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Abstract 

Unified Payment Interface (UPI) is a straightforward payment tool or feature developed 
by the instant payment service system. The service allows their customers to interconnect 
and transfer funds between different banks without having to go to the bank to handle these 
events. The main objective of this study is to investigate factors influencing consumers' 
behaviour intentions towards UPI adoption. The independent variables in this study are 
performance expectancy, effort expectancy, social influence, facilitating conditions, hedonic 
motivation, price value and habit which are the determinants that influence the behavioural 
intention of consumers to use. 220 sets of questionnaires have been distributed using an 
online questionnaire. In this study, the data collected from the survey will be analysed using 
the Social Science Statistical Package (SPSS) program. Our result revealed that performance 
expectancy, effort expectancy and social influence showed significant relationship towards 
behaviour intention to adopt UPI. The findings of this study may contribute suggestions to 
better understand Malaysians' research into digital apps and to build marketing plans that 
would work best for the Malaysian market. 
 
Keywords: Unified payment interface, adoption intention, performance expectancy 
 
 



 
 

The 16th National and International Conference 
"Global Goals, Local Actions: Looking Back and Moving Forward 2024" 

20 March, 2024 
 

 

 
59 

Introduction 
In modern times, digital payments have become increasingly popular. And it has 

become a very common financial transaction activity. With the greatest technology shared 
and developed between countries, digital payments have become a significant value for 
consumers or users around the world. Digital payment can already be a good invention for 
human beings to improve their living standards. This technology has been implemented in 
many countries such as Malaysia, Singapore, Bhutan, UK and so on. As early as 2021, Malaysia 
has already introduced this technology. However, this technique also has some problems. 

The smartphone users can be considered as UPI-active consumers or the users who 
use their phones for extended periods of time. Unified Payment Interface (UPI) can make them 
do not need to go to the bank to process their financial transactions, based on Unified 
Payment Interface (UPI) has just started, so Unified Payment Interface (UPI) does not charge 
the consumers any transaction fees and handling fees, which will benefit the smartphone 
users (Kakadel, 2017). Furthermore, from the traditional cash payment to digital payment, 
many people began to switch their payment method from cash transaction to digital payment. 
Considering that UPI is a sensible and efficient tool, it will bring a lot of great benefits to the 
people. To make it more popular, it is necessary to understand and know its usefulness, how 
consumers use it, etc., which will determine the reasons for UPI to find consumer adoption 
intentions. 

In addition to digital payment methods consumers will use, they will also pay with 
credit cards or cash. Therefore, there are several issues that require special attention. Some 
consumers will directly use UPI to pay, there may be some exposure of personal information 
security, stolen funds and other problems. Therefore, this study aims to investigate 
consumer’s adoption intention of this technology in Malaysia. 
 
Objectives 

To examine the significant relationship between performance expectancy, effort 
expectancy, social influence, facilitating conditions, hedonic motivation, price value, habit and 
consumer behaviour intentions to adopt UPI. 
 
Research Scope 

The study will investigate the subject matter, consumer adoption intention of UPI. The 
independent variables of this study include performance expectancy, effort expectancy, social 
influence, facilitation conditions, hedonic motivations, price value and habit. The study has 
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been conducted in Malaysia and the target respondents are Malaysians. The minimum size 
estimated by G-power refers to 153, but this study aims to survey at least 150 respondents.  

 
Literature Review 

Unified Theory of Acceptance and Use of Technology (UTAUT)  
The UTAUT technique developed by Venkatesh, et al. (2003) collected eight user 

acceptance models and theories which include Theory of Reasoned Action (TRA), Technology 
Acceptance Model (TAM), Theory of Planned Behaviour (TPB). Because TAM has been criticised 
because the model ignores important factors such as social influence and individual and 
institutional factors. So, the dissemination of these factors in individuals and societies is very 
important. However, UTAUT becomes more popular than TAM because UTAUT is a formula 
that combines four variables to forecast both technology usage intentions and behaviour. 

The four factors are performance expectancy (PE), effort expectancy (EE), social 
influence (SI) and facilitating conditions (FC). PE is the extent to which a user's use of a 
technology benefited them while they carried out an activity and EE was the level of ease 
with which that user's use of the technology was associated. The FC reflected a user's 
viewpoint on the tools and support required to complete a task; for the SI, it was the degree 
to which the technology user considered the technology to be significant that others believed 
they should utilise the technology. (Venkatesh, et al., 2003). Thus, PE, EE, SI affect the 
behaviour intention to used technology, leading to the reasons for facilitating the conditions 
and behaviour intention to used technology. Additionally, academics employed this model in 
their research to determine how people behave and their intents to adopt new or current 
technology. (Choudrie, 2014).  

 
Consumer Intention to Adopt UPI 
Since UPI had been new to most people, the research on DOI components had found 

that low complexity would affect consumers' recommendation intentions in offline contexts, 
so low complexity had been one of consumers' usage intentions cause, it also leads to 
intentional referrals by UPI users. So, the complexity-based UPI experience would directly 
affect the recommendation intention. More technology utilisation has been observed to result 
in higher and more user recommendations (Miltgen, 2013). 

Besides that, offering a trial product or service could build consumer intentions for the 
product or service. The customers' concerns regarding a freshly produced good or service 
might be allayed by testing it out, which would allay customers' concerns. (Linge, et al., 2018). 
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In one study it was shown that there is some relationship between trialability and usage 
intention, which they know by perceived ease of used. 

 
Performance Expectancy 
Performance expectancy was referred to the benefits and utilities that could be 

obtained using innovative channels, such as time and effort savings, efficiency, accessibility, 
customization, and convenience Al, and so on (Manoharan, et al., 2018). It also could helped 
identify outcomes and expectations that people can achieve. Performance expectancy were 
personal beliefs that the new and innovative technologies would help the consumers 
improved job performance and it was found in several studied to highlight the usefulness of 
UPI payment applications to customers. Because UPI facilitates digital payments in consumers 
daily life. The performance expectancy structure was connected to the technology 
acceptance model's perceived utility structure. Therefore, the users may find it difficult to 
process information if they did not understand the technology (Gupta, et al., 2019). 

 
H1: There is a significant relationship between performance expectancy and 

behavioural intention to adopt UPI. 
 

Effort expectancy 
Effort expectancy (EE) was the relative eased with which consumers perceive 

technology (Venkatesh, 2012). The users or consumers with higher expectations of effort had 
been more likely to adopt new technologies. Effort expectancy (EE) could be understood as 
the eased with which consumers used the associated technology of a particular innovation. 
Effort expectation (EE) had some relationship with the perceived eased of used. 

Compared with traditional cash payment methods, digital payment requires a lot of 
effort from users or consumers, so that the consumers could avoided long queues at banks 
to process their financial transactions. Thus, the researched had shown that the effort 
expectancy were related to users or consumers' willingness to adopt new technologies 
(Herrero & San Martín, 2017). 

 
H2: There is a significant relationship between effort expectancy and behavioural 

intention to adopt UPI. 
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Social Influence 
Social influence was referred to the degree of influence covered members of social 

groups and peered groups such as family and friends. Social influence may allow the beliefs 
of important figures to have a certain impact on user behaviour (Zhou, 2013). These people 
comments may had caused an impact on the use of mobile technology. When the users were 
pressured by those important people to commented, the natural users were likely to 
continued used. Therefore, merchants should use word of mouth to promote users' intentions 
so that users would have a better experience. 

 
H3: There is a significant relationship between social influence and behavioural 

intention to adopt UPI. 
 
Facilitating conditions 
Facilitating conditions was referred to the consumer perspective. The facilitating 

conditions were their opinions on the tools and assistance readily available to carry out an 
activity (Venkatesh, 2012). It may increase its usability and adoption on the infrastructure that 
supports UPI operations. Some of the studied suggested that the mobile payment service 
could improve its convenience and provided users or consumers with training and support 
policies and programs, which could encourage people to adopt digital and mobile payments. 
In addition, this studied also found that it had some influence on behaviour intentions. 

The facilitating conditions also affect the user satisfaction (Luarn & Lin, 2005). The 
satisfaction was referred to the fulfilment of expectations. It was one of the methods of the 
marketing, and it would also be an important one of the factors affecting consumer trusted. 
If the consumers experience better than them expected after used it, then the consumer 
satisfaction would increase it (Kaur & Walia, 2021). When the consumers were satisfied, they 
usually continued to use and engage in constructive dissemination of information. In addition, 
the facilitating conditions was also found to influence consumer satisfaction with online 
services in Korea (Roya Gholami, 2010). Therefore, satisfaction may be one of the important 
determinants for users to accepted information technology. 

 
H4: There is a significant relationship between facilitating conditions and behavioural 

intention to adopt UPI. 
 
 



 
 

The 16th National and International Conference 
"Global Goals, Local Actions: Looking Back and Moving Forward 2024" 

20 March, 2024 
 

 

 
63 

Hedonic motivation 
Hedonic motivation was defined as delight and pleasure from technology usage may 

have had a significant impact on whether new technologies were adopted. (Brown & 
Venkatesh, 2005). If the users created a lot of fun and happiness while used this technology, 
then users could have fun from it. Therefore, some studied had shown that hedonic 
motivation was important for predicting users' intentions for technology acceptance (Yang, 
2010) because the key factors were that emotion, multi-sensory and fantasy were the factors 
of consumers hedonic valued and utilitarianism. This suggests that hedonic valued leads to 
behaviour intentions that influence their pursuit of the technology. 

Venkatesh (2012) proved that hedonic motivation had been one of the factors that 
affect consumers' behaviour intentions of used mobile internet in the environment, and users 
felt that they could got good fun and hedonic performance expectancy through various ways 
of used. Because the mobile internet could be used anytime and anywhere, consumers did 
not need to go to the store to used it. In a studied showing the context of mobile shopping 
services it could been concluded that mobile shopping was a key determinant of consumer 
usage (George, 2022). So other costed of used mobile shopping were the costed of internet, 
mobile device, mobile device maintenance. Since the merchants did not provided technology 
for free, unlike merchants' usage environment, the costed and pricing structure of users used 
of technology had a great impact on them. Therefore, many previous studied had shown that 
hedonic motivation directly affects technology acceptance as an important factor. 

 
H5: There is a significant relationship between hedonic motivation and behavioural 

intention to adopt UPI. 
 
Price value 
The cognitive trade-off between a consumer's perceived advantages from an 

application and the monetary expense of using it was described as price value. The customers' 
propensity to adopt and accept new technology properly was significantly influenced by 
financial costs. Because the consumer was the one who bears the monetary costed of used 
the technology. Because unlike merchant usage contexts, hidden merchants did not provided 
technology for free, the costed and pricing structure of used technology could have a strong 
impact on consumer technology usage (Venkatesh, 2012). 

In the past research, price value could also be defined as cognitive trade-offs made by 
customers between the monetary costs of using mobile payment buying applications and its 
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perceived advantages (George, 2022). Furthermore, price value depending on whether the 
perceived advantages outweigh the monetary cost of using the technology, might look positive 
or negative. (Venkatesh, 2012). The cost would also be a factor in the successful development 
of mobile commerce and the costed involved in mobile commerce include the costed of 
equipment, internet and certain applications. 

 
H6: There is a significant relationship between price value and behavioural intention to 

adopt UPI. 
 
Habit 
Habit can be defined as behaviours that people tended to perform automatically 

because of learned, and in simple terms, automation (Limayem, et al., 2007). Furthermore, 
the personal habit was one of the most important factors for the adoption of mobile financial 
services. Payment habits could change the payment background of consumers and payment 
had become a habit of people in the current environment of used electronic money. Because 
if the consumers had payment habits, they had been more secure, convenient and efficient 
when paying for transactions. Therefore, if consumers were satisfied with these technologies, 
they would rely more on it. 

According to the studied of Venkatesh (2012), the habitual behaviour intentions and 
technology usage had a significant impact. As the experience of used technology grows, users 
began to habitually use this technology for financial activities or transaction payments. In 
addition, habits could also be used by people to predict future behaviour, so people had 
been more willing to did things they had done before (Wood, 1998). When habits exist, the 
people rely more on their habits than on other external information and strategies. In addition, 
in a studied by (Gochhwal, 2017), it was shown that habit also affects users' intention to 
continued used e-commerce. When you had done something for a long time, you would 
continue to do it in the future. This was a habit. Therefore, if the user was used to use the 
technology or program, then this habit would affect personal used. 

 
H7: There is a significant relationship between habit and behavioural intention to adopt 

UPI. 
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Research Methodology 
The minimum required sample size based on the G* power calculation is 153 

respondents. A set of self-administered questionnaires has been distributed to 220 
respondents. The questionnaire items used to measure all independent and dependent 
variables are adopted from Venkatesh (2012). Only 211 sets of completed questionnaires are 
used for the data analysis. The collected data was entered and analysed by using SPSS 
software.  
 
Research Results 

There were 120 female respondents and 91 male respondents participated in this 
research. Majority of responders claimed to be between the ages of 18 and 29., a total of 173 
people, accounting for 82%. For the reliability analysis, the Cronbach’s alpha values for all 
variables are ranged between 0.797 to 0.896. For the multiple linear regression analysis result, 
the model summary showed the R square value of 0.759 and this indicates that 75.9% of 
dependent variable is explained by the seven independent variables.  

Table 1 summarised the ANOVA result of this model. The result showed that the 
model of this study is significant at 5% significance level. 

 
Table 1: ANOVA table 
 

Model Sum of 
squares 

df Mean square F Sig. 

Regression  78.553 7 11.222 91.190 <0.01b 

Residual 24.981 203 0.123   
Total 103.535 210    

 
There are seven hypotheses which have been tested in this research and the result 

summarised in Table 2. Among the hypotheses, the 4 independent variables, which are 
facilitating condition, hedonic motivation, price value and habit have no significant relationship 
with dependent variable, behaviour intention to adoption UPI. However, the rest of the three 
independent variables, which are performance expectancy, effort expectancy and social 
influence have the significant relationship with dependent variable.  
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Table 2: Coefficients table 
 

Model Unstandardised 
Beta 

Coefficients 
Std Error 

Standardised 
Coefficients 

Beta 

t Sig. 

(Constant) 0.083 0.162 0.510 0.611 0.083 
PE 0.465 0.061 0.469 7.649 <0.001 
EE 0.167 0.068 0.161 2.476 0.014 
SI 0.162 0.055 0.166 2.972 0.003 
FC 0.103 0.059 0.105 1.736 0.084 
HM 0.101 0.055 0.100 1.837 0.068 
PV -0.049 0.048 -0.051 -1.015 0.311 
HB 0.026 0.045 0.029 0.590 0.556 

 
Our result revealed that there is a significant relationship between performance 

expectancy and ‘behaviour intention to adoption UPI. Hence, the hypothesis 1 is supported. 
According to Linge, et al. (2018), the relationship between intention adoption and performance 
expectancy is significant and supported. On the other hand, Nguyen, et. al (2020) also showed 
that there was a significant relationship between customer satisfaction behaviour intention 
and performance expectancy. If any of the online platform provides the performance 
expectancy worthy feature for the consumer, it will attract more consumers to use. 

Next, our result also proved that there is significant relationship between effort 
expectancy and behaviour intention to adoption UPI. Hence, the hypothesis 2 is supported. 
Linge, et al. (2018) found that effort expectancy had positive impact on the behaviour 
intention to adoption UPI. Another study of Venkatesh (2012) indicated that effort expectancy 
had significant effect on satisfaction. Since most of the respondents are young people, they 
may not feel any pressure to accept new and advanced technology in banking services to 
transact. 

Furthermore, our result also proved that there is significant relationship between social 
influence and behaviour intention to adoption UPI. Hence, the hypothesis 3 is supported. 
Linge, et al. (2018) also found that the relationship between intention adoption and social 
influence is significant and supported. Another study of Venkatesh (2012) indicated that social 
influence had significant effect on satisfaction. This study demonstrated that social influence 
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significantly influenced the behaviour intention to adopt UPI. If more customers are willing to 
use digital application services, it can become more attractive. Once customers accept the 
service, the frequency of use of the service will increase, and the willingness to use will 
increase. 
 
Conclusion and Discussion 

As mentioned earlier, facilitating condition, hedonic motivation, price value and habit 
were the independent variables that were not related to the dependent variable, while 
performance expectancy, effort expectancy and social influence were the independent 
variables that had a significant relationship with the dependent variable behaviour intention 
adoption. Any research of digital applications would undoubtedly be greatly impacted by the 
findings of this study. Any company selling digital apps may use it as an update to better 
understand Malaysians' research into digital apps and to build or update marketing plans that 
would work best for the Malaysian market.  

The observed and collected survey resulted from the respondents provide important 
data, in making innovative behaviour intention adoption decisions. The results can be used as 
a guide for various digital application marketers to understand user behaviour and help to 
these existing merchants in the industry understand the needs of users to attract customers. 
To sum up the findings, consumers will pay more attention to performance expectancy, effort 
expectancy and social influence to enhance their work efficiency and meet their needs. 
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