV02 .893
PV03 .831
PR PRO1 892 .88 .939
PRO2 921
PRO3 .880
PRO4 .869
TR TRO1 .881 .90 .949
TRO2 917
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Latent | Observed
Standardized Factor Loading C.R. Alpha
variable | variable
TRO3 915
TRO4 933
PP PRO1 .892 91 .954
PRO2 .921
PRO3 .880
PRO4 .881
Pl PIO1 .891 .83 .903
P102 .827
PI03 .821
P104 .882

Table 4.4 shows all the AVEs are greater than 0.5 (0.76-0.87). Hair et al.(2010) suggest

that the AVE should be greater than 0.5 so that the construct validity is met.

All the squared correlations are less than the AVEs, suggesting that the constructs meet

discriminant validity (Hair et al., 2010).Hence, the requirement of construct validity, discriminant

validity and reliability are satisfied.



Table 4.4 Squared correlations and AVEs.
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Bl | PE| EE | SI | FC | HM | Ha | PV | PR | TR | PP | PI
Bl 74

PE | 43 | .79

EE | 28 | 57 | 74

st | 47 | 26 | 20 | 62

FC | 36 | 47 | 44 | 25 | .74

HM | 24 | 19 | 13 | 22 | .18 | 82

Ha | 53 | 28 | 20 | 20 | 20 | 41 | .76

PV | 26 | 41 | 38 | 37 | 25 | 25 | 25 | 75

PR | 01 [ 00| 00 | 01 | 00| 05| 02 | .01 | .79

TR | 16 | 21| 27 | 14| 22| 08 | 13 | 32 | 08 | .83

PP | 01 | 00| 00 | 01 { 00| .02 | 03 | .00 | .36 | .02 | .83
Pl | 20 | 21| 49 | 47 | 20 | 21| 36 | 22 | 04 | 05 | .06 |.73

Diagonal elements are AVEs, and off-diagonal values are squared correlations
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-018

.073

-.041

-.041

-.028

-.043

.035

.032

-.033

X2 1931606, df = 866, ¥* /df = 2.231,
P-value =0.000, SRMR = .581, RMSEA =

.062, CFl=.925, Tl = .914

Figure 4.1The structure of the relationship

Table 4.5 Path analysis UTAUT1.
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Paths Hypothesis | Standardized beta P R
Bl € PE H1 321 < .001
Bl € EE H2 -018 793
Bl €FC H3 073 283
Bl € Sl H4 -.041 425
Bl €-pV H5 020 799

Bl € HM H6 -.028 575 766
Bl € Ha H7 463 <.001
Bl € PI H8 -.043 283
Bl € PT H9 035 507
Bl € PR H10 032 507
Bl € PP H11 -.033 445

The results in table 4.5 show that the path from adoption readiness to behavioral intention
is significant (p < 0.001). In addition, the path from perceived risk to behavioral intention is
significant (p < 0.001). However, this model does not support the paths from personal
innovativeness to behavioral intention and from perceived risk to behavioral intention. They are
not significant. However, behavioral intention can be explained by adoption readiness, personal
innovativeness, perceived risk, and habit as much as 76.6 % (R2 = 0.766). In terms of adoption
readiness, its variance can be explained through personal innovativeness as much as 65.2 %

(R*=0.652) and the relationship is significant (p < 0.001).



Table 4.6 shows the

recommended criteria.

Table 4.6 Model fit indices.

model fit indices.
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The model is acceptable and met the

Recommended
Index Value References
value
Chi-square 1931.696 N/A
Df 866 N/A
Marsh and
Normed Chi square 2.231 <5
Hocevar(1985)
CFl 925 >.90 Hair et al.(2010)
SRMR .0581 <.08 Hair et al.(2010)
Bollen and
RMSEA .062 <.08
Long(1993)
TL 914 Approach 1 Hair et al.(2010)




CHAPTER 5

CONCLUSIONS AND DISCUSSIONS

5.1 Conclusions

This research studies customers who have used electronic payment systems in Thailand.
The purposes of the study are to study customer behavior relating to electronic payment in
Thailand and to study the structure of relationships resulting in people adopting electronic
payment platform. 320 respondents who lived in Bangkok were selected. The quantitative
approach was employed to test the hypotheses. The phenomenon is measured through a self-
reported paper based questionnaire. The results show that habit (Ha) and performance
expectancy (PE) affect behavioral intention (Bl) to use electronic payment. The overall structural
mode! is ¥ = 1931.696, df = 866, X /df = 2.231, P-value =0.000, SRMR = .581, RMSEA = .062,
CFl = .925, TLI = .914. The overall model provides the R square = .766 or the 76.6 % of the

variance of the dependent variable can be explained by the variance of independent variables.

5.2 Theoretical implications

This study provides implications for theoretical models and theories. Technology adoption
researchers may find useful. TAM, UTAUT1 and 2 are famous theories for the technology
adoption studies. Hence, the results of this research might provide a feed back to the research
in this field.

Performance Expectancy (PE)

People use specific technology because they believe that such technology is beneficial
for them (Fishbein & Ajzen, 2010). This construct is similar to perceived usefulness in
TAM(Davis et al., 1989; Venkatesh et al., 2003, 2012). It represents the cognitive information

(Fishbein & Ajzen, 2010; Maio & Haddock, 2010) or extrinsic motivation in motivation
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theories(K.-Y. Lin & Lu, 2011; Malhotra et al., 2008). The’result of this study supports the notion
that performance expectancy has a positive effect on behavioral tension in the case of
electronic payment. The standardized coefficient is 0.321 and the significance level is less than
0.001.

Habit (Ha)

Habit has been rarely used in adoption research. This construct is integrated in UTAUT2
but it is not included in TAM or UTAUT1. Habit influences the use behavior and behavioral
intention of users (Venkatesh et al., 2012). The result of this research support this notion that
Habit has a positive effect on behavioral intention in the case of electronic payment. The

standardized beta coefficient is 0.463 and the significance level is less than 0.001.

This study does not support these relationships on behavioral intention. These
relationships are from effort expectancy (EE), facilitation condition (FC), social Influence (Sl),
price value (PV), hedonic motivation (HM), personal innovativeness (Pl), perceived trust (PT),

perceived risk (PR), and perceived privacy(PP) to behavioral intention (BI).

Effort Expectancy (EE)

Users of technology prefer to use technologies that are easy to use. Effort expectancy
refers to the extent to which customers view that a particular electronic payment system is easy
to use (Venkatesh et al., 2003). Successful technologies should not create confusion for their
users when the users want to use. The result from this study does not support the notion that
effort expectancy (EE) has a positive impact on behavioral intention (Bl) in the case of

electronic, unlike research of Carter and Bélanger (2005).
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Facilitating Conditions (FC)

Facilitating conditions represent a construct showing that users adopt a particular
technology partly because they are facilitated by supporting conditions. Facilitating conditions
refer to the degree to which a user of electronic payment system thinks they have technological
infrastructure supports the use of electronic payment system (Venkatesh et al., 2003).
However, the result of this study shows that facilitating conditions (FC) does not have a positive
effect on behavioral intention (Bl) in the case of electronic payment.

Social Influence (SI)

Social influence means the degree to which the use of an electronic payment system
believes that important people think that he or she should or should not use such an electronic
payment system (Venkatesh et al., 2003). Society can help to expedite the rate of technology
adoption. Social influence is in fact similar to subjective norm in TRA and TAM (Vannoy & Palvia,
2010; Venkatesh et al., 2003). However, in this study, social influence (SI) does not have a
positive impact on behavioral intention (Bl).

Price value (PV)

UTAUT2 provides a construct relating to price which customers may have to pay. Price
value is a new construct introduced to explain adoption behavior.UTAUT2 suggests that
consumers weight the benefits that they obtain to cost that they pay (Venkatesh et al., 2012).
The result shows that price value (PV) does not have a positive effect on behavioral intention
(Bl). The result does not comply with other researchers in the case of electronic payment and
banking (Bonsén Ponte et al., 2015; Y. Yang et al., 2015).

Hedonic Motivation (HM)

Hedonic motivation refers to the degree of fun, enjoyment, happiness when the user uses
a particular technology (Venkatesh et al., 2012). Fun, enjoyment and happiness are associated

with affective information in behavioral science research (Fishbein & Ajzen, 2010). However, the



33

research does not support the notion that hedonic motivation has a positive impact on
behavioral intention in terms of electronic payment. This result is different from another study in
electronic commerce (Pascual-Miguel et al., 2015) showing that hedonic motivation has a

significant impact on behavioral intention.
Personal Innovativeness (Pi)

Personal innovativeness is an construct that has been introduced by Rogers (1983).
People who have innovativeness adopt new technology rapidly than people who have less
innovativeness (Rogers, 1983). Few studies applies personal innovativeness as an independent
variable(Lu et al., 2005). However, this research does not support that personal innovativeness
has a positive impact on behavioral intention. Hence it is contradict with other researchers
(Rakhi & Mala, 2014) in the similar research area.

Perceived Trust (PT)

Perceived trust can be viewed as confidentiality, integrity, authentication, of the electronic
payment system (Flavian & Guinaliu, 2006). Perceived trust enhances the attitudes of users
become confident with the electronic payment system which in turn declines the uncertainty
(Roca et al., 2009). The result from this study shows that perceived trust has no positive impact
on behavioral intention unlike several studies (Bonson Ponte et al., 2015; Carter & Bélanger,
2005; Sevgi Ozkan et al., 2010; Y. Yang et al., 2015).

Perceived Risk (PR)

Risk is a traditional belief that it might decline the rate of adoption in terms of risk
technology such as electronic commerce and electronic payment. Perceived risk can be
viewed as the costs of technology adoption (Alhakami & Slovic, 1994). However, this research
shows that perceived risk (PR) does not have negative influence on behavioral intention (BI)

unlike studies of Rakhi and Mala(2014) and Y. Yang et al.(2015).
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Privacy concern or Perceive Privacy (PP)

Privacy concern is a major issue like perceived risk and perceived trust in the
information system research because customers feel that their information perhaps is misused
by electronic services such as electronic commerce and electronic payment companies and
systems. However, this research does not support this notion because the relationship is not

significant at a 0.05 level.
5.3 Suggestions for future research.

This study uses structural equation modeling to conduct this research. However, the
research investigates only direct relationships. Hence, future research should conduct indirect
relationships among the constructs Furthermore, the future study should investigate why
perceived risk, perceived trust and privacy concern do not have impact on behavioral intention;
the results of this study seems to contradict to other studies. Perhaps the results of this study
may results from the number of samples. Future research should have bigger sample side. In
addition, future research should include qualitative study together quantitative research in order

to improve the understanding of the phenomenon.
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