INTERNATIONAL JOURNAL OF RESEARCH AND INNOVATION IN SOCIAL SCIENCE (1JRISS)
ISSN No. 2454-6186 | DOI: 10.47772/1JRISS | Volume IX Issue IX September 2025

% REIg ¥

Factors Influencing Gen Z Domestic Tourist Behavioral Intentions to
Use MAE (Maybank) Mobile Payment in Kuala Lumpur: An
UTAUT Perspective

Muhammad Asyraaf Zulkeffli, Muhammad Syazwan Yosri, Muhammad Afiq Mohd Shuhaili, Nadia
Hanim Mohd Wasilan

University Technology Mara (Ui'TM), Kampus Alor Gajah Melaka

DOI: https://dx.doi.org/10.47772/1JRISS.2025.909000257

Received: 29 August 2025; Accepted: 02 September 2025; Published: 06 October 2025
ABSTRACT

This study investigates factors influencing Gen Z domestic tourists’ behavioural intention (BI) to use MAE
(Maybank) mobile payment in Kuala Lumpur. Drawing on UTAUT , this study examine performance expectancy
(PE), effort expectancy (EE), facilitating conditions (FC), perceived enjoyment (PEJ), and trust (TR). A
quantitative survey (n=100) of Gen Z domestic tourists who use MAE employed validated multi-item measures
on a five-point Likert scale. Reliability was satisfactory across constructs (a=.72—96). Analyses (SPSS 29)
comprised descriptive statistics, Pearson correlations, and multiple regression. Results show that EE (=.341,
p<.001), PEJ (B=.305, p=.003), and PE (B=.195, p=.024) significantly predict BI, whereas FC (p=.535) and TR
(p=.371) are not significant. The model explains 71.3% of the variance in BI (R=.845, R?=.713, Adj. R*=.710).
These findings suggest that ease of use, enjoyable user experience, and perceived efficiency are primary drivers
of MAE usage among Gen Z domestic tourists, while infrastructural support perceptions and general trust do not
add unique explanatory power once other factors are considered. The study extends UTAUT II to a tourism-
payments setting and highlights the salience of hedonic motivation. Practical implications include prioritizing
intuitive interfaces and engaging features; limitations include convenience sampling and a single-city context.

Keywords:UTAUT, e-wallet, MAE, Behavioral Intention, Generation Z, domestic tourism.
RESEARCH BACKGROUND / BACKGROUND OF STUDY

In recent years, globalization has evolved into an inescapable process, which enables the world flow of
individuals, thoughts, technologies and capital (Milenkovic et al., 2022). This web of interconnectedness has
markedly influenced technology development, essential for a contemporary advancement, (Milenkovic et al.
2022). More technology developments in Malaysia technology specifically in the tourism sector shifted the
sector towards leading technology, from basic technology to advanced technology, with the advancement of
mobile payment apps. Mobile payment apps revolutionized the payment experience during travels, providing
cashless, secure, and convenient payment methods for accommodation, transportation, food, and attractions (Liu
et al., 2019). According to Shanmugam et al. (2024), these applications were in harmony with the needs of
technology-savvy travellers, allowing the national tourism sector to stay competitive and respond to
contemporary requirements.

Domestic travel defined as travel within one's own country constitutes approximately 80% of global arrivals and
73% of global tourism expenditure (Nyaupane et al., 2020). It has enormously favored the boost of the economy,
wealth redistribution and social integration (Archer, 1978). The growth of the middle class and increased sources
of income have resulted in robust growth in domestic tourism in developing countries (Nyaupane et al., 2020).
As an example, based on the Department of Statistics Malaysia (DOSM, 2024) statistics, Kuala Lumpur recorded
64.8 million local tourists during the second quarter of 2024, an increase of 23.8 per cent from the same quarter
last year. In addition, domestic travel has the potential to create an international tourism standard and the local
tourism infrastructure support (Jafari, 1987; Canavan, 2013). The increasing interest in domestic travel opened
prospects for innovation to enhance travel experiences, such as using digital instruments like mobile payment
applications.
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Mobile payment applications are digital tools that allow users to transact monetary funds with the use of mobile
devices like cell phones (Kapoor etal., 2021. They enable payments for goods, services, and bills through wireless
and telecommunication networks (Kapoor et al., 2021). Mobile payments are seen as an instrumental driver for
mobile commerce (Kapoor et al., 2021) and as an emerging channel for financial transaction. Factors including
security, ease of use, service availability, and perceived risk influence the adoption of mobile payment
applications (Liu et al., 2020). Had the ability to convince people to use mobile payments despite the many
advantages they have (convenience, time savings, etc.), they were a challenge in terms of adoption and
implementation (Karnouskos, 2004). As technology continues to evolve, it is projected to have a meaningful
impact on both e-commerce and m-commerce, especially among tech-savvy generations, including Generation
Z (Gen Z), who have rapidly adopted new and emerging digital solutions.

Generation Z has a great deal of engagement on mobile devices as well, with over 90% of this cohort owning
and using mobile devices (Ahmed et al., 2019). It is this persisting connectedness that incites their exploration
and pursuit of trend with social media catering as the fuel. Yossi Mareta et al. (2023), the primary trend among
Gen Z is increasing reliance on QR payment technology to make transactions easier, quicker, and more efficient.
This has become an essential tech tool for this generation, especially in urban settings where they can quickly pay
for services, locate new places and be more interactive. With the evolution of the digital payment systems by
cities, such as MAE or Maybank2u App app to be widely used by Gen Z (Rahadi et al., 2022). Deployment of
QR technology is essential to achieve the Gen Z's minimum level of satisfaction (Aulia Tiara Imani et al.,2020).

MAE (Maybank2u App) is another popular mobile payment app in Malaysia that provides various financial
services, from online banking and bill payments to digital wallet features (Kee et al., 2021). The Mobile payment
application is easy to integrate into different services and has a user-friendly design to help users manage their
finances on the go. MAE is the second-largest mobile payment app in Malaysia, just behind Touch 'n Go (TNG),
Amanda Siddharta (2024). Although TNG is the new standard that everybody uses in which high authorities do
advocate cashless transactions which indirectly promises support of the government to TNG, however, MAE is
said to be the trending choice for Gen Z others, as it provides plentiful features with more convenience (Ting,
2024). Ying & Mohamed (2020) explained that Government incentives could end up attracting users that are
transient in usage and will not shift user behaviour to adopting the use of e-wallet. Though with the continued
support of the Malaysian government for digital payments, the two apps have been well received among younger
users (Istianah et al, 2021). Despite that statement, a few people would hear how well MAE is and in recent
years, this has proven to be true as it proves that MAE’s effective and efficient solution has reached out to a
more tech-savvy generation that prefer the dependability and versatility that mobile payment solutions can
provide.

The Factors Influencing Gen Z Behavioural Intentions Towards Mobile Payment Apps (MAE) In Kuala Lumpur
is an important investigation for many reasons. Firstly, having knowledge of these factors can ensure that mobile
payment platforms, such as MAE, align with users’ expectations and deliver a seamless experience. Secondly,
such apps have able to build a great trust of confidence amongst all users, due to a greater satisfaction of
experience and invariably, it makes one long to have the second experience if not influence the second
experience. Lastly, the insights from this study can help to improve mobile payment services, making them more
appealing and practical for long-term use, which supports the growth of a cashless society.

Problem Statement

Despite the Malaysian government’s significant efforts to promote digital payment adoption, such as the E-Tunai
Rakyat initiative, which allocated RM 450 million in the 2020 budget (Bernama, 2020; TheStar, 2020), there is
limited understanding of the long- term effects of these incentives on Generation Z’s behavior toward mobile
payment applications. Previous studies have highlighted an initial surge in mobile wallet adoption following these
initiatives, but they mainly focus on short-term usage and overlook the factors that contribute to sustained
satisfaction and continuous use, especially among domestic tourists (Ying & Mohamed, 2020).

This study addresses this gap by focusing on Generation Z domestic tourists using mobile payment applications
(MAE) in Kuala Lumpur, a city with a high population of tech-savvy youth and significant digital payment
adoption. By examining this demographic, the research aims to provide insights into the unique preferences,
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motivations, and satisfaction drivers that contribute to sustained use of mobile payment solutions (Triasesiarta Nur
et al., 2021).

While previous research has explored issues such as convenience and technical difficulties (Alina Maharjan et
al., 2024), there remains a lack of comprehensive analysis on the factors influencing the continued use of mobile
payment solutions like Maybank e-Wallet. This study seeks to investigate how performance expectancy, effort
expectancy, facilitating condition, perceived enjoyment and trust, and facilitating conditions impact Generation
Z’s behavioral intentions toward sustained use of mobile payment applications. Understanding these dynamics
will not only help mobile payment providers, such as Maybank, improve user satisfaction but also contribute to
advancing Malaysia’s broader goal of creating a cashless society.

Research Questions

1. How do Performance Expectancy, Effort Expectancy, Facilitating Condition, Perceived Enjoyment and
Trust influence Gen Z domestic tourist intention to use mobile payment applications in Kuala Lumpur.

2. What is the relationship between factors influencing domestic tourist (Gen Z) behavioral intention
among Gen Z domestic tourists using mobile payment applications in Kuala Lumpur.

Research Objectives

The purpose of this study is to explore and comprehend the preferences of tourists regarding the Factors
Influencing domestic tourist (Gen Z) Behavioral Intentions Towards Mobile Payment Apps (MAE) in Kuala
Lumpur. The primary research objective in this study is:

1. To investigate Performance Expectancy, Effort Expectancy, Facilitating Condition, Perceived Enjoyment
and Trust influence Gen Z domestic tourist intention to use mobile payment applications in Kuala
Lumpur.

2. To identify the relationship between factors influencing domestic tourist (Gen Z) behavioral intention
among Gen Z domestic tourists using mobile payment applications in Kuala Lumpur.

Significance of Study

The study on Factors Influencing domestic tourist (Gen Z) Behavioral Intention Towards Mobile Payment Apps
(MAE) in Kuala Lumpur offers significant benefits from academic and practical. Below is the significance of
this study:

Academic Perspective

The research on Factors Influencing determinant domestic tourist (Gen Z) Behavioral Intentions Towards Mobile
Payment Apps (MAE) in Kuala Lumpur with important contributions to academics. It contributes to the existing
literature by exploring the factors that find concerning Generation Z regarding mobile payment apps and
addressing some of the gaps in the current literature (Triasesiarta Nur et al.,2021). This study further provides a
framework to help studies to determine how satisfaction translates into users intention to continue to use these
apps in future. The study of Generation Z provides an analysis of what separates this group with their own unique
behaviors in relation to technology.

Practical

From a practical perspective, the results can help mobile payment service providers like MAE, to enhance their
apps for Generation Z and become more user friendly. According to Emily Truman et al. (2019), a clear
understanding of these insights can help businesses form marketing strategies targeting this age group and make
it much easier for them to customize their services accordingly. The findings may also provide useful
recommendations for other industry stakeholders including those initiating the MAE, whose intent had been to
promote digital payment options that align to the needs and expectations of Generations Z.
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Figure 1 : Conceptual framework adapted from Venkatesh et al., 2012.

The Unified Theory of Acceptance and Use of Technology (UTAUT) is a great choice for studying why
Generation Z prefers mobile payment apps because it brings together important ideas from other models like the
Technology Acceptance Model (TAM) and Diffusion of Innovations (DOI). UTAUT being used in this context
to determine the intentions of domestic tourists, especially the Gen Z tourist who visit Kuala Lumpur and practice
acceptance and usage of MAE and mobile payment applications. Based on UTAUT, those factors of perceived
usefulness, perceived ease-of-use, subjective norms and behavior control, directly determine the intention of the
individual towards using the technology. This makes it more effective than TAM in understanding how
Generation Z thinks and behaves when using mobile payment apps.

1. HI: Performance Expectancy (PE) positively affects Behavioural Intention (BI).
2. H2: Effort Expectancy (EE) positively affects BI.
3. H3: Facilitating Conditions (FC) positively affect BI.
4. H4: Perceived Enjoyment (PEJ) positively affects BI.
5. HS5: Trust (TR) positively affects BI
Dependent Variable (DV)

Domestic Tourist (Gen Z) Behavioral Intention Towards using MAE

Generation Z is quickly becoming one of the largest target markets in the tourism industry (Setiawan et al.,
2018). This tech-savvy group depends on online platforms and mobile applications for most aspects of their
travelling experience, including planning and research, booking accommodations, and booking activities (Lubis
& Rahmiati, 2020; Nguyen et al., 2023). A significant driver of Gen Z travel intentions comes from social media,
which frequently operates as an essential purity increase, with attributes such as entertainment, trends, and word-
of-mouth sponsorship shaping their selection significantly (Liu et al., 2022). For this generation, destinations
offering "Instagram able" experiences and focused on hands on direct contact to the local culture are attractive
attractions, and virtually all aspects of travel purchasing choices are influenced by visual appeal and cultural
immersion (Setiawan et al., 2018).

Aside from their proclivity for made-for-mobile qualities and engagement, Gen Z travellers are also more likely
to want to use mobile payment systems while travelling things like perceived benefits, peer influence, and trust
act as important motivators of Gen Z’s adoption of cashless payment solutions (Kerviler, et al., 2016). These
preferences reflect their overall digital-first mindset, as they seek convenience, security, and the ability to
incorporate technology into their travel experiences. As observed (Uysal, 2022), the experience of a pandemic
has a direct influence on changes in consumer behavior, and the differences between Gen Z (and new generations)
and older ones are even larger, because Gen Z and the younger generations show very different consumption
behavior than previous generations. As a result, businesses within the tourism industry need to implement multi-
generational marketing strategies that align with the generational standpoint of Gen Z as well as other generation.

Page 3016

www.rsisinternational.org


http://www.rsisinternational.org/

INTERNATIONAL JOURNAL OF RESEARCH AND INNOVATION IN SOCIAL SCIENCE (1JRISS)
ISSN No. 2454-6186 | DOI: 10.47772/1JRISS | Volume IX Issue IX September 2025

% REIg ¥

Knowledge of the preferences and behaviors of Gen Z is vital for tourism stakeholders to strategically target this
increasingly significant demographic cohort (Nguyen et al., 2021). This generation has a strong potential to shape
the future of travelling so tourism providers need to adjust their services for Gen Z’s strong preference for
personalized, tech driven and photogenic experiences. Stakeholder can appeal to gen z travellers who are looking
for safety and comfort while travelling by utilising mobile payment options

Independent Variable (IV)
Performance expectancy of using MAE

Performance expectancy is one of the key concepts in organizational psychology that concerns individuals' beliefs
about the correlation between effort, performance and rewards. The nature of performance-based entitlement
beliefs is essential to expectancy theory, which states that the effort performance link (Expectancy I) and the
performance outcome link (Expectancy II) can determine levels of motivation (Arvey, 1972). Expectation
performance studies have produced mixed results, with some concluding a significant relationship exists (Arvey,
1972) and others refuting these results (Kornreich, 1968). Performance expectancy is critical to the creation of
high- performance organizations through the alignment of the individual and organizational goal (Blackman et
al., 2017).

Next, performance expectancy is the most important factor in determining users satisfaction in adopting e-wallet
because it measures users' beliefs that the technology will improve their financial transactions and overall
efficiency (Syifa, 2020). If e-wallets provide satisfactory results, whether in terms of speed, convenience, or ease
of use, users will be able to provide it that satisfaction (Ayu, 2021). As a result, this congruence between
expectations and actual performance builds confidence and loyalty of the user to the service. Studies of previous
research have repeatedly stated that once performance expectancy is high, user satisfaction will be positively
correlated with continued use and positive recommendations (Hsu, 2016). Therefore, optimizing the
performance aspects of e-wallets is crucial for providers to enhance user satisfaction and retention. As e-wallet
achieves customer performance expectancy, it will likely result in an increased of user adoption and satisfaction
by providing a more efficient, reliable, and convenient transaction process (Esawe, 2022). This strengthens
customer loyalty and gives MAE a competitive advantage in the e-wallet market.

Effort Expectancy of using MAE

Effort Expectancy refers to the degree of ease associated with the use of a system or technology. It is one of the
key factors in technology acceptance models, particularly influencing a user's decision to adopt and continue
using new technologies (Khechine, 2016). In the context of digital platforms or tools, such as e-wallets or mobile
apps, effort expectancy reflects how simple and intuitive users find the interface, navigation, and overall
functionality (Limanan, 2023). A system with high effort expectancy is perceived as user-friendly, requiring
minimal effort to learn and operate, which can lead to higher adoption rates and sustained usage, as users are more
likely to engage with a system that does not require significant time or effort to use effectively (Khatri, 2018).

Effort Expectancy is closely associated with user satisfaction, as a system or technology that is easy to use
directly impacts how satistied users are with the overall experience (Syifa, 2020). When users find a platform
intuitive, with minimal complexity or learning required, they are more likely to have a positive experience, leading
to higher levels of satisfaction (Daragmeh, 2022).

MAE (Maybank’s e-wallet) can achieve the level of effort that customers expect, it will result in higher user
satisfaction, as customers will find the platform easy to use and navigate (Nugroho, 2023). A seamless and
intuitive interface encourages more frequent usage, leading to greater adoption rates among new users and
increased retention of existing ones

Facilitating Condition of using MAE

Facilitating Conditions refers to the resources, infrastructure, and support systems that enable individuals to use
a particular technology or system effectively. This concept forms an important proposition in technology
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acceptance models, which maintains that secondary influences can invariably affect an end users capabilities to
adapt to and use a new/novel system (Hanif, 2018). The dimension of facilitating conditions encompasses the
access to stable internet, technical support, sufficient training, and appropriate devices (Leong, 2021). With these
conditions in place, users are encouraged to adopt and continue to use the technology, as they feel they are
supported in overcoming any barriers to usage.

In the context of e-wallet, Facilitating Conditions are closely associated with users satisfaction, which indicates
the degree in which external resources and support systems are provided (Daragmeh, 2022; Clarissa, 2022).
Effective technical support and proper training can enable the users to use the e-wallet efficiently and make
successful transactions when they have reliable internet access (Yang, 2021). These ideal situations allow for
fewer frustrations and usage restrictions, thus a more seamless experience. This increases the chance that users
will be satisfied with the e-wallet and will not encounter any troubles, and they will feel happy with the service
that is benefit for the customers.

It can enable a positive customer facilitation condition regarding e-wallet, and the same will render various
benefits. Improved access to resources like reliable internet, responsive technical support, and easy-to-follow
tutorials will engage customers in using the e-wallet efficiently, minimizing frustrations and promoting use
(Ajina, 2023). The enhanced user experience leads to increased satisfaction levels, creating customer loyalty and
driving users.

Perceived Enjoyment of using MAE

Perceived Enjoyment refers to the degree to which using a particular technology or system is perceived as fun,
enjoyable, or intrinsically satisfying by the user. This concept plays a crucial role in technology acceptance
models, as it influences a user's willingness to engage with and continue using the system (Venkatesh, 2000).
When users find enjoyment in the experience of using an e-wallet, they are more likely to adopt it, as the positive
emotions associated with its use can enhance motivation and overall satisfaction (Esawe, 2022). In the context of
e-wallet applications, this enjoyment can stem from user-friendly interfaces, engaging features, and rewarding
experiences, all of which can increase user engagement and loyalty.

Perceived enjoyment plays a crucial role in users’ satisfaction with e-wallets, as it encompasses the pleasure and
satisfaction that the users derive from engaging with the application for financial transactions. When users find
the e-wallet interface to be intuitive and user-friendly, experience the convenience of quick transactions, and
encounter engaging features like rewards and promotions, their overall enjoyment increases, leading to higher
satisfaction levels (Ariffin, 2021).

Achieving customer perceived enjoyment through the MAE (Malaysian e-wallet) has led to significant benefits,
including increased user engagement and higher customer satisfaction, as users are more likely to frequently
utilize an app, they find enjoyable (Esawe, 2022). This heightened enjoyment fosters emotional connections,
encouraging user retention and reducing the likelithood of switching to competitors. By achieving higher
satisfaction levels, MAE can encourage more people to recommend its e-wallet to friends and family, leading to
a natural growth in its user base (Al-Okaily, 2023).

Trust of using MAE

Trust is one of the main factors in the acceptance and usage of e-wallets. The positive impact of trust on perceived
usefulness, perceived ease of use, and intention to use e-wallets is supported in multiple studies (Hossain et al.,
2022). Security also plays an important role as it is widely recognized that trust and behavioral intention are
closely correlated with perceived security (Alaa S Jameel et al., 2022). The Technology Acceptance Model
(TAM) has become a common framework for the study of e-wallet adoption, with many studies having added
variables such as trust, security and social influence (Senali et al., 2022). Personal traits such as innovativeness
and propensity to trust can have a moderating effect on the connections between the factors of TAM and intention
to use e-wallets (Senali et al., 2022) Satisfaction and perceived risk are also found to be important in determining
e-wallet continuance intention (Jakarta, 2019).
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Trust and satisfaction are important determinant in e-wallets' acceptance and usage. Studies find that there is a
close link between satisfaction with mobile banking and e-wallet applications and trust (Geebren, 2021). In fact,
trust depends upon security, transparency, and experience (Agarwal, 2024). Similarly, the e-service quality,
perceived usefulness, and perceived ease of use also impact user satisfaction and intention to reuse e-wallet (Julia
et al., 2024). Nevertheless, another challenge exists as customers seem to have different levels of satisfaction
toward each e-wallet provider, wherein, security, efficiency and economic benefits, among the others, become
the differentiators (Nurcahyo et al., 2023). In order to improve user satisfaction and trust, e-wallet providers
must improve encryption techniques, communication transparency, easy to use interface and work with
regulators (Agarwal, 2024).

Using the Technology Acceptance Model (TAM), it can be concluded that the components of perceived use in
an easy and simple method sequentially affect e-wallet adoption (Mabkhot, 2023). E-loyalty includes digital
customer experience, enjoyment, and trust (Harahap et al., 2023) The UTAUT2 model extended by adding trust
found that e-wallet adoption intentions are influenced by effort expectancy, performance expectancy, price
value, habit, and trust (Leong, 2021). That means that building trust and improving user experience to retain and
attract new users is critical to e-wallet adoption and user loyalty.

Relationship between Independent Variable (IV) And Dependent Variable (DV

Relationship between performance expectation of MAE within Domestic tourist (Gen Z) behavioral
Intention

MAE metrics can reflect the performance expectation of an e-wallet affecting the behavior of domestic tourists,
especially among Gen Z travelers (Rosli, 2023). Having the ability to interweave various factors that define this
generation's habits, such as the preference for e-wallets, is paramount as this generation flourishes, more so as it
has developed a high regard for the efficiency, reliability and convenience of digital payment systems. Gen Z
tourists are more likely to trust the service if an e-wallet can live up to their performance expectation for a quick,
seamless transaction with minimum errors (Rosli, 2023). The MAE acts as an indicator of how accurately the
system meets its users’ expectations, a lower Mean Absolute Error (MAE) signifying better predictive alignment
with their desired experience.

For Gen Z domestic tourists, behavioral intention to use an e-wallet often hinges on ease of use, convenience, and
the overall user experience (Wardana, 2022; Halim, 2022). If the performance expectation is consistently met or
exceeded, Gen Z tourists are likely to continue using the service, as it simplifies their travel-related transactions
like paying for transport, or dining (Liberato, 2019). An e-wallet that delivers with minimal error (low MAE),
reinforces positive behavior intention, motivating them to rely on the app during their travels within the country
(Leong, 2021).

Relationship between Effort Expectancy of MAE within Domestic tourist (Gen Z) behavioral Intention

Effort expectancy, which refers to the perceived ease of use of an e-wallet, plays a crucial role in shaping Gen Z
domestic tourists' behavioral intention (Mulyati, 2023). For this tech-savvy generation, they expect digital
solutions to be intuitive, simple, and efficient (Nair, 2021). In using an e-wallet, if the system requires minimal
effort to navigate and complete transactions, it enhances the likelihood of continued use.

For Gen Z tourists, effort expectancy is a key determinant of whether they will adopt and continue using an e-
wallet during travel. If the app simplifies tasks like booking tickets, paying for services, or splitting bills, with
low friction and high reliability, it aligns with their expectation for convenience (Chelvarayan, 2022; Saputra,
2023). A small number of complain indicates that the MAE consistently meets this ease-of-use demand,
reinforcing their intention to use it regularly. Gen Z, who often prefer hassle- free solutions, are more inclined
to trust and adopt the app if it requires minimal learning or troubleshooting (Rosli, 2023).

Relationship between Facilitating Condition of MAE within Domestic tourist (Gen Z) behavioral
Intention

The relationship between facilitating conditions and the behavioral intention to use MAE among Gen Z domestic
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tourists is significant. Facilitating conditions refer to the availability of resources, technology, and support that
make it easier for users to adopt and utilize a system like an e-wallet (Widodo, 2019). For Gen Z tourists, who
are generally tech-savvy and familiar with mobile applications, the presence of such conditions (e.g., reliable
internet access, user-friendly apps, and widespread acceptance of e-wallet payments at tourist destinations)
encourages their intention to use e-wallet (Rahmadhani, 2022).

In the context of tourism, Gen Z values convenience and speed, and they are inclined toward using mobile apps
that streamline their travel experiences (Loan, 2023). E-wallets, like other digital tools, offers the convenience of
making payments swiftly, eliminating the need to carry cash or worry about currency exchange when traveling
domestically (Wardana,2022). However, with the presence of facilitating conditions such as app usability,
seamless integration with other services, and a wide acceptance of e-wallets at tourist attractions plays a crucial
role in shaping their behavioral intention to adopt such technology (Leong, 2021).

Facilitating conditions act as an enabler for the behavioral intention to adopt e- wallets among domestic Gen Z
tourists (Ojo, 2022). Therefore, tourism service providers and e-wallet companies should work together to ensure
that their platforms are reliable and widely accepted at various tourist hotspots. By doing so, they can meet the
expectations of Gen Z travelers and encourage greater use of e-wallets, thereby enhancing the overall tourism
experience for this demographic segment.

Relationship between Perceived Enjoyment of MAE (e-wallet) with tourist Gen Z behavioral Intention

The relationship between perceived enjoyment and the behavioral intention to use MAE among Gen Z tourists
is important in shaping their attitudes toward adopting this technology (Esawe, 2022). Perceived enjoyment refers
to the degree of pleasure or fun users experience when using an app or service (Esawe, 2022). For Gen Z tourists,
who are often drawn to engaging and interactive digital experiences, the enjoyment factor plays a significant role
in their intention to use an e-wallet (Maulita, 2022). If the process of making payments through an e-wallet is
seamless, aesthetically pleasing, and offers a positive user experience, Gen Z tourists are more likely to use it
during their travels (Nor Azureen Rozekhi, 2023).

Perceived enjoyment goes beyond mere functionality, it ties into the overall experience users have with the e-
wallet’s interface and the additional features it offers, such as rewards, gamification, or personalized promotions
(Esawe, 2022). For a tech- savvy generation like Gen Z, an e-wallet that makes transactions feel enjoyable and
user- friendly can drive higher usage (Rosli, 2023). They often appreciate apps that are intuitive, visually
appealing, and easy to navigate, and this increases their likelihood of using such services regularly (Lim, 2022).
When users feel a sense of enjoyment and satisfaction from using an app, it fosters positive attitudes and
strengthens their behavioral intention to keep using the e-wallet, especially in travel scenarios where convenience
is key.

Relationship between Trust of MAE within Domestic tourist (Gen Z) behavioral Intention

The relationship between trust and the behavioral intention to use MAE among Gen Z domestic tourists is a
crucial factor in determining their willingness to adopt this technology. Trust, in this context, refers to the belief
that the e-wallet system is reliable, secure, and capable of protecting users’ financial and personal data (Kim,
2010). Trust in the safety and integrity of an e-wallet platform is a dominant aspect that determines the intention
to utilize one among Gen Z tourists, who are generally worried by online security and privacy (Nor Azureen
Rozekhi, 2023). They will then feel comfortable making transactions via the app, knowing their information is
secure if trust is established.

Trust in e-wallet (MAE) systems is determined by several factors, such as how data is processed, the reliability
of the e-wallet provider, and the effectiveness of fraud protection measures (Chandran, 2023). Thus, this group
will be more inclined to trust an e-wallet that is highly secured with strong security features like an encryption
method and secure authentication methods (Rabbani, 2023).

The level of trust the appointed representative, a local domestic Gen Z tourist, has will be greatly associated with
the biophysical intention of using an e-wallet tool while on the go (Hasan, 2020). Data shown until October
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2023 This increases the likelihood of increased engagement with the technology by Gen Z tourists, as they may
feel more assured that their personal and financial details are protected (2015).

Studies show behavioral factors that influence e-wallet adoptions and customers' trust. In some contexts,
customers’ trust strongly influences e-wallet reuse intentions (Hikmah Julia et al., 2024; Khusnul Khotimah et al.,
2022). Trust and e-service quality play an essential role in customer satisfaction and loyalty (Dewi & Abdul
Haeba Ramli, 2023). Attitudes and behavioral intention have a relationship with e-wallet based on lifestyle
compatibility and trust (Yang, 2021).

METHODOLOGY

Research Design

Research design represents an important step in any research project, as it creates a guideline on how to collect
and analyze data (Mackey et al.,2021). Based on previous formulation, the researchers have chosen a quantitative
research design which allows for a systematic examination and quantification of characteristics and functions of
the market. This was a quantitative-based paper exploring associations between the dependent and independent
variables as per the theoretical framework.

Population and Sample

Gen Z are described as those born between 1995 and 2010, as a group they have lived in the age of technology
and social media, having a large impact on their interests and lifestyle choices (Jayathilake & Annuar, 2020). A
salient characteristic of this generation is that they prefer experiences over material goods and have made active
contributions to domestic tourism (Shiwei Shen et al., 2023). Gen Z is in Kuala Lumpur is often discovered to
visit local attractions, cultural events, or unique activities that portray the richness of the city. Their increasing
familiarity with technology has made it possible for them to access information, book trips using mobile
applications, and share their experiences online, fundamentally influencing their travel choice.

Gen Z travellers in Kuala Lumpur for domestic tourism are the population of this study. Such young travellers
form an important segment of the tourism contingent, and their motivations, behaviors and satisfaction levels are
important for businesses and stakeholders in the tourism industry. Investigating the factors influencing their
travel decisions will allow researchers to understand these activities and to develop better services and marketing
approaches targeting this specific demographic group.

The Importance of Sample Size Determination in Studies of Tourism Satisfaction among Young Travelers An
appropriate selection of the sample size increases a study statistical power and its ability to identify meaningful
effects in different settings (Beck et al., 2013). According to Olejnik et al. (1984), determining an appropriate
sample size involves considering four key factors: significance level, statistical power, analysis procedure, and
effect size.

The sample size for this research was determined using the Krejcie and Morgan table (1970), which helped
decide how many people to survey based on the population size. According to the table, a population of
(8,691,172) required a sample of (384) to ensure reliable and statistically significant results. However, only 100
respondents were validated in the study because some participants did not complete the questionnaire, and others
chose not to participate. The sample size for this research was determined using the Hair et al. (2018), which is
exploratory factor analysis cannot be done if the sample has less than 50 observations (which is still subject to
other factors), whereas simple regression analysis needs at least 50 samples and generally 100 samples for most
research situations. From the academic perspective of Mastrangelo (2020), recommends a sample of 385 for
optimal accuracy, with a minimum of 100 for meaningful use.

Questionnaire Design and Development

The literature has extensively support the efficacy of the fundamental UTAUT dimensions: performance
expectancy and effort expectancy, as predictors of users’ attitudes toward and intentions to accept new
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technologies (Venkatesh, Morris, Davis, & Davis, 2003). This study focuses on these two UTAUT dimensions.
Nevertheless, the universal validity of UTAUT has been scrutinized, with findings suggesting its applicability
might vary across different cultural contexts (McCoy, 2007). Hence, while UTAUT can provide valuable insights
into technology acceptance in Malaysia, its application should be approached carefully, considering cultural
nuances and contextual factors.

The questionnaire was divided into 3 sections. The questions used were adapted from UTAUT as a survey sample
to investigate users’ acceptance towards “Factors Influencing the Adoption of Mobile Payment Method among
Gen Z: the Extended UTAUT Approach” (Triasesiarta Nur et al.,2021). All sections have used a five-point Likert
scale, ranging from (1) “strongly disagree” to (5) “strongly agree”. At the end of the questionnaire, respondents
were asked for their demographic profile, including gender, age, occupation, income and usage of mobile
payment.

Pilot Test

SPSS will be used in this study for the data collection because it is useful for quantitative research and effective
data analysis. The table below shows the data that researcher got from the software of SPSS version 29.

Case Valid Cronbach’s Alpha
Performance Expectancy (PE) 30 0.962
Effort Expectancy (EE) 30 0.941
Facilitating Condition (FC) 30 0.722
Perceived Enjoyment (PJ) 30 0.845
Trust (T) 30 0.922
Behavioral Intention (BI) 30 0.849

Table 2: Pilot Test

The purpose of a pilot test is to determine whether the questions asked in an interview are understandable and
reliable. A pilot test assesses the study’s validity and reliability. In this study, 30 respondents participated in a
pilot test to evaluate the reliability of the questionnaire. The table above displays the pilot test results generated
by SPSS, which was used to test the reliability of the survey items measuring Performance Expectancy, Effort
Expectancy, Facilitating Conditions, Perceived Enjoyment, Trust, and Behavioral Intention.

Table 1 shows the summary and results of the reliability test for the research constructs. According to Taber
(2017), Cronbach’s alpha is commonly used to demonstrate that the tests and scales constructed or adopted for
research are fit for purpose. Alpha values are described as excellent (0.93-0.94), strong (0.91-0.93), reliable
(0.84-0.90), robust (0.81), fairly high (0.76—0.95), high (0.73—-0.95), good (0.71-0.91), relatively high (0.70—
0.77), reasonable (0.67-0.87), adequate (0.64—0.85),moderate (0.61-0.65), satisfactory (0.58-0.97),
acceptable (0.45-0.98), sufficient (0.45-0.96), not satisfactory (0.4—0.55), and low (0.11) (Taber, 2017).

However, in this study, the Cronbach’s Alpha for each set of items scored as follows: Performance Expectancy
(0.962), Effort Expectancy (0.941), Facilitating Conditions (0.722), Perceived Enjoyment (0.845), Trust (0.922),
and Behavioral Intention (0.849). All measurement items in this study are considered trustworthy based on these
results, which align with Taber (2017).

Data Collection

For the study on the factors influencing domestic tourist (Gen Z) behavioral intentions towards mobile payment
apps (MAE) in Kuala Lumpur, a quantitative approach will be employed to gain a comprehensive understanding
of the factors impacting satisfaction and behavioral intention. Initially, a literature review was conducted to
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identify existing research and gaps regarding mobile payment application among Genration Z. This will guide
the design and pre-testing of a survey questionnaire to ensure clarity, relevance, and appropriateness for the
demographic (Creswell & Creswell, 2018). Following this, ethical approval has been sought from institutional
review boards to meet ethical standards, including informed consent and data confidentiality (American
Psychological Association, 2020).

The data collection phase involves distributing structured questionnaires to Gen Z users of the MAE application.
The sample was selected by using convenience sampling, where researchers select easily accessible participants
(Benites et al., 2023). Based on Tourism Malaysia statistics, this study focused on 8,691,172 hotel guests from
domestic tourism for the first half of 2024 (January — June). Before respondents answer the survey, there are
three screening questions they must answer to determine whether their characteristics align with the researcher's
requirements for the study:

1. Domestic tourist
2. Age ranges from 18 — 28-year-old (2006— 1996)
3. Use MAE for payment solution

If the respondents met these criteria, they proceeded to answer the survey by scanning the QR code provided by
the researcher. Surveys were administered in online platforms (Google Form) and distributed through face-to-
face interactions with clear instructions to ensure accurate responses (Kumar, 2011). For Kuala Lumpur, the top
destinations were the malls: Pavilion Kuala Lumpur, Pasar Seni, Sogo, Berjaya Times Square and the Kuala
Lumpur Convention Centre (Ayamany, 2021). Snowfall at Pavilion Bukit Bintang (Wahab, 2024) and Viva Batik
Malaysia 2024 in Pasar Seni Kuala Lumpur (Azaman, 2024) held on December 2024 which successfully
attract a lot of tourists. Therefore,researchers have decided to collect respondent data at Pavilion Bukit
Bintang and Pasar Seni.

The final phase consists of preparing a detailed research report covering methodology, findings, discussions, and
recommendations. The findings are shared with relevant stakeholders, including mobile payment providers,
industry practitioners, and academic audiences through presentations and publications (Creswell & Creswell,
2018). The entire research process, from data collection to reporting, were planned to span approximately across
four months, contributing valuable insights for improved mobile payment strategies tailored to Gen Z.

Data Analysis

In this study, all data gathered through the questionnaire underwent thorough processing and analysis using SPSS
version 29, a widely recognized software package for statistical analysis in social sciences research. The
researcher has employed a variety of statistical tests to conduct a comprehensive analysis of the dataset. Initially,
descriptive statistics including means, standard deviations, frequencies, and percentages were utilized to
systematically examine and outline the distribution of data. These statistical measures provided a clear overview
of the sample characteristics and responses, aiding in the initial understanding of the dataset profile.

The minimum sample size required was 50, and 100 respondents data was successfully collected. This study
focused on factors such as Performance Expectancy, Effort Expectancy, Facilitating Conditions, Perceived
Enjoyment, and Trust and the behavioral intention in using these applications particularly in context of domestic
tourist in Kuala Lumpur.

FINDINGS

Respondent Profile

Demographic | Categories Number | %
Gender Male 51 51
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Female 49 49
Age 18- 21 years old 32 32
22- 25 years old 45 45
26- 28 years old 23 23
Occupation Employed 56 56
Unemployed 1 1
Student 42 42
Others 1 1
Income Below RM 1,500 41 41
RM1,500- RM 3,500 48 48
RM3,600- RM 5,500 11 11
Above RM 5,600 0 0
Usage of | Less than a year 20 20
g;‘;frilleem 1-2 year 34 34
3-4 year 34 34
More than four years 12 12
What is your | Malay 84 84
race Chinese 6 6
Indian 10 10
Bumiputera (Indigenous People of Sabah/Sarawak) 0 0
Others 0 0
Which state are | Pahang 4 4
you from Johor 19 19
Selangor 40 40
Pulau Pinang 9 9
Others: Perak/ Kedah/Terengganu/Negeri | 28 28
Sembilan/Perlis/Sabah/Kelantan

Table 3 : Respondent profile

Demographic of the respondent profile is included in part A in total of 7 questions. There were 100 Domestic
tourist (Gent Z) that has been interviewed by face to face method. Based on the gender data collected, respondent
(n=100) there were 51% male and 49% female. Most respondents are between 22-25 years old (45%), followed
by the 18-21 age group (32%) and 26-28 age group (23%). More than half of the respondents are currently
employed (56%) and the rest is students (42%). In terms of income, almost half of the respondents earn between
RM1,500-RM3,500 (48%), followed by those earning below RM1,500 (41%). Mobile payment usage is even,
with most respondents having used it for 1-2 years or 3-4 years (34% each). Majority of the respondents are
Malay (84%), followed by Indian (10%) and Chinese (6%). Respondents are predominantly from Selangor (40%),
followed by Johor (19%) and others (28%), with smaller representations from Pahang (4%) and Penang (9%).
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Descriptive Analysis

No Statement 1 2 3 4 5 Mean Std Dev

Performance Expectancy towards Mobile Payment (MAE) Applications

1 The mobile payment service is useful for 1 5 32 62 4.54 0.688
2 The mobile payment service allows me to 2 0| 6 20 72 4.60 0.778
3 Using a mobile payment service will increase 1| 4 35 58 4.46 0.797

my productivity in online transactions.

Effort Expectancy towards Mobile Payment (MAE) Applications

4 Using a mobile payment service makes it 2 6 29 63 4.51 0.785
easier for me to do online transactions

5 I think the mobile payment service is easy to | 2 8 24 66 4.52 0.810
use.

6 Learning how to operate transactions through | 2 7 25 66 4.53 0.797

the mobile payment service was easy for me

Facilitating Condition towards Mobile Payment (MAE) Applications
7 I have the resources needed to operate 2 13 | 40 45 | 4.26 0.836
the mobile payment service. ) 1 9 36 55| 435 0.845

8 I have sufficient knowledge to use the mobile
payment service.

9 [ use mobile payment service with other 3 3 11| 34 49 4.23 0.973
technology.

10 I will easily get help from other people when | 3 2 20| 27 48 4.15 1.009
I find 1t difficult to use the mobile payment service.

11 For me, using the mobile payment service | 2 I |10 |36 51 1433 0.853
for online transactions is very fun.

12 For me, using the mobile payment service | 3 1 |16 |35 46 | 4.20 0.943
for online transactions is very entertaining.

13 I enjoy using the mobile payment service for | 2 8 38 52 | 438 0.801
online transactions.

Trust towards Mobile Payment (MAE) Applications

14 I believe the mobile payment service | 3 2 |15 |38 42 1 4.14 0.954
technology as a tool for online transactions
will not lose control over the privacy of
information from payments.

15 I feel safe transacting online using the | 2 2 |17 |39 40 | 4.13 0.906
mobile payment service.

16 I am sure that online transactions using | 2 2 |13 |27 56 | 433 0.922
mobile payment services are reliable.
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Behavioral intention using e-wallet (MAE)

17 I will continue to use the mobile payment | 0 2 |5 36 57 | 448 0.689
service MAE

18 I will often use the mobile payment 1 1 |6 33 59 | 448 0.745

service when transacting online

19 I will use the mobile payment service in my | 1 1 |6 39 53 | 442 0.741
daily life

20 I will recommend my friends to use the | 1 1 |7 42 49 | 4.37 0.747
mobile payment service supporting my
online transactions complete online
transactions faster

Perceived Enjoyment towards Mobile Payment (MAE) Applications
Table 4 : Descriptive Analysis

A descriptive analysis of Performance Expectancy towards Mobile Payment (MAE) Applications in a study on
the factors influencing domestic tourist (Gen Z) behavioral intentions towards mobile payment apps (MAE) in
Kuala Lumpur shows that Gen Z domestic tourists have high expectations for MAE's performance. The statement
"The mobile payment service allows me to complete online transactions faster" received the highest mean score
0f4.60, indicating that Gen Z strongly agrees that MAE speeds up and simplifies their online transaction process.
Meanwhile, the statement "Using a mobile payment service will increase my productivity in online transactions"
had the lowest mean score of 4.46. Nevertheless, this score still demonstrates a high level of agreement. The
difference between the highest and lowest scores indicates that Gen Z domestic tourists in Kuala Lumpur strongly
agreed that transaction speed and convenience are the most important factors in measuring performance
expectancy for MAE, compared to overall productivity gains.

Furthermore, the data collected highlights users' Effort Expectancy towards Mobile Payment (MAE)
Applications” focusing on ease of use and accessibility. The statement "Learning how to operate transactions
through the mobile payment service was easy for me" recorded the highest mean score of 4.53, indicating that
Gen Z domestic tourists find it easy to learn and use MAE's features. Meanwhile, the statement "Using a mobile
payment service makes it easier for me to do online transactions" had the lowest mean score, at 4.51. The
difference between the highest and lowest scores is relatively small, indicating that all aspects of MAE's ease of
use are rated highly by Gen Z domestic tourists.

Moreover, the attribute of Facilitating Conditions towards Mobile Payment (MAE) Applications shows that the
item "I have sufficient knowledge to use the mobile payment service" received the highest mean score of 4.35,
indicating that Gen Z domestic tourists are confident in their ability to use MAE. Conversely, the statement "I
will easily get help from other people when I find it difficult to use the mobile payment service" had the lowest
mean score of 4.15. However, this score still indicates a reasonably high level of agreement, suggesting that Gen
Z domestic tourists are confident in receiving support if needed. The difference between the highest and lowest
scores shows that personal knowledge of MAE usage is more emphasized by Gen Z compared to reliance on
help from others.

Next, the attribute of Perceived Enjoyment toward Mobile Payment (MAE) Application shows that the item "I
enjoy using the mobile payment service for online transactions" received the highest mean score of 4.38,
indicating that Gen Z domestic tourists generally find using MAE enjoyable. In contrast, the statement "For me,
using the mobile payment service for online transactions is very entertaining" had the lowest mean score of 4.20.
While this is the lowest score in this category, it still represents a positive sentiment. The small difference
between the highest and lowest mean scores suggests a consistent level of positive perception related to the
enjoyable aspects of using MAE among this demographic.
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After that, under the attribute of Trust towards Mobile Payment (MAE) Applications shows that the item "I am
sure that online transactions using mobile payment services are reliable" received the highest mean score of 4.33,
indicating a strong belief among Gen Z domestic tourists in the reliability of MAE for online transactions. In
contrast, the statement "I feel safe transacting online using the mobile payment service" received the lowest mean
score of 4.13. While still indicating a positive sentiment, this lower score suggests that feelings of safety during
online transactions using MAE could be an area for potential improvement or further investigation. The
difference between the highest and lowest mean scores highlights that while reliability is a strong point for MAE,
building a stronger sense of safety might further enhance user trust.

In drawing things to a close, the attribute “behavioral Intention using e-wallet (MAE)” shows that the statement
"I will continue to use the mobile payment service

MAE" and "I will often use the mobile payment service when transacting online," both achieved the highest
mean score 0f 4.48. This indicates a very strong likelihood that Gen Z domestic tourists intend to keep using MAE
and frequently utilize it for online transactions. The statement "I will recommend my friends to use the mobile
payment service" received the lowest mean score of 4.37. Although this score is still high and signifies a positive
intention to recommend MAE, it is slightly lower than the other statements related to personal use. The small
difference between the highest and lowest mean scores suggests a generally consistent and high level of
behavioral intention across all measured aspects.

In the conclusion, with a mean score above 4.0 for every statement within the attribute, the descriptive statistics
indicate that most respondents showed a strong positive intention to use MAE during domestic tourist visits to
Kuala Lumpur.

Relationship Analysis

Correlation
Behavior

Pearson Correlation Performance 0.792
Effort 0.845
Facilitating 0.784
Perceived 0.831
Trust 0.730
Behavior 1

Sig. (1-tailed) Performance <.001
Effort <.001
Facilitating <.001
Perceived <.001
Trust <.001
Behavior

Table 5 : Correlation

The table below shows how the researcher used several multiple regression analysis to look at the factors
influencing domestic tourist (Gen Z) behavioral intentions towards mobile payment apps (MAE) in Kuala
Lumpur. Regression analysis use R-value to quantify the proportion of variability from independent variable that
contributes to dependent variable. The study framework's variables were analysed using a regression sequence
to determine the correlations between them and the mediating role of overall satisfaction. The purpose of the
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correlation analysis was to look at the connections between different variables. The direction and intensity of
linear correlations between pairs of variables are shown by the Pearson correlation coefficients.

The correlation table 5 shows a significant relationship between the mobile payment application use behavior
(MAE) of gen z domestic tourists in Kuala Lumpur and performance, effort, facilitating conditions, perceived
usefulness, or trust. As the data indicates, all these metrics have positive correlations with behavioral intention,
with effort and behavior having the strongest correlation (r=0.845, p<0.001), followed closely by perceived
usefulness (r=0.831, p<0.001). That is if MAE application easy to use and meets user expectations, increasing
trust in applications thus encourage usage behavior in a longer time.

At its core, the data show that effort, facilitating conditions and trust are the driving forces behind the behavioral
intention of MAE application users, which in turn, reflect the satisfaction of existing users. This means that when
the application is reliable, accessible, and able to fulfil their transaction needs seamlessly, domestic tourists are
more likely to utilize MAE. The results in this study can help tourism organizations and application developers
to enhance their customer experience which consequently increases tourists' use of mobile payment

Model Summary
Model Summary
Model | R R square | Adjusted R Square Std. Error of the estimate
1 0.845* | 0.713 0.710 0.349

Table 6 : Model Summary

Based on the Model Summary, the high R value (0.845%) indicates the highest strong relationship between effort
expectancy and behavioural intention. This strong relationship confirms that when effort expectancy are
prioritized, MAE user increases, subsequently motivating them to continue using it. Followed by the R value of
perceived enjoyment relationship with behavioural intention which is (0.831 #). This data show that MAE user
enjoyed using MAE as their transaction platform and will be continue using it.

Moreover, the R value of performance expectancy and facilitating condition is strong in relationship with
behavioural intention which is (0.792 ) and (0.784 ?). The R value of both factors indicates that MAE user
considers smooth transaction and compatible devices are crucial in determining their decision on continuing
usage.

Lastly, the lowest R value would be trust (0.730 #) that indicate moderate relationship with behavioural intention.
The R value show that security and reliability

are essential considerations for users. By improving security of MAE, Maybank should be able to increase their
new user also retaining their existing user.

HI1: Performance Expectancy has a significant strong positive effect on Behavioral Intention
H2: Effort Expectancy has a significant strong positive effect on Behavioral Intention

H3: Facilitating Condition has a significant strong positive effect on Behavioral Intention H4: Perceived
enjoyment has a significant strong positive effect on Behavioral Intention H5: Trust has a significant moderate
positive effect on Behavioral Intention

Coefficients.
Coefficients.
Model | Unstandardized Coefficients Standardized Coefficients | t Sig.
B Std. Error Beta
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1 (Constant) | 0.638 0.211 3.025 | 0.003
Performance | 0.189 0.082 0.195 2.299 | 0.024
Effort 0.309 0.090 0.341 3.426 | <0.001
Facilitating | 0.052 0.083 0.060 0.622 | 0.535
Perceived 0.248 0.081 0.305 3.057 |0.003
Trust 0.061 0.068 0.079 0.899 | 0.371
Coefficients.
95% Confidence Interval for B
Model Lower Bound Upper bound
1 (Constant) 0.219 1.056
Performance 0.026 0.353
Effort 0.130 0.489
Facilitating -0.113 0.216
Perceived 0.087 0.409
Trust -0.074 0.196

Table 7 : Results of Regression Analysis

The regression analysis in this table provides insights into the relationship between various independent variables
(Performance, Effort, Facilitating, Perceived, Trust) and satisfaction with mobile payment applications (MAE)
as well as behavioral intention among domestic tourists from Generation Z in Kuala Lumpur. The coefficients in
this table demonstrate the extent to which each independent factor influences user satisfaction with the mobile
payment application.

Effort (B = 0.309, Beta = 0.341, Sig. <0.001) has the most significant impact on user satisfaction, as evidenced
by its very low significance value. This suggests that elements related to Effort, potentially ease of use or the
reliability of the MAE application, play a crucial role in influencing user satisfaction and, subsequently, their
behavioral intention to continue using the application. Perceived is also significant (B = 0.248, Beta = 0.305,
Sig. = 0.003), indicating that it is the second most important factor in influencing satisfaction.

On the other hand, Performance shows a moderate but significant effect (B = 0.189, Beta =0.195, Sig. = 0.024).
While it is significant, its impact is lower compared to Effort and Perceived. However, Facilitating and Trust do
not show a significant relationship with user satisfaction (Sig. values of 0.535 and 0.371, respectively),
suggesting that these factors may be less relevant or not influential enough in affecting tourist satisfaction in the
context of MAE applications.

DISCUSSION & CONCLUSION

This research investigated the factors influencing Generation Z's behavioral intentions towards mobile payment
applications (MAE) in Kuala Lumpur, providing a comprehensive analysis across four chapters.

Established the context of the study, emphasizing the rapid transformation of the tourism industry through mobile
payment technologies. It highlighted the significance of understanding Gen Z's preferences, as this demographic
is increasingly shaping the landscape of domestic tourism. The chapter underscored the importance of mobile
payment applications in enhancing the travel experience, offering convenience and security, which are critical
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for tech-savvy travelers. Research questions were crafted to investigate the effect of performance expectancy,
effort expectancy, facilitating conditions, perceived enjoyment, and trust on Gen Z adoption of these
technologies.

A framework was provided based on a theoretical approach called the Unified Theory of Acceptance and Use of
Technology (UTAUT). Using this framework, it helped find the relevant factors that affect Gen Z's behavioral
intentions towards mobile payment apps. Socioeconomic factors played a big role in the chapter explored the
concept of performance expectancy in relation to mobile payment utilization, while effort expectancy addressed
ease of use. The most important thing is to develop conditions that would provide users with the resources and
assistance they need to work with these applications. User enjoyment in using mobile payment application play
a vital role in determining their behavioral intention, thus perceived enjoyment was also discussed. Lastly, trust
was discussed whether the security in using mobile payment application is reliable in user perspective. The
chapter concluded that understanding these factors is crucial for developing strategies that resonate with Gen Z's
expectations.

The research methodology, include the design of the structured questionnaire and the sampling method. The use
of convenience sampling where researchers select easily accessible participants. The chapter emphasized the
importance of ethical considerations and the reliability of the data collection instruments, which were validated
through a pilot study. This methodological rigor ensured that the subsequent analysis would yield meaningful
insights into the factors influencing domestic tourist Gen Z behavioral intentions.

Results showed that the identified factors significantly affected Gen Z's intention of using mobile payment
applications. Specifically, Effort Expectancy, Perceive Enjoyment and Performance Expectancy were the
important factors affecting mobile payment intention for Gen Z, indicating that they are influenced by the ease
of use, enjoyment and efficiency of these solutions. However, facilitating conditions and trust was found to be
not significant in this regard, suggesting the importance of sufficient and stable resources also adding an extra
layer of protection to ensure user privacy.

Thus, this study was able to successfully meet its main objectives, ascertain the factors that affect domestic
tourist Generation Z behavioral intentions to adopt MAE applications and establish a theoretical framework
that highlights the link between These factors and behavioral intention, based on the qualitative research
methodology, which yields in-depth insights into the significance of continuous upgrades on mobile payment
applications following user needs, specifically Generation Z.

RECOMMENDATIONS

In future research, it is also suggested taking a more heterogeneous sample from other areas and conditions. In
turn, this will enhance the findings and impact the understanding of domestic tourist (Gen Z) behavioral intention
to utilizing mobile payment applications (MAE). Additionally, qualitative methods, such as interview or focus
group methods, have the potential to enhance quantitative analysis by providing a deeper understanding of this
demographic's concerns and preferences, as well as the nuances of their interactions with mobile payment (MAE)
technology.

Future researcher are recommended to conduct the research that assess the evolution of domestic tourist
Generation Z attitudes and behavioral tendencies towards mobile payment (MAE) applications over time. Data
guiding technology and user experiences are moving at fast pace, making it essential for stakeholders to
constantly improve their services. In example, the analysis of domestic tourist (Gen Z) characteristics can serve
as a building block for Maybank marketing purpose for this specific group. The comparative analyses between
domestic tourist (Gen Z) and other age groups may reveal distinct characteristics and preferences for new
marketing strategies.

Limitations of Study

One of the limitations of this study is that it focusses on a certain client profile and obtained only 100 respondents
out of 384, which may not accurately represent the population's variety. As a result, the findings may not apply
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to other generations also weak to represent generation Z as general because of their behaviours, preferences, or
levels of access to mobile payment technologies may be differ. This proven by the huge gap in the number of
respondents data collected. Future study should consider to include broader and more diverse selection of
participants to acquire more comprehensive result of mobile payment acceptance across different generations.

This study used convenience sampling at two Kuala Lumpur sites with a modest sample size (n=100). Results
may not generalise beyond Gen Z domestic tourists or to other e-wallet brands. Future work should employ
probability sampling, larger multi-city samples, and test UTAUT2 moderators (age, gender, experience);
comparative studies across e-wallets and destinations are also warranted.

Additionally, the geographical focus on Kuala Lumpur may restrict the applicability of the findings to other
regions or countries. As such, the insights gained from this study may not be relevant to Generation Z users in
different contexts as example Gen Z that live in rural area. Therefore, by highlighting the need for further
research in varied geographical settings it can enhance the understanding about user of mobile payment
application and the behavioral intention across diverse geographical area.
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