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Abstract 
 
Over the years, past research has revealed that human nature is continuously evolving. 
Inevitably, this evolution is further extended to individuals’ adoption towards a new set of 
consumption behaviour. In the current global coronavirus pandemic (termed COVID 19), 
consumers are further contemplating on alternative forms of payment in pursuit of a safer 
method to purchase goods and services. Contactless payments, for example, have proven to 
provide benefits to both businesses and consumers alike, in terms of higher levels of control 
and convenience for consumers, and higher return on investment (ROI) for business 
merchants. Following this concern, this study was conducted to investigate the extent to 
which perceived usefulness, perceived ease of use, social influence, trust, convenience, and 
fear affect consumers’ attitude towards the use of contactless payment. It also aims to 
examine whether attitude influences consumers’ intention towards the use of contactless 
transactions. Using a non-probability sampling technique, data were collected from 200 
respondents via online questionnaire survey distribution. A total of 185 usable data were 
analysed using Smart PLS 3.0 statistical software package. Several findings were established 
and discussed further. 
 
Keywords: Contactless Payment, Intention, Attitude, Technology Acceptance Model, Trust, 
Fear, COVID 19 Pandemic. 
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Introduction 
 
Past studies have shown that an evolution 
of human behaviour occurs over a period of 
time.  The need to adopt a particular set of 
planned behaviour arises as a result of the 
propensity to fulfil psychological and social 
needs (Ajzen and Fishbein, 2000). In a 
technological system adoption, Davis 
(1989) stated that perceived usefulness, 
perceived ease of use may affect one’s 
intention. This study attempts to 
investigate the extent to which socio-
psychological related factors affect 
consumers’ attitude and intention to use 
contactless payment transactions of goods 
and services amidst the current global 
pandemic.  
 
Contactless payments have proven to 
provide benefits to both businesses and 
consumers alike, in terms of higher levels 
of control and convenience for consumers, 
and higher return on investment (ROI) for 
business merchants (Brett, 2017).  
Essentially, it is an act of financial 
transactions for goods and services 
without any physical need to exchange 
cash, write a cheque or enter a Personal 
Identification Number or PIN (Brett 2017; 
Joifin, 2018). The contactless payment 
existence comes in many forms, most 
commonly as credit and debit cards, key 
fobs, smart cards and other similar devices 
that allow secure payment by near field 
communication (NFC). Nagashree, Rao and 
Aswini (2014) stated that NFC has evolved 
from a combination of radio-frequency 
identification (RFID) to other non-contact 
inter-connection technologies. The relative 
simplicity of NFC combined with its 
compatibility, with existing Bluetooth and 
Wi-Fi standards, presents an advantageous 
solution for facilitating any contactless 
transactions (Balachandran, 2015). 
 
From a consumer’s perspective, this latest 
technology allows for fast, easy and secure 
payments for purchases and has increased 
convenience for consumers when making 
everyday transactions such as 
transportation tolls, parking facilities, food 
shopping and petrol stations (Mokhtar, 
2019).  Perhaps, the potential increased 
acceptance of contactless payments is also 
due to fear of the ongoing global disease 
outbreak, namely corona virus or COVID 19 
(The Star Online, 2020). Although there 
seems to be a decline in corona virus 

infection rates and plans are in place to 
begin easing lockdown measures in some 
parts of the developed world, it has 
provided a hint of hope after weeks of 
unrelenting gloom (Mohamad, 2020).  
 
Nevertheless, it is not the case for many 
developing countries (Mohamed, 2020) 
who cautioned that the crisis may barely 
have begun, and the human toll of a major 
COVID-19 outbreak would be much larger 
than in any advanced economy. In addition 
to fear of any microbial infections (Lee, 
Mathis, Jobe & Pappalardo, 2020), many 
consumers fear shopping physically and  
adhere instead towards practicing extreme 
social distancing and other relevant 
hygienic measures in ensuring transfer 
avoidance of such infections. There is also a 
potential opportunity to explore 
alternative forms of shopping and payment 
mechanisms in light of the rising concern of 
COVID 19 pandemic (Star Online, 2020; 
Chin, 2020). In view of the above, this study 
examines the socio-psychological related 
factors that may affect consumers’ attitude 
and intention to fully adopt contactless 
payment transactions of goods and services 
during the current global pandemic 
situation.  
 
Literature Review 

Drawing from the Technological 
Acceptance Model (TAM) (Davis, 1989) and 
Protection Motivation Theory (Rogers, 
1975), other earlier seminal works and 
relevant constructs from literature are also 
justifiably warranted to further understand 
intention and actual behavioural adoption. 
Theory of Planned Behaviour, for one, 
proposes that intention is a proximal 
predictor to actual behaviour (Ajzen, 1991) 
while Theory of Reasoned Action by 
Fishbein & Ajzen (1975) further explains 
that intentions and behaviour are 
considered to be strongly related when 
they are measured at an equal level of 
specificity. Following these concerns, 
several predicting factors are further 
explored in this study.  These factors may 
determine the extent to which there will 
likely be a subtle shift in consumers’ 
propensity to use contactless payment 
transactions in light of COVID19 pandemic 
situation. 
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Behavioural Intention  
 
In understanding the mechanics of 
adoption, any usage of product and 
services can be explained in terms of its 
execution, habit, application, or fulfilment 
(Liu & Gong, 2008). Many researchers 
found that actual adoption is difficult to be 
measured accurately on its own 
(Schuitema, Anable, Skippon, & Kinnear, 
2013). Most of the studies related to the 
technology or innovation have investigated 
behavioural intention as a predictor of 
adoption (Irani, Gunsegaran & Dwivedi, 
2010). It is considered as an indicator of 
actual behaviour; and actual behaviour is 
found to be directly and closely affected by 
behavioural intention (Fishbein & Ajzen, 
1975).  
 
According to Ajzen (1991), intention is 
likely to play a crucial role in controlling 
the motivational factors that will be 
contributing to the actual behaviour. If the 
intention to deal with behaviour is 
stronger, there will be a higher possibility 
that an actual behaviour will be performed. 
Putit, Nurhani, Suki, Afiqah, Nurul & Nurul 
Amirah (2020) and Putit & Muhammad 
(2015), for example, focused on the need to 
investigate the web-based travel 
transaction intention and loyalty behaviour 
while Mutahar, Norzaidi, Ramayah, & Putit 
(2017) used intention to study on the 
mobile banking adoption amongst 
consumers in Yemen. These studies found 
that intentions play significant roles in the 
actual adoption of technology-related 
behaviours.  Jusoh & Teng (2019) further 
found that an intention to adopt e-payment 
has a strong positive effect on the actual 
usage of e-payment. In view of the above, 
intention is looked into as a measure to 
examine potential acceptance and usage of 
such contactless payment transactions.   
 
Attitude 

Attitude towards usage has been 
recognized as a factor that guides future 
behaviour. In TAM, attitude towards usage 
is referred to as an evaluative impact of an 
individual’s positive or negative sentiment 
when displaying a specific behaviour 
(Ajzen & Fishbein, 2000). Singh, Sinha & 
Liébana-Cabanillas (2020) found that a 
user's positive attitude towards e-wallet 
will improve behavioural intention. This 
study has the comparative outcomes to 

which attitude towards behaviour 
influences intention to use SakuKu, a form 
of e-wallet contactless payment amongst 
Generation Y consumers in Indonesia 
(Jerry & Maulana, 2017). On the other 
hand, Shroff, Deneen & Ng (2011) found 
that attitude and behavioural intention has 
a non-significant relationship.  
 
Teoh, Hoo & Lee (2020), however, found 
that Malaysians have positive attitudes and 
are ready to use mobile cashless payment 
transaction services, given that this 
strategy improves payment speed just as it 
is simpler to utilize. Nonetheless, the study 
was not generalizable since it only 
specified certain sampled population of 
interest that were not representative.  The 
Technology Acceptance Model by 
Venkatesh and Davis (1996) stated that 
both perceived usefulness and perceived 
ease of use were found to impact 
behavioural intention, but at the same time, 
highlighting the need to develop an 
attitudinal construct. As mentioned by 
Nidhi et al (2020), positive attitude may 
influence intention to adopt e-wallet 
payment transactions. In view of these 
contentions, it is postulated that attitude 
can influence the adoption of contactless 
payment transactions.  
 
Perceived usefulness and perceived ease 

of use 

Perceived usefulness (PU) reflects the 
degree to which an individual regards a 
specific framework to support their activity 
performance (Mathwick, 2001). Perceived 
ease of use (PEOU) is referred to as the 
degree to which a particular conversion is 
considered straightforward (Davis, 1989). 
As stated by Venkatesh and Davis (2000), 
attitude towards information system is 
affected by both of these variables. 
Venkatesh et al (2003) further explained in 
the United Theory of Acceptance and Use 
Technology (UTAUT) model that perceived 
ease-of-use, perceived usefulness and 
social influence also affect users’ intention 
to adopt information system. Alaeddin, 
Altounjy, Zainudin & Kamarudin (2018) 
supported the contention to which PEOU 
and PU significantly affect attitude towards 
technology usage. Further to that, 
Wijayanthi (2019) asserted that perceived 
helpfulness also impacted attitude toward 
technology utilization, and was supported 
by Jin, Seong & Khin (2020). Isrososiawan, 
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Hurriyati, & Dirgantari (2019) also found 
that PEOU has a positive and significant 
impact on the use of mobile payment. 
 
Nevertheless, prior research considers 
perceived ease of use as a basic 
requirement for system design and should 
not have an influence on attitude in the 
later stages of adoption (e.g., Agarwal and 
Prasad, 1998; Chau and Hu, 2002; Davis et 
al., 1989). This is further supported by 
Ajibade (2018) who stated that the 
association between attitude towards using 
innovation and genuine use can also be 
influenced by factors that are not 
controllable by the likely users such as 
other facilitating conditions involving 
knowledge, money, time and effort. In this 
study, PU and PEOU are still worthy of 
investigation on their potential influence 
on attitude, which is posited to also 
influence consumers’ intention to adopt 
contactless payment transactions 
 
Trust 

Trust is an outcome of both social and 
financial collaborative significance, to 
which vulnerability is available (Pavlou, 
2003). Social influence and trust were 
referenced in TAM2 and TAM3 individually 
(Venkatesh and Davis, 2000; Venkatesh 
and Bala, 2008). Past research by Jin et al., 
(2020) has shown that there is significant 
positive relationship between social and 
behavioural influences to accept mobile 
wallets. Lai (2017) has inferred that TAM2 
and TAM3 were not positively significant in 
determining innovation of a single-stage e-
payment System.  Aslam, Ahmad, Akhtar & 
Maqbool (2017) indicated that consumers 
are not confident enough to use cashless 
payments. Nonetheless, Jerry & Maulana 
(2017) suggested that trust be explored in 
determining its influence on cashless 
payment usage. In view of this, it is 
postulated that trust influences consumers’ 
attitude towards technological usage of 
cashless payments in their business 
transactions.  
 
Convenience 

Convenience refers to an individual’s 
assessment of service encounters that 
provide easy access to products and 
services (Hsu & Chang, 2013). A study on 
English learning through PDAs by Chang, 
Mokhtar, Majid, Luyt & Theng (2012) 

revealed significant impact of perceived 
convenience on attitude toward using 
PDAs. Hsu & Chang (2013) also 
demonstrated that perceived convenience 
clearly influences attitude toward using 
Moodle. Moreover, Cristobal, Flavián & 
Guinalíu (2018) found that mobile payment 
application is convenient to use and both 
genders concurred about the convenience 
of using the mobile phones for making 
payment. Lee & Jun (2007) contended that 
TAM should consider investigating factors 
influencing selection goals in addition to 
convenience and usefulness. In any case, 
Lai & Zainal (2015) mentioned that 
convenience is useful in determining the 
use of a single-stage e-payment system. In 
fact, convenience was an extension of TAM 
for the novel innovation of a single-stage e-
payment system (Lai, 2017). In this study, 
it postulates that convenience affects 
consumers’ attitude to use contactless 
payment in their business transactions. 
 
Fear 

Fear has been long recognized as a 
powerful motivator that educates humans 
on how to react towards dangerous 
situations as a matter of survival. It is 
viewed as an extrinsic motivator 
considering that fear is created by 
environmental incentives; specifically, 
threat. In most psychology studies, this 
phenomenon is explicated through the 
Protection Motivation Theory (PMT) 
developed by Rogers (1975). The PMT 
model attempts to explain people’s 
motivation for a particular behaviour 
based on the perceived threat encountered. 
Drawing from this assumption, both 
businesses and consumers alike may find 
that their anxiety towards microbial 
infections are effective motivators for them 
to be proactively involved in hygienic 
practices in their daily activities. These 
activities include self-grooming, eating, 
socializing, travelling, and, interestingly, 
making payments in the retail setting.  
 
Despite the fact that Covid19 pandemic has 
affected global economy through social 
clampdowns and business closures, 
essential services including the retail 
marketing sector are very much active in 
terms of the number of visits by consuming 
patrons (Bernama, 2020). Apart from 
wearing face mask, a customer could still 
be infected through contact with 
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contaminated surfaces that include card 
terminals and banknotes during the check-
out process. Hence, customers who are 
fearful of the risk of infection, and highly 
cognizant of this threat during COVID 19 
pandemic (Lee, Jobe & Mathis, 2020; Lee et 
al, 2020), are motivated to consider 
contactless form of payment that prevents 
physical exposure to these contact surfaces 
(The Star Online, 2020). Hence, it is 
postulated that fear may influence 
consumers’ attitude towards contactless 
payment transactions. 
 
Following the above review of extant 
literature, several hypotheses are 
developed for this study. 

H1 - Perceived usefulness affects attitude 
towards contactless payment transactions  
H2 - Perceived ease of use affects attitude 
towards contactless payment transactions  
H3 – Social Influences affect attitude 
towards contactless payment transactions  
H4 - Trust affects attitude towards 
contactless payment transactions  
H5 - Convenience affects attitude towards 
contactless payment transactions  
H6 – Fear affects attitude towards 
contactless payment transactions  
H7 – Attitude influences intention to adopt 
contactless payment transactions  
 

 

 

Figure 1.0: Theoretical Model of the Study 

Source: Adopted and adapted from Jin et al. (2020), Lee et al (2020), Hsu & Chang (2013),                            

Venkatesh et al (2003), Pavlou (2003), Venkatesh & Davis (2000), Ajzen (1991), Davis (1989),     and Rogers 

(1975) 

 

Methodology 

The targeted population of this study were 
generally retail customers who carried out 
transactions of goods and services via 
offline and online retail outlets. Hair et al., 
(2010) stated that sample sizes that are 
within the range of 100 and 200 would be 
fitting and adequate. Consequently, the 
target population size in this study was 200 
respondents, but only 185 usable 
feedbacks were used for further data 
analyses. This study adopted quota 
sampling from a non-probability sampling 
technique, to which a population is 
segmented into fundamentally unrelated 
sub-groups dependent on a specified 
proportion (Brick, 2011). In this study, the 
sample is obtained by segregating the 

respondents as per diverse ethnicities into 
identified sampled size ratio. The research 
instruments used to measure all items are 
adopted from previous research and 
adapted to this study. Data analyses were 
carried out using both SPSS Version 26.0 
and Smart PLS version 3.0 software 
respectively.  
 
Findings and Discussion 

Descriptive Statistics  

From the 200 survey distribution, only 185 
usable data were collected and analysed to 
determine the demographic characteristics 
of targeted respondents and their usage 
patterns of contactless payment 
transactions.   Table 1 shows the 
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demographic profile of the respondents 
who had participated in this study. For 
gender, the highest percentage was female 
at 68.1% (n=126) and male respondents 
made up 31.9% (n= 59).  Therefore, the 
highest number of respondents of the 
study are female compared to male. The 

age group ranged from below 18 years old 
until 41 years old and above age group. The 
highest age range for this study was those 
between 18 to 25 years old at 71.9% 
(n=133). The analysis is based on 185 
online respondents as shown in Table 1 
below: 

 

Table 1: Demographic Profile 

Profile  Descriptive Profile Percent Frequency 
(n=185) 

Gender Female  68.1 126 

 Male  31.9 59 

Age Below 18 years old 2.2 4 

 18 - 25 years old 71.9 133 

 26 – 30 years old 13 24 

 31 – 35 years old 4.3 8 

 36 – 40 years old 5.4 10 

 Above 41 years old  3.2 6 

Education Postgraduate Degree 1.1 2 

 Bachelor Degree 60.5 112 

 STPM/Matriculation/Diploma 20.5 38 

 SPM 17.8 33  

Ethnicity   Malay 26.5 49 

 Chinese 24.9 46 

 India 24.3 45 

 Others 
 

24.3 45 

 
Table 2 shows the target respondents’ 
general usage characteristics of contactless 
payment. Generally, all respondents were 
aware of the contactless e-wallet payment 
application system. In terms of usage, the 
majority have experienced using it at 
78.9% (n=146) as compared to the non-
users at 21.1% (n=39). In terms of the 
types of contactless payment cards, most 
respondents were using Touch n GO e- 
wallet system at 48.6% (n=90), followed by 

Maybank QR Pay system at 16.8% (n=31) 
and others at 5% (n=1). However, 20% 
(n=37) were still not using the e-wallet 
payment system. Most respondents have 
used the e-wallet payment system for less 
than 1 year at 61.6% (n=114), while 17.8% 
(n= 33) have used it for nearly 2 to 3 years, 
and 5% have used it for more than 5 years. 
20 % (n=37) of the respondents have not 
used this system before.  
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Table 2: Usage Characteristics of Contactless e-Wallet Payment 

Profile Descriptive Profile Percent Frequency 
(n=185) 

Awareness Yes 100 185 

 No  0 0 

Usage Yes 78.9 146 

 No  21.1 39 

Types Touch n Go 48.6 90 

 Boost 11.9 22 

 Grab Pay 2.2 4 

 Maybank QR Pay 16.8 31 

 Others 0.5 1 

 Not using  
 

20 37 

Duration   Less than 1 year 61.6 114 

 2 – 3 years 17.8 33 

 More than 5 years 0.5 1 

 Not Using  
 

20 37 

 
 
Inferential Statistics  
 
Partial Least Square – Structural 
Equation Modelling 
 
By using the partial least square–structural 
equation modelling techniques, the 
convergent validity and discriminant 
validity testing were subsequently used in 

measuring the model. Convergent validity 
of the measurement is usually ascertained 
by reviewing the loadings, average 
variance extracted (AVE) and composite 
reliability (CR). The results in this study 
showed all loadings to be above 0.7; CR 
were all higher than 0.7, and the AVE were 
also greater than 0.5 as shown in Table 3 
below. 

 
Table 3: Convergent Validity 

Construct Item Loadings CR AVE 

Perceived Usefulness PU1 0.910 0.922 0.822 

 PU3 0.908   

 PU5 0.903   

Perceived Ease of Use PEOU1 0.914 0.931 0.819 

 PEOU2 0.887   

 
PEOU5 
 

0.914 
   

Social Influence SI1 0.925 0.922 0.855 

 SI3 0.924   

Trust T1 0.913 0.949 0.824 



Journal of Marketing Research and Case Studies                                                                                        8 
_____________________________________________________________________________________________________________ 

______________________ 

Lennora PUTIT, Amirah AHMAD SUKI, Mohamad Fariz ABDULLAH, Norsiah AHMAD, Nor Fazalina SALLEH 
and Nini Hartini ASMAWI, Journal of Marketing Research and Case Studies, DOI: 10.5171/2021.679283 

 T3 0.903   

 T4 0.924   

 T5 0.890   

Convenience C2 0.930 0.932 0.872 

 C4 0.938   

Fear F1 0.793 0.859 0.605 

 F2 0.730   

 F3 0.803   

 F5 0.783   

Attitude AT1 0.899 0.951 0.794 

 AT2 0.890   

 AT3 0.890   

 AT4 0.899   

 AT5 0.876   

Intention CI2 0.905 0.928 0.810 

 CI3 0.895   

 CI4 0.900   
Note: Items C5, C15, F4 were deleted due to low loadings, meanwhile items C1, C3, CI1, PEOU3, PEOU4, PU2, 

PU4, SI1, SI2, SI4 and T2 were deleted due to cross loadings.  

Using Fornell and Larcker (1981), 
discriminant validity of the measurement 
criteria was used in comparing the 
correlations between constructs and the 
average variance extracted (AVE) from that 

construct. Table 4 below shows that all 
values of the square root of AVE were 
greater, thus indicating that the measures 
were discriminant. 

 
Table 4: Discriminant Validity 

  CV ATT INTN FEAR PEOU PU SI TRUST 

CV 0.934               

ATT 0.886 0.891             

INTN 0.808 0.896 0.900           

FEAR 0.713 0.770 0.768 0.778         

PEOU 0.877 0.869 0.811 0.654 0.905       

PU 0.860 0.877 0.826 0.670 0.904 0.907     

SI 0.748 0.731 0.670 0.601 0.732 0.756 0.925   

TRUST 0.878 0.876 0.807 0.717 0.893 0.890 0.736 0.907 

Note: Values on the diagonal (bolded) are square root of the AVE while the off-diagonals are correlations. 

 
Further data analyses were then 
undertaken to test the relationship 
between independent, mediator and 
dependent variables. The result revealed 
that four out of seven tested hypotheses 
were accepted. H1, H5, H6, and H7 were 

accepted, to which convenience served as 
the strongest predictor (β = 0.279, p< 
0.05), followed by perceived usefulness (β 
= 0.526, p< 0.05) and fear (β = 0.222, p< 
0.05) indicating a significant relationship 
with consumer attitude towards intention. 
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The R² values of 0.869 (or 80% variance in 
attitude) were above the 0.26 value as 
suggested by Cohen (1988) indicating a 
solid model.  
 
Next, the predictive construct of attitude 
towards intention was further analysed. 
The results indicated that attitude (β = 

0.896, p< 0.05) had a significant 
relationship with customer intention. The 
R² values explained 80 % of the variance in 
customer intention. Table 5 illustrates the 
overall hypothesis testing of the said 
relationships. 
 

 

Table 5: Hypothesis Testing 

Hypothesis Relationship 
Std 
Beta(β) 

t-
value* 

R² f2 Decision  

H1 
Perceived Usefulness > 
Attitude 

0.241 3.196  0.061 Accepted  

H2 
Perceived Ease of Use > 
Attitude 

0.154 1.636  0.024 Rejected 

H3 Social Influence > Attitude 0.013 0.214 0.869 0.000 Rejected  

H4 Trust > Attitude 0.111 1.151  0.013 Rejected 

H5 Convenience > Attitude 0.279 3.394  0.098 Accepted  

H6 Fear > Attitude 0.222 4.718  0.169 Accepted 

H7 
Attitude > Customer 
Intention 

0.896 37.175 0.803 4.080 Accepted 

Note: *p< 0.05 

 Figure 2.0: Inferential Findings of the Study 

From the above analyses and findings, 
several discussions were generated. Firstly, 
the effect of perceived usefulness on 
consumers’ attitude was significant in this 
study, hence accepting H1. This is 
concurrent with Wijayanthi (2019) who 
found the significant influence of perceived 
usefulness on attitude toward using e-
wallets as a payment method for services. 
For instance, Touch n Go e-wallet payment 
permits the users to utilize them at 
anytime and anywhere. In this study, it was 
revealed that many respondents liked to 

use the Touch n Go’s e-wallet payment 
applications at Tealive Sdn. Bhd. retail 
outlet because they can get special 
discounted rates on any beverage 
purchases.  
 
Secondly, perceived ease of use was found 
to have an insignificant effect on 
consumers’ attitude towards contactless 
payment usage, thus rejecting H2. This 
finding confirms prior research that 
considers perceived ease of use as a basic 
requirement for system design and should 
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not have an influence on attitude in the 
later stages of adoption (Agarwal and 
Prasad, 1998; Chau and Hu, 2002; Davis et 
al., 1989). It further supports Ajibabe’s 
(2018) contention that the impact 
perceived ease of use has on attitude 
towards using technology is weak because 
other facilitating factors beyond user’s 
control could also influence attitude. 
Another plausible explanation for this 
finding could be due to respondents’ 
familiarity with Internet and mobile phone 
usage that may increase their expectancies 
of service usefulness rather than 
influencing their attitudes toward the 
service. (Agarwal and Prasad, 1999; Liaw, 
2002).   
 
Thirdly, social influence and trust were 
also found to have no significant influence 
on consumers’ attitude towards the use of 
contactless payment. Hence, H3 and H4 are 
rejected. This study aligns with Lai (2017) 
who stated that TAM2 and TAM3 were not 
worthy of investigation in relation to the 
innovation of single-stage e-payment 
systems. Being seasoned Internet users, the 
need for trusted and reliable business 
merchants and other social influences on 
this contactless payment usage is minimal 
since experience has played a major part in 
reducing trust and risk issues and social 
references (Lai, 2017; Pavlov, 2003.).  
 
Further to that, convenience was found to 
have a significant effect on consumers’ 
attitude towards the use of contactless 
payment transactions. Hence H5 is 
supported. This finding supports past 
research by e.g., Lai & Zainal (2015), who 
stated that convenience is crucial in 
determining the use of single-stage e-
payment system. E-wallet gives 
convenience to the customers because the 
customers do not have to queue at the bank 
or any automated teller machines (ATM) 
kiosks. With an e-wallet usage, customers 
simply need to display the scanner tag 
given from the e-wallet system application 
in making a payment offline or online.  
 
Fear was further revealed to significantly 
affect consumers’ attitude towards the use 
of contactless e-wallet payment during the 
COVID-19 pandemic, thus accepting H6. 
The findings support past research (e.g., 
Lee, et al, 2020; Lee et al, 2020) showing 
significant effects of fear and anxiety on 
attitude across different age, gender, and 

racial groups. With an increased number of 
COVID 19 medical cases, many individuals 
fear going to crowded places to avoid 
potential infection of such disease, and in 
turn, such fear may influence their attitude 
towards the use of contactless payment 
systems for consumption transaction 
activities (The Star Online, 2020).   
 
Finally, the relationship between 
customers’ attitude and their intention 
towards the use of e-wallet payment was 
also found to have a significant effect (β = 
0.881, t = 25.218, sig. = 0.000). Hence, H7 is 
accepted.  This finding was consistent with 
Nidhi et al., (2020) who stated that a user's 
positive attitude towards e-wallet will 
improve their behavioural intention. This 
study demonstrated that customers' 
attitudes can influence their intention 
towards the use of e-wallet payment 
particularly during the recent development 
of COVID-19 pandemic. Customer attitude 
fundamentally contains beliefs, emotions, 
and goals towards certain objects.  
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