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Abstract: The main goal of the current paper is to investigate the factors that influence Millennials’
adoption of digital payments among Generation Z by analyzing the potential effects of perceived
convenience, perceived cost, perceived security, perceived convenience, innovativeness, and social
influence on the adoption of digital payments. A total of 258 individuals in Malaysia were asked to
complete a questionnaire to gather statistics. To assess the research model and test the hypotheses,
structural equation modeling with partial least squares (SEM-PLS) was utilized. Smart PLS path
analysis results revealed that perceived convenience, perceived security, perceived cost social influ-
ence, and innovativeness were positively significant determinants of digital payment adoption. This
study offers fresh theoretical perspectives for identifying potential adoption barriers that need to be
addressed. Concerns about privacy and security, a lack of information or comprehension, and aver-
sion to change are all prevalent challenges among Millennials. Recognizing these limitations allows
service providers to incorporate measures such as better security features, educational campaigns,
and user-friendly interfaces to alleviate these concerns and boost adoption.

Keywords: digital payment; mobile payment; Generation Z; perceived convenience; perceived cost;
social influence; innovativeness

1. Introduction

In this age of innovation, the advancement of information technology has opened
the way for big data analytics. Various data streams can now be efficiently synchronized
owing to APIs and Social, Mobile, Analytics, and Cloud (SMAC) technologies (Gallego-
García et al. 2022). Several platforms have been merged into a single network to provide
digital financial services in order to facilitate normal business transactions. Adopting
innovation and embracing digital transformation to improve financial institutions’ overall
performance is critical for their survival (Shuhaiber et al. 2023; Gruenhagen and Parker
2020). The channels that deliver financial and banking products and services are now
more dependable and user-friendly as a result of the use of new technology and the digital
transformation of business processes (Melo et al. 2023; Alsmadi et al. 2023a).

According to Ernst & Young’s “Global FinTech Adoption Index 2019” survey, 64% of
people in 27 selected countries used fintech services in 2019. This proportion represents the
number of people who are actively using the internet. It is important to note that, according
to Ernst & Young LLP (2016), this percentage was 87% for China, 71% for Great Britain, 64%
for Switzerland, and 46% for the United States. Banerjee and Pradhan (2022) point out that
people of different ages and demographic backgrounds adopt new technologies at varying
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rates. This study focuses on Millennials, also called Generation Y, which includes people
who were born between 1980 and 1995. Among the generational cohorts that are actively
reshaping the landscape of conventional financial institutions today are Generation Y and
Generation Z (also known as iGen, born 1996–2010) (Liu et al. 2023).

Since its emergence, fintech has altered the global financial framework and the ev-
eryday economic behaviors of people. In view of the readiness and capabilities of ICT
companies to offer safe and user-friendly financial alternatives, it is no surprise that non-
financial enterprises have begun to encroach on the finance market (Cham et al. 2018). In a
similar case, BNM has introduced the Financial Technology Regulatory Sandbox Frame-
work, which requires fintech companies to comply with a number of conditions to ensure
all the financial services and products provided are legally compliant with relevant statutes
(Badran 2023; El-Bermawy 2022; Hjij 2023; Raza et al. 2021).

As outlined in the paper written by Pertiwi and Purwanto (2021), Millennials are more
likely than other age groups to access fintech services. For instance, in Western Europe,
65.6% of Millennials utilized fintech services, as compared to 53.2% of the other age groups.
In Central Europe, the difference in fintech services adoption between Millennials and
older generations was smaller but still significant at 9.5%. Similarly, the report by Ernst
& Young in 2017 indicated that the Fintech Adoption Index for the Millennial generation
was 48% and 59% within the United States. In Poland, this proportion for the Millennial
generation was approximately 75% in the year 2019 (Alsmadi et al. 2020).

Digital payment adoption research that focuses on perceived convenience and per-
ceived security is still limited. Most studies currently concentrate on technological and
economic facets, with only a small amount of effort devoted to security (Holub and Johnson
2018). Al-Okaily et al. (2023c) indicated that the technical characteristics, user interaction,
and trust are the main themes of recent literature on digital payment adoption and that
the unsaturated research themes are mainly in the areas of user interaction and behavior
(including acceptance and trust).

Even though prior studies have examined the acceptance and adoption of digital
payment globally (e.g., Al-Okaily 2023, 2024), only a few studies have tried to discuss
digital payment acceptance and adoption in the Jordanian context. Therefore, according
to the best of our knowledge based on a comprehensive literature review, the current
study is among the first empirical studies examining the potential impact of perceived
cost, social influence, and innovativeness on digital payment adoption in the Jordanian
context, particularly among Generation Z. Based on the foregoing arguments, the purpose
of this research is to create a unified research paradigm for experimentally investigating
the possible influence of perceived convenience, perceived security, perceived cost, social
influence, and innovativeness on digital payment adoption among Millennials.

The remainder of this paper is structured as follows: Section 2 introduces the research
background and examines related literature with the research hypotheses. Section 3 ex-
plains the methodology and data collection. Section 4 presents the results of data analysis
and hypothesis testing. Section 5 discusses the findings and key research implications.
Lastly, Section 6 wraps up the paper with research limitations and ideas for future research.

2. Theoretical Background and Hypothesis Development

The Technology Acceptance Model (TAM) is central to understanding how perceived
ease of use and perceived usefulness drive the adoption of digital payments, as users
are more likely to adopt technologies they find convenient and beneficial (Raza et al.
2017). Similarly, the Unified Theory of Acceptance and Use of Technology (UTAUT)
expands on TAM by incorporating social influence, recognizing the critical role of peer
recommendations and social pressure in shaping adoption behaviors (Joa and Magsamen-
Conrad 2022). The Diffusion of Innovations Theory further explains how individuals’
innovativeness influences their propensity to embrace digital payments, suggesting that
early adopters lead the way in the diffusion of new technologies (Singh et al. 2018). Lastly,
Social Influence Theory highlights the impact of social networks and peer interactions,
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where users are more inclined to adopt digital payments if they observe others using and
endorsing these systems (Alsmadi et al. 2023b; Wei et al. 2021).

2.1. Perceived Convenience and Digital Payment Adoption

Perceived convenience refers to the subjective evaluation of the consumer regarding
the ease of use, smoothness, and comfort of a particular product, service, or system. It
incorporates the user’s view of the offering’s ease of use, accessibility, and other impressions,
such as effortlessness, flexibility, integration, reliability, and support (Lee and Kim 2020).
Perceived convenience results from previous experiences as well as expectations and the
context within which the product or service in question is used (Chang et al. 2013). It plays
an important role in customer behavior; consumers are relatively more likely to adopt, use,
and be satisfied with technologies perceived to be easy. The reason for this is that more
businesses and organizations are trying to ensure increased convenience for customers, to
improve customer experience, satisfaction, and loyalty, thereby gaining a competitive edge
in the market (Faguet 2023; Dong et al. 2017).

The relationship between perceived convenience and the adoption of digital payments
has been tested in a number of studies on consumer behavior and technology acceptance
(Acheampong et al. 2017; Lai and Liew 2021). Perceived convenience is referred to as
the ‘ease of use’ of a particular technology or service. This concept includes the ease of
conducting transactions, the availability of funds, and overall user accessibility, with regard
to digital payments (Al-Qudah et al. 2022; Singh and Rana 2017).

As the findings indicate, perceived convenience has a positive impact on the adoption
of a certain form of digital payment. It is noted that consumers are more likely to adopt
and use a payment method they find easy to use (Al-Okaily et al. 2024d, 2024c, 2024b).
The convenience factor encompasses, among other things, ease of installation, transac-
tion execution time, diversity of payment methods, safety, and integration with existing
technologies (Al-Qudah et al. 2022; Sarkar 2019; Ming-Yen Teoh et al. 2013).

Moreover, several studies have shown that ease of use or perceived convenience is an
important determinant of customers’ tendency to adopt mobile payments. In this regard,
Najdawi and Said (2021) identified perceived ease of use and convenience as important
factors that influenced customers’ intention to adopt mobile payment systems. In a similar
vein, Khiong et al. (2022) found that the adoption of e-payment systems was significantly
increased by perceived convenience. Additionally, the availability of a range of mobile
devices and the development of simple interfaces for payment systems have enhanced
the perceived convenience of the service. The growing use of digital wallets, contactless
payments, and biometric identification techniques adds to the convenience factor (Wardana
et al. 2022; Pandey 2022; George and Sunny 2023). As a result, it might suggest the
following:

H1: Perceived convenience significantly impacts digital payment adoption.

2.2. Perceived Security and Digital Payment Adoption

Perceived security, according to Salisbury et al. (2001), refers to an individual’s
subjective sense of safety, protection, or trust in a certain product, service, or system. It
describes interactions with a service, taking into account the number of threats, weaknesses,
and protections, which the consumer applied to the service (Aloulou et al. 2024; Hasan et al.
2023; Al-Okaily et al. 2023a). Perceived security depends on the perceived effectiveness
or reliability of security measures, how the information is treated, privacy protection,
and, most importantly, the perceived level of the provider/system. It consists of security
technical aspects, such as encryption and authentication, together with non-technical,
psychological components related to the user’s experience of security (Hartono et al. 2014).

According to Alkhowaiter (2020), security perception is the most crucial factor that
determines customers’ willingness to adopt digital payment systems. In cases of financial
information and transactional activities, perceived security can be explained as an indi-
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vidual’s subjective opinion based on the overall situation when utilizing various digital
payment systems (Alazmi and Alemtairy 2024; Hidayanto et al. 2015; Siagian et al. 2022).
Confidence in adopting new digital payment systems is also influenced by perceived secu-
rity, which is defined as the level at which a consumer trusts or feels a payment system is
secure. Protection against fraud, data encryption, authentication measures, and trust in the
system as a whole are some of the factors that foster perceived security (Al-Okaily et al.
2022; Al-Sartawi et al. 2022; Zhang et al. 2019).

Perceived security is an influential factor that determines customers’ intentions to
use digital payment systems. Hanafi and Toolib (2020) and Hamzah (2023) demonstrated
that perceived security accelerated customers’ intention to adopt mobile payment services.
Similarly, Singh and Rana (2017) emphasized perceived security’s importance in e-payment
system acceptance. Sophisticated security solutions, such as two-factor authentication,
tokenization, or secure payment gateways, facilitate consumers’ perception of security and
address concerns over their financial data. Consumers’ confidence in a digital payment
system, however, can be damaged by reports of data breaches, identity theft, or fraud.
Digital signatures have been cited as potential solutions to these issues. As a result, it might
suggest the following:

H2: Perceived security significantly impacts digital payment adoption.

2.3. Perceived Cost and Digital Payment Adoption

Perceived cost is defined as the personal evaluation of the costs, risks, and other
trade-offs that one must make to purchase, use, or maintain a product, service, or system
(Cheung et al. 2015). It consists of several cost components in the user’s mind, including,
but not limited to, money, time, effort, mental or emotional cost, and other significant
resources. Target market personal financial status, preferences, and expectations from
a particular product/service offering affect perceived costs, which vary from person to
person. According to Zainab et al. (2017), the perceived cost of the desired benefit is very
important in making a final decision, as it seems logical to balance the expected benefit
with the potential cost. It includes not only the initial price but also all peripheral costs
such as maintenance, upgrade, and subscription (Alzoubi et al. 2022; Al-Sartawi et al. 2023;
Al-Gasaymeh et al. 2023; Alhawamdeh et al. 2023). To retain and win over consumers,
businesses and organizations have to deal with the perceived cost issues seriously. By
offering competitive prices, making value the selling point, and minimizing perceived
costs, companies can enhance customer satisfaction levels, improve adoption rates, and
build enduring relationships with their clients (Hansen 2005).

The link between perceived cost and digital wallet penetration has always been a
critical aspect influencing consumers’ decisions to adopt and use any form of digital
wallet (Ranjith et al. 2021). Perceived cost has been defined by Ligon et al. (2019) as the
individual’s mental image of the monetary costs incurred in the use of electronic payment
systems—transaction fees, service fees, additional fees, etc. Liu and Tu (2021) have reported
that perceived cost is one of the primary components affecting consumer adoption of the
various types of digital payment (Liu and Tu 2021). Users are more likely to adopt and
use electronic payment systems for business transactions when they perceive them to be
reasonably priced. Elements such as transaction costs, promotional discounts or rewards,
and branding, to mention a few, all contribute to the perceived costs of a digital payment
system (Alkhaldi et al. 2024; Al-Okaily and Al-Okaily 2024). The perception of cost and the
level of acceptance and use of digital payments have been the focus of a significant number
of studies. As a result, it might suggest the following:

H3: Perceived cost significantly impacts digital payment adoption.
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2.4. Social Influence and Digital Payment Adoption

Social influence is defined as the processes by which one or more individuals influence,
persuade, or direct the thoughts, opinions, attitudes, beliefs, or actions of other individuals
or groups of people. It is connected with the effect that social presence, rules, conviction, and
anticipation have upon an individual, shaping and guiding their choices. There are various
ways in which group dynamics can influence individuals, including direct interactions,
observations, group conformity, and exposure through mass media and significant others
(Lutfi et al. 2022).

Social influence can stem from wanting to fit in, being curious, or the presence of
someone in authority (Sirola et al. 2021). The process is employed by people attempting
to change the opinions or behavior of others through their ideas, arguments, or advice.
Its reach extends to consumer behavior, public opinion, social customs, and social trends
(Tunçgenç et al. 2021). An understanding of the relationship between social impact and the
adoption of new technology, in this case digital payment systems, is critical in knowing
consumers’ decision-making with respect to the adoption and usage of the technology
(Koenig-Lewis et al. 2015). Social influence refers to the effect of social interactions, opinions,
and recommendations of peers, family, colleagues, and other important persons or groups
on an individual’s conduct (Susanto et al. 2022).

Various studies have sought to explain the impact of social forces on customers’ usage
of digital payments. For instance, Xena and Rahadi (2019) explored social interaction as
a substantial attribute affecting the intention of mobile payment users. Similarly, many
studies have confirmed the social impact on digital payment adoption. A study by Nguyen
and Huynh (2017) confirmed that social influence variables had a significantly positive
impact on customers’ intention or adoption of payment resources. Therefore, it may suggest
the following:

H4: Social influence significantly impacts digital payment adoption.

2.5. Innovativeness and Digital Payment Adoption

Innovativeness can be described as the tendency of an individual to accept or adopt
new changes or shifts in ideas, technologies, products, or activities. It shows the willingness
to engage in creative actions such as problem-solving, seeking alternatives, and being
flexible (Yu et al. 2020).

According to Michal and Szymon, Yukari, and others, innovativeness includes behav-
ioral, cognitive, and psychological characteristics that shape a person’s willingness to accept
new ideas (Yen et al. 2020). Essentially, innovativeness is defined by imagination, creative
thinking, willingness to take chances, and the desire to explore new things. Innovative
individuals tend to be active in the pursuit of new ideas, products, and processes, and in
the application of new ideas. They are driven to grow and change or challenge the way
things are regularly done (Ardi et al. 2020).

To begin with, understanding the relationship between innovativeness and the use
of digital payments can reveal why people are willing to adopt and use such systems.
Innovativeness represents one’s openness to new technologies and ideas (Patil et al. 2019).
Researchers have stated that the level of innovativeness within an individual is linked to
their digital payment adoption (Patil et al. 2020). Users who are more innovative will be the
first adopters of digital payments, driving technological advancements. Innovativeness is
associated with broad personality characteristics such as openness to experience, risk-taking
behavior, and curiosity (Singh et al. 2020). Thus it may imply the following:

H5: Innovativeness significantly impacts digital payment adoption.

Based on the gaps in the literature, the research model (Figure 1) of this study proposes
that perceived convenience, perceived security, perceived cost, social influence, and inno-
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vativeness are key determinants of digital payment adoption among Millennials. These
proposed relationships and related hypotheses are discussed below.
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3. Research Methodology
3.1. Measures

This research study specifically focused on the evaluation of the relationship between
perceived convenience, perceived security, perceived cost, social influence, and innovative-
ness in digital payment adoption among Millennials in Malaysia, a developing country.
To achieve the specific objectives of this study, a quantitative approach was used in order
to statistically test the various hypotheses associated with the relationships among the
research variables.

The data-gathering instrument, a questionnaire, was constructed based on the relevant
literature. The survey questionnaire included demographic and descriptive questions
such as gender, age, major, and prior experience. Following this, the survey included
the research items (manifest variables) to measure the latent variables. In total, 34 items
were listed in the survey. The survey items used a 5-point Likert scale, ranging from 1
(strongly disagree) to 5 (strongly agree). A cover letter and a consent form were included
at the beginning of the questionnaire, outlining the scope of the study and its nature, the
participants’ willingness to participate, the confidentiality of the information obtained,
and other ethical considerations. Table 1 and Appendix A. display the survey items and
sourcesfor all variables.

Table 1. The source of the measures for all variables.

Variables Number of Items Source

Digital Payment Adoption 4 Widayani et al. (2022).

Innovativeness 3 Shoham et al. (2012).

Perceived Convenience 3 Lin (2016).

Perceived Cost 3 García-Fernández et al. (2018).

Perceived Security 3 Tahar et al. (2020).

Social Influence 3 Dekkers et al. (2019).

3.2. Data Collection Procedure

This study adopted a quantitative research design with an online survey to test the
formulated hypotheses, as shown in the suggested model, which aligns with previous
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studies (Al-Okaily et al. 2024b; 2023b; Qatawneh et al. 2024). For convenience and flexi-
bility, this method focused on respondents aged 18 to 35 years who had experience with
digital payment. They were recruited through Facebook, LinkedIn, Instagram, email, and
WhatsApp invitations. To select respondents, the current study used a filter question to
ensure that only those with digital payment experience were included. In total, there
were 258 responses, which required attention before analysis, as each survey question
was compulsory. This stage of the research lasted 2 months, from mid-April 2023 to early
July 2023.

For data analysis, SPSS software version 28 was employed to show the demographic
profile of the sample, as displayed in Table 2, while factor analysis and structural equation
testing were performed using the PLS regression algorithm software, SmartPLS. The
following sections present the results of the data analysis.

Table 2. Demographic characteristics of the respondents.

Demographic Variable Category

Gender Male: 57.8% (149 respondents), Female: 42.2%
(109 respondents)

Age Group 18–25: 60% (155 respondents), 26–35: 40% (103 respondents)

Major Business: 45% (116 respondents), IT: 35% (90 respondents),
Others: 20% (52 respondents)

Prior Experience Yes: 70% (181 respondents), No: 30% (77 respondents)

Current Usage Yes: 80% (206 respondents), No: 20% (52 respondents)

4. Research Findings

The sections that follow illustrate the descriptive analysis of the research items and
the demographic profile. Then, the SEM-PLS method is described, and its application in
testing the hypotheses is explained.

4.1. Descriptive Analysis

Preliminary descriptive statistics established the profile of the sampled respondents. Vari-
ables such as gender, age, major, prior and present usage of one payment method or another,
and trust scores of respondents were all estimated using SPSS software version 28 and were
subsequently evaluated. For example, 57.8% of the respondents were male, while 42.2% were
female. In order to analyze the relationships between the research items and the latent variables
explaining them, SEM-PLS analysis was conducted, as outlined in the next section.

4.2. SEM-PLS Analysis

The SEMPLS includes two phases: (1) the measurement (outer) model, which assesses
the validity and reliability of the latent variables and the items, and (2) the structural
model, which performs multivariate analysis and tests the structural model’s hypotheses
using T-statistics and p-values (Hair et al. 2017). The next follow-up displays step-by-step
processes and the outputs of the two phases, aided by SmartPLS 4.0. The next sections
present the steps and outcomes of the PLS.

4.3. Results of the PLS Measurement Model

The primary loading occurs between active constructs and the question. Latent
variables should be higher than manifest (or vice versa), so it could be 0.6, constituting
an appropriate acceptable threshold for research validity. Average variance extracted
(AVE) estimates and coefficient of alpha values were used. Except for Perceived Value,
which stands at 0.52, all AVE scores also exceed the 0.5 cut-off (the highest being 9.89 for
Optimism), demonstrating external valid structures. In relation to the internal consistency,
reliability coefficients were relatively high (0.831 for Fin Literacy and 0.945 for Perceived
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Value). Hair et al. (2017) conducted the research where the highest alpha cut-off of 0.7 was
also set, and all estimates of the coefficient were 0.70 or more. This supports the reliability
of the research. Other evaluations of validity are summarized in Table 3.

Table 3. Constructs’ validity and reliability estimates.

Variables Cronbach’s
Alpha

Composite
Reliability (rho_a)

Average Variance
Extracted (AVE)

Digital Payment Adoption
(DPA) 0.71 0.719 0.531

Innovativeness (INV) 0.85 0.856 0.768

Perceived Convenience
(PCE) 0.887 0.888 0.816

Perceived Cost (PCT) 0.776 0.778 0.69

Perceived Security (PS) 0.713 0.719 0.603

Social Influence (SI) 0.71 0.712 0.588

Discriminant validity of latent variables can be evaluated using the Fornell–Larcker
criterion, which has been devised by Hair et al. (2017) in their paper. This criterion confirms
a valid construct to be dissertatively valid when the square root of the AVE positive score of
every structure is lesser than the multi-correlations of this structure with the rest. As shown
in Table 4, values on the diagonal are higher than the intercorrelations below, indicating
that all latent variables meet discriminant validity.

Table 4. Discriminant validity and constructs’ intercorrelations.

Variables DPA INV PCE PCT PS IS

DPA 0.865

INV 0.441 0.943

PCE 0.465 0.756 0.721

PCT 0.278 −0.035 0.18 0.792

PS 0.388 0.746 0.71 −0.033 0.861

IS 0.33 0.211 0.681 0.423 0.399 0.812

4.4. PLS Structural Model Findings

Discriminating links between latent variables (constructs) at the inner SEM-PLS level
will likewise be evaluated in the course of this study. More particularly, the findings of the
structural model align with the findings in the original samples of the linear regression such
as Beta values, T-statistics, and p-values of path coefficients (Hair et al. 2017). Consequently,
all hypotheses are confirmed under these levels of significance at 0.05, as p-values are lower
than the cut-off point of 0.05 for all paths. Table 5 displays the significance level retentions
of all paths.

Table 5. Hypothesis results and path significance.

Hypotheses Original Sample T Values p Values Results

INV → DPA 0.158 2.558 0.011 Supported

PCE → DPA 0.149 2.524 0.012 Supported

PCT → DPA 0.232 3.912 0.000 Supported

PS → DPA 0.294 5.299 0.000 Supported

SI → DPA 0.130 1.992 0.021 Supported
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Figure 2 depicts the research model, which was evaluated and verified in SmartPLS
4.0. The SEM-PLS model displays item loadings, beta values, and R-squared values for
each study construct.
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In order to investigate the predictive proportion of the endogenous construct from the
exogenous constructs, the coefficient of determination (R2) was screened. As a result, the R2

of digital payment adoption was found to be 0.669, which means digital payment adoption
could be explained by 66.9% of other exogenous constructs; this value is considered
moderate and acceptable (Hair et al. 2017).

5. Discussion

From the results of the path analysis, it was found that digital payment adoption
is positively influenced by innovativeness. These results are in agreement with studies
conducted earlier, which confirmed that user engagement in e-transactions is enhanced by
increased innovative ability (Patil et al. 2020; Senali et al. 2022). They also echo previous
studies supporting the claim that positive attitudes toward digital payment usage stem
from innovation (Tang et al. 2021). Empirical studies on ‘applications of blockchain’ and
‘digital payment adoption’ have made it clear that innovativeness plays a supportive role
in the relationship between consumer adoption and trust (Patil et al. 2020). In addition,
the aforementioned findings are congruent with other recent sources suggesting that
greater security, through encryption, tokenization, and biometrics, enhances confidence
in digital transactions (Abu Hashish and Hassounah 2023; Alshammry 2023; Alghamdi
2024; Chauhan et al. 2022). It was apparent in a survey that 42% of consumers considered
security as the most important in the uptake of digital payment. By establishing trust
and providing assurances regarding financial data security, security innovations promote
digital payment system adoption (Al-Omoush et al. 2020).



J. Risk Financial Manag. 2024, 17, 521 10 of 18

These findings agreed with previous research which stated that the perception of
convenience has a positive impact on attitudes toward digital payment systems (Treiblmaier
et al. 2006; Ajmera and Bhatt 2020). Some studies done before regarding the level of digital
payment adoption have also substantiated the convenience with time-saving and raised
efficiency (Al-Shahrani 2023; AlMutairi 2024). These findings are in conformity with the
studies that indicate that digital payment enrolments allow users to access the services and
make transactions on a 24 h basis. They use their cell phone, tablets, or laptops to make
payments anytime and anywhere. Such facilities help to eliminate the geographical and
time barriers associated with physically moving to a place like a bank to make payments or
use traditional cash. The benefits of being able to make a payment anywhere at any time
encourage people to use electronic payments (Najib and Fahma 2020; Liébana-Cabanillas
et al. 2020).

The results suggest that the perceived cost acts in a beneficial manner in terms of the
level of adoption of digital payments. This is in agreement with other researchers who
pointed out the relevance of perceived cost for the adoption of digital payments (Singh and
Rana 2017). Using digital payment systems often proves more cost-efficient than traditional
payment methods (Yadav 2017). Digital payments significantly reduce the need for physical
cash, thereby reducing the risk of loss or theft (Alahmed et al. 2023; Al-Saedi et al. 2020).
Moreover, digital payments reduce time and cost by streamlining transactions, reducing
the need for human involvement and paperwork (Singh et al. 2020; Al-Omoush et al. 2020).

The findings of this study indicate that security perception boosts the potential for
accepting digital payment systems. This finding echoes the previous studies which have
established that security availability accounts for an important factor while making value-
related requirements when embracing digital payment mechanisms (Nuryyev et al. 2021).
It was therefore found that people who feel more secure are actually more prone to the
acceptance of innovative technologies (Teo et al. 2020; Widyanto et al. 2022). However, the
majority of clients of digital payment systems have a reason to feel secure because providers
of the services have come up with ways in which consumer rights will be enhanced; for
example, reviewing disputes and chargebacks (Alshemmari 2024; Betar and Murtaza 2023;
Elgedawy 2024; Dehghan and Haghighi 2015). Such steps reassure customers that their
funds are secure during electronic transactions. Negative perceptions of security risks can
deter acceptance of such technologies (Alghusin et al. 2020; Al-Okaily et al. 2024a).

Finally, this study established that social factors have a positive effect on ease of
use of digital payments. This finding is consistent with the findings of earlier studies
which suggested that there are human factors that determine whether or not one adopts
digital payment options (Singh et al. 2020; Alrashdan 2023; Alsayed 2023; AlMarri and
Elayah 2024; Kumari and Lodha 2021). Researchers have established that social influence
mechanisms, including word-of-mouth promotion, social network participation, or peer
preference, can have favorable results on the use of digital payment mechanisms. When
an individual views others engaging and succeeding in the use of digital payments, the
perceived risks tend to diminish, trust is enhanced, and social endorsement is present
which motivates individuals to engage in the use of digital payment mechanisms (Oyelami
et al. 2020; Hoo et al. 2021). Indeed, a number of reports have sufficiently utilized concepts
of highly social levels of information and perception to explain the levels of use of digital
payment methods. These studies emphasize that if the individual is exposed to greater
social influence in the form of higher numbers of people using and promoting different
forms of digital payments, there is an increased probability of his/her adoption (Kumari
and Lodha 2021). Social influence to a high degree can foster social endorsement, enabling
people to trust electronic payment mechanisms. Also, social influence is enhanced when
important people or reference groups promote and encourage the use of digital payments
(Alhaimer 2024; Almarashdeh et al. 2021). Consequently, social influence is markedly high
and serves to reinforce attitudes and behaviors towards the adoption of digital payment
technologies (Lu and Kosim 2024; Yang et al. 2021; Singh et al. 2020).
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6. Theoretical and Practical Contributions

The implications of this study, grounded in the Technology Acceptance Model (TAM),
offer important insights for digital payment providers. The findings suggest that perceived
convenience and perceived security—core components of TAM—are crucial in influencing
Generation Z’s adoption of digital payment systems. Providers can enhance adoption
by improving user-friendly interfaces and implementing robust security measures. Since
perceived ease of use significantly affects adoption decisions, simplifying the payment
process through intuitive design will make digital payments more accessible to users.
Moreover, perceived usefulness, another TAM factor, can be enhanced by emphasizing the
practical benefits, such as time savings and ease of transactions. Marketing strategies should
highlight these aspects to attract more users. The study also underscores the importance
of addressing social influence, as positive peer reviews and recommendations can further
promote adoption.

The theoretical contributions lead to a number of implications. First, they inform
politicians and service providers on the concerns that affect the Millennials in the use of
digital payment systems. With these drivers in mind, they are able to formulate policies and
initiatives meant to facilitate and foster adoption and, subsequently, help realize a cashless
economy. Second, theoretical contributions assist in recognizing potential barriers to adop-
tion that need to be overcome. Common concerns include privacy and security, absence of
knowledge or understanding, and resistance to change among younger generations, such
as Millennials. This understanding enables service providers to adopt measures such as
enhanced security features, educational campaigns, or simpler user interfaces, which will
address these concerns and encourage adoption. Finally, the theoretical contributions allow
readers to gain a deeper understanding of the impact of the adoption of new payment
systems by Millennials. In this regard, it is believed that digitized payments would assist in
promoting economic growth, lowering transaction fees, and enhancing financial inclusion.
There is a need to comprehend the factors behind adoption in order to harness the benefits
and promote an inclusive and effective financial encompassing.

Understanding the factors that promote the adoption of digital payments by Millenni-
als has significant practical implications. These implications can be utilized by the service
providers and policymakers in redrawing their plans and practices. First of all, they should
focus on appealing to the needs of Millennials’ interests and lifestyles by offering fast, easy,
and appropriate images of digital payment forms. Adoption rates might be significantly
improved through quick, simple, and engaging experiences. Second, to make the privacy
and security concerns an issue of the past, trust and security have to be established first.
In order to build trust and reduce anxiety, the following strategies may be helpful: the
introduction of robust security systems, data transparency, and informing users about
safety measures concerning the use of digital payments. Furthermore, social features, social
endorsement, and user content may enhance the acceptability of digital payment methods
among Millennials and stimulate the word-of-mouth effect. Finally, strong messaging,
education, and awareness through advertisements, videos, and interactions with customer
service can further build confidence in digital payment platforms. Considering these out-
comes, practitioners may efficiently meet Millennials’ needs, overcome barriers, and create
a scenario that promotes the extensive usage of this segment’s digital payment methods.
Providers of services will not only be able to increase their clientele and the volume of
operations performed by them but they will also contribute to the wider development of
a cashless economy and enable the Millennium generation who value the flexibility and
effectiveness in their money-related activities.

7. Limitations and Future Research Directions

While research on the factors influencing digital payment adoption among Millennials
has yielded significant insights, several limitations should be addressed. For starters,
most research has concentrated on individual-level characteristics, potentially overlooking
wider contextual impacts such as cultural, sociological, and economic implications. Future



J. Risk Financial Manag. 2024, 17, 521 12 of 18

studies might look at the influence of these contextual variables on the adoption behavior
of Millennials. Second, the bulk of research has relied on self-reported data, which may be
biased and prone to social desirability effects. To gain a better understanding of adoption
behavior, future studies might use objective metrics or experimental methods. Finally,
because technology is continuously evolving, future studies should investigate the influence
of emerging payment technologies, such as cryptocurrencies or biometric payment systems,
on Millennial adoption behavior and their consequences for the financial ecosystem.

Future studies should look at the long-term effects of Millennials’ digital payment use.
This involves researching the effect on financial behaviors, spending habits, and general
financial well-being. Understanding generational trends in digital payment acceptance,
as well as the distinctions between Millennials and subsequent generations, will also give
significant insights for future service providers and legislators. Exploring adoption patterns
in different geographical locations and cultural situations would also contribute to a more
thorough understanding of the factors of Millennial digital payment uptake. We may
continue to enhance our understanding of digital payment uptake and its consequences for
the Millennial generation and beyond by addressing these constraints and following these
research topics.

8. Conclusions

The adoption of digital payments among Generation Z is not uniform, as the partici-
pants have different motivations and societal factors at play. For this reason, this research
sought to determine the factors that are responsible for the acceptance of digital payment
systems by Generation Z, who are proficient in technology and are always connected to the
internet. The findings of this research indicate that several factors affect the usage of digital
payments by Generation Z. To begin with, Generation Z is highly focused on convenience;
therefore, digital payment systems are quick and easy to operate. They appreciate the
fact that transactions can be completed within seconds on a phone or any other handheld
digital device.

Generation Z has been known to be cautious when it comes to risky ventures, to
the extent that it affects their acceptance of digital payment modes and digital wallets.
Such members of society are likely to be more trusting of organizations that follow the
necessary protocols regarding safety and privacy and inform their customers about these
protocols. Cost, however, is also a significant factor when encouraging them to try out the
different modes of payment. Companies interested in such a demographic can use such cost
advantages to influence the purchasing patterns of the younger Generation Z members.

Additionally, social aspects enhance Generation Z’s perspective regarding the use of
digital payments. As per the opinion survey results, their friends, social networks, and
activities concerning the processes of digitalization influence the members of this generation.
People often use cashless payment systems only when they perceive that cashless payment
systems have a massive proliferation or are regarded as a norm. Another aspect that needs
explanation is the degree of novelty associated with cashless payment systems. Technology
is developing, and Gen Z is the first generation to accept new technologies much faster than
previous generations. They are attracted to modern and progressive systems of payment
that have interesting features and functionalities. It is the young people of Generation Z
who are likely to notice new digital payment systems and want to use them.
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Appendix A. Survey Items

1. Perceived Convenience

• Digital payments make transactions more convenient than traditional methods.
• I can complete payments quickly with digital payment systems.
• Digital payments are accessible and easy to use at any time.

2. Perceived Security

• I trust that my personal information is secure when using digital payments.
• Digital payment systems ensure the safety of my financial data.
• I feel safe conducting transactions through digital payment platforms.

3. Perceived Cost

• The cost of using digital payments is reasonable.
• I believe digital payments reduce overall transaction costs.
• I am satisfied with the fees charged for digital payments.

4. Social Influence

• People important to me think I should use digital payments.
• I use digital payments because my peers do.
• I feel encouraged by others to adopt digital payment methods.

5. Innovativeness

• I am open to trying new digital payment technologies.
• I am usually among the first to adopt new digital payment methods.
• I like using advanced technologies, such as digital payments, for financial trans-

actions.

6. Digital Payment Adoption

• I frequently use digital payment systems for my transactions.
• I prefer digital payments over traditional payment methods.
• I will continue using digital payments in the future.
• I recommend using digital payment systems to others.
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