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ABTRACT 

 This research aimed to study factors  affecting the adoption of E-commerce Platform 

System (EPS) in Thailand. Literature review on the topic revealed that the significant factors 

affecting the adoption of E-commerce Platform were perceived of risk, perceived trust, 

perceived of usefulness, and perceived ease of use. The researcher used the four factors to 

design a research tool for this study. The data were collected from  396 respondents. The 

result of the data analysis showed that only perceived of usefulness and perceived risk were 

significant factors affecting the adoption of EPS. All four variables, perceived of risk, 

perceived trust, perceived of usefulness, perceived ease of use, could altogether explain 

around 72.9% (R2 = 0.729) the adoption of EPS. The customers tended to emphasize the 

benefit, or usefulness that they would receive from EPS usage. The research findings 

provided more information  regarding  the factors affecting the adoption of EPS in Thailand. 

Key words: Adoption to use EPS, perceived of risk, perceived trust, perceived of usefulness, 

perceived ease of use 

Introduction 

               The payment through electronic 

transaction is well adopted these days in 

doing financial activities. Electronic 

payment system (EPS) requires the sender 

and receiver of the transaction to proceed 

with the transaction using a system utilized 

by a bank, financial service provider. 

According to the Global Digital Report 

2019, Thailand had around 92 million 

mobile subscribers and 55 million active 

mobile internet users. The Bank of 

Thailand reported in 2019 that over 90% 
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of transactions in Thailand use E-payment 

including e-commerce transaction. 

However, JP Morgan report (2019) 

showed that even if the EPS has been 

mainly used, cash is still being used in 

payment channels for E-commerce 

platform or Cash on Delivery channels. It 

reaches to a question that how people are 

affected by EPS. The researcher, therefore, 

is interested to  find out the factors 

affecting the buyers from adopting 

electronic payment system. Thailand’s e-

commerce market is expected to grow by 

13% in the next 4 years. And it is indicated 

that in 2020 at least 44% of Thailand’s 

population have purchased products via 

online channels. From the literature 

review, it was found that the main factors 

that affect the adoption are perceived risk 

to use EPS, perceived trust to use EPS, and 

perceived usefulness of EPS, which the 

researcher aimed to find how these factors 

affect the intention to use EPS on e-

commerce platform. 

Research Objectives 

 1.To study the E-payment adoption 

on E-commerce Platform in Thailand 

 2. To study the factors affecting E-

payment adoption on E-commerce 

Platform in Thailand 

Scope of research 

The target group of this research  focused 

on the users who have been using mobile 

phones for online activities, living in 

Thailand, both male and female, and have 

an experience using EPS. The target group 

were chosen by using a random sampling 

technique which prevent target groups 

from defined membership requirements.  

The researcher used online-distributed 

questionnaire and surveys to collect data in 

Thailand. 

Literature review 

Electronic Payment System (EPS) 

E-payment is linked between individual 

and cooperation, supports electronic 

transaction between bank and individual 

(Briggs and Brooks, 2 0 1 1 ; Tan, 2 0 0 4 ) . 

Ogedebe and Jacob (20 1 2 )  stated that 

electronic payment system is a platform of 

currency transfer using the internet. EPS 

also plays an important part in e-

commerce as a  payment platform when 

purchasing and selling the products or 

service on the internet. E-payment system 

in the research is related to its adoption. 

Technology Acceptance Model (TAM) 

TAM is used for modeling the user’s 

adoption of technologies. TAM model has 

2  main factors, perceived ease of use and 

perceived usefulness, Figure 1. TAM 

(1 9 8 9 ) mentioned external variables that 

had an impact on the belief of user towards 
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the system. Social norm had weak 

relationship and no impact on user’s 

behavior intention especially when the 

system is individual usage. TAM is 

specifically used for examining the factors 

of user’s adoption on technology and 

system (Chau and Hu, 2002). 

 

Figure 1 Technology Acceptance Model 

(Davis, 1986) 

E-payment Adoption 

E-payment adoption is defined as customer 

intention to use the electronic payment 

system (Fusilier et al., 2005). Intention to 

use e-payment system is stimulated by the 

simplicity of usage and low on transaction 

cost when compared with traditional cash 

transactions and secure to use in terms of 

privacy of user on e-commerce platform 

(Senthilvelmurgan M, 2015). 

Perceived Ease of Use 

Pikkarainen et al. (2 0 0 4 )  stated that the 

website’s interface, graphics, and use of 

proper images provide easy navigation for 

users of the bank’s website. Abrazhevich 

(2004) indicated that capable design of the 

specific system in terms of user standpoint 

significantly attracts user’s adoption of e-

payment system. Previous studies found 

that technology would be perceived as 

valuable when it is simple to use and easy 

to deal with (Legris et al, 2003; Wang and 

Li, 2012). Guangying Hua (2009) 

indicated perceived ease of use as action 

that proceeded effortlessly. When the 

platform of e-payment system is easy to 

use, timeless, convenient to use, a 

customer tends to be prepared to adopt e-

payment system. Guangying research 

(2009) concluded that perceived ease of 

use has a considerable influence on user 

adoption of online banking or EPS. 

Perceived Risk 

Perceived risk is defined as the feeling of 

uncertainty on something or awareness of 

the result from a situation that one couldn’t 

control (Noor and Eaw, 2013).  Perceived 

risk is created with uncertainty and 

increased by awareness of uncontrollable 

result (Schrank and Dubinsky, 2004). As 

the e-payment system had been determined 

as high perceived risk, it will result in 

decrease customer’s intention to use the 

particular system. Perceived risk has a 

relationship with customer’s adoption to 

use EPS (P. Pavlou, 2003).  Pavlov (2003) 

stated that as online transaction has high 

vulnerability, it will raise the perceived 
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risk and decrease the customer’s intention 

to proceed.  

Perceived Usefulness 

Consumers tend to create a positive 

perception of a new technology when they 

believe it will improve their occupational 

performance. Perceived usefulness has an 

impact on the perception of using a 

specific system because consumers tend to 

create a positive perception of a new 

technology when they believe it will 

improve their occupational performance 

(Davis, 1989). The perceived usefulness of 

e-payment system is stated as a transaction 

experience that resulted in saving time, 

received financial benefit from usage 

(Yanli Pei et al., 2015). Ming-Chi Lee 

(2008) found that perceived usefulness had 

significant relationship with internet 

banking’s adoption. Usefulness is an 

important factor for e-payment system 

usage and adoption (Chou et al, 2004). 

Kim et al (2010) found that e-payment 

adoption could mean additional cost in 

terms of investing in learning time to use 

the new technology and e-payment system. 

Perceived Trust 

Trust is defined as a set of beliefs that 

customers have on a supplier including 

 possible action of supplier in the future 

(Ganesan, 1994). Trust is defined as the 

personal belief in e-payment system that it 

will result in meeting the customer’s 

expectations and ability to gain benefit 

from the customer’s intention to use e-

payment system for their financial 

activities (Ali Abdallah Alalwan et al., 

2017). Many researches found that 

perceived trust has significant relationship 

with customer’s adoption of e-payment 

system (Mehrad and Mohammadi, 2017). 

However, Said A. Salloum et al. (2019) 

stated that trust has no significant 

relationship with the sample’s intention to 

use EPS. Gefen (2000) and Wang et al. 

(2003) indicated that trust has significant 

effect on consumer’s intention to adopt 

internet banking and encourages them to 

proceed with e-commerce transaction. 

Perceived trust in e-payment is identified 

as the belief of the user that the transaction 

will proceed according to their expectation 

(Tsiakis and Sthephanides, 2005). Trust 

increases the perception concerning 

expectation on the EPS and reduces 

uncertain emotions when the process 

relates to the risk (Kim et al, 2009).  

Research Framework 

Based on literature review, the researcher 

decided to focus on 4 factors: perceived of 

risk, perceived trust, perceived of 

usefulness, and perceived ease of use, that 
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has significant trigger on adoption to use 

EPS which showed in to model as figure 2. 

 

 

 

 

 

 

 

 
 

Figure 2 Research Conceptual Framework 

Research Hypothesis  

Based on the conceptual framework, the 

researcher utilized four variables and 

formulated four hypotheses in this 

research. 

H1: Perceived risk has significantly 

affected adoption to use EPS  

H2: Perceived trust has significantly 

affected adoption to use EPS  

H3: Perceived usefulness has significantly 

affected adoption to use EPS  

H4: Perceived ease of use has significantly 

affected adoption to use EPS  
 

Research Methodology   

The study focused on users who have used 

an E-commerce platform service and made 

an EPS payment. 
 

The data from the questionnaires is 

analyzed using a quantitative methodology 

in this study. The total number of 

questionnaires gathered was 396 samples. 

The researcher selects Cochran’s Sample 

Size Equation for this research due to the 

unknown population size or EPS user in e-

commerce platform, even the bank of 

Thailand stated that there are around 1.6 

million transactions via EPS but it is 

uncertain for the specific amount of target 

population, unknown population. To 

collect data from sample population, the 

research was conducted by randomly 

distributing the questionnaires via online 

form, google form. The researcher 

collected data in Mid-2021 covering 

around 1.5 months. As a result, the 

questionnaires were distributed to Thai 

respondents who were able to access and 

complete the survey. 
 

This research has use statistical tools to 

process the data from the samples so that 

the primary data that the researcher 

received will be processed appropriately 

and accurately. The statistic to be used 

were descriptive analysis, and regression 

analysis. 

  

Pretesting Questionnaire   

The questions had been tested by using 

Cronbach’s alpha and pre-test was 

conducted on 40 samples to find the alpha 

value, if the result of test is above or equal 

0.6 it means it can be used in the 

questionnaire. For the result, Cronbach’s 

Alpha shows these are acceptable with the 
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result being more than 0.60 which means 

all questions are consistent and therefore 

can be applied as the research instrument, 

the detail is shown in Table 1. 

 

 

Results of the Study 

There were 396 respondents could be used 

or answer to the research scope. The 

demographic questions include gender, 

age, level of education, Monthly income, 

and frequency of EPS usage in order to 

show characteristic of research’s sample 

and general information of samples and 

variable’s question which will show 

statistics factor like mean, standard 

deviation, variance, and criteria that most 

of samples had responded to or what they 

have perceived of each variable. 

Demographic 

The sample of the research is comprised 

mainly of female at 220 samples (55.56%). 

The majority of the samples’ age range is 

between 21 – 30 years-old, 270 samples or 

68.18% out of total respondents. For Level 

of education, around 77.27% of 

respondents have a Bachelor’s Degree. For 

monthly income, it is found that the 

greatest number of respondents is 168 

samples receives a monthly income at 

range 15,000 - 30,000 THB, or 42.41% of 

total respondents, and the second group 

with 147 samples receives a monthly 

income of over 50,000 THB, or 37.14% of 

total respondents. Moreover, the greatest 

number of samples who have a behavior to 

use EPS at a frequency of 2 – 3 times a 

week is around 36.86% (146 samples).  

The descriptive analysis of research 

variable showed that most variables are 

interpreted as “Agree” with maximum 

score of perceived usefulness at 4.22 and 

minimum score from perceived ease of use 

at 3.48, interpreted as “Neutral”. For other 

variables, Adoption to use EPS, perceived 

risk, and perceived trust are having scores 

of 4.15, 3.77, and 3.71 respectively.  

(Table 2) 

 

 

 

 

Table 2 Descriptive analysis of research variables 

Variables N Mean Std.Dev. Interpretation 

Adoption to use EPS 396 4.151 0.626 Agree 

Perceived Ease of Use 396 3.487 0.656 Neutral 

Perceived of Usefulness 396 4.224 0.640 Agree 

Perceived Risk 396 3.737 0.462 Agree 
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Perceived Trust 396 3.719 0.633 Agree 

 

Hypothesis testing 

The researcher conducted regression 

analysis on data and found that the 

variable has R2 0.729 meaning that the 

independent variables significantly 

affected the dependent variable, adoption 

to use EPS, and has a standard error 0.328. 

The adjusted R2 is slightly less than R2 

which means the sample size of this 

research is adequate and acceptable. 

(Table 3) 

 

 

 

 

 

The coefficient analysis of each variable 

indicated that only perceived usefulness 

has significant level below 0.05 and has 

the highest coefficient value +0.788 with 

standard error 0.029. For the other 

variables, Perceived risk had significant 

level 0.015 and coefficient value +0.130, 

Perceived trust had significant level 0.254 

and coefficient value +0.047. Perceived 

ease of use had significant level 0.514 and 

coefficient value -0.017. The Variance 

Inflation Factors (VIF) were all below 5 

and all of the independent variables were 

not highly correlated with one another, 

indicating that there were no issues with 

multicollinearity. (Table 4)  

 

The hypothesis was tested by the results of 

the multiple linear regression analysis. The 

hypothesis testing indicated that 

hypotheses 1 and 3 were rejected and 

hypotheses 2 and 4 failed to reject. The 

hypothesis 1 was rejected with significant 
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value 0.015 which below is 0.05 at 

confidence level 95%. The hypothesis 2 

failed to reject due to its significant value 

of 0.254 which is higher than 0.05 at 

confidence level 95%. The hypothesis 3 

was rejected with significant value 0.000 

which is below 0.05 at confidence level 

95%. The hypothesis 4 failed to reject due 

to its significant value of 0.514 which is 

higher than 0.05 at confidence level 95%. 

However, to verify the result of first 

regression analysis, the researcher 

analyzed the result again (second analysis) 

by eliminating the variables that the 

hypothesis failed to reject. The result of 

second analysis shows that perceived risk 

and perceived usefulness affect the 

adoption to use EPS at R2 0.727 and less 

error with adjusted R2 0.726. The 

coefficient value of perceive risk and 

usefulness are +0.167 and +0.803 

respectively in the second analysis, which 

higher than the first analysis. (Table 5 and 

6). In summary, the second model which 

has perceived risk and perceived 

usefulness as independent variables have 

significantly affected adoption to use 

electronic payment system and has a better 

result in significant value, the 

unstandardized coefficient Beta, and 

collinearity statistics value when analyzed 

the second time. 

 

 

Discussion and Conclusion 

The result of this research showed that 

perceived usefulness and perceived risk 

affected adoption to use EPS. Perceived 

trust and perceived ease of use were found 

not significantly affected the adoption to 

use EPS with enough confidence level. 

The result that perceived risk affected 

adoption to use EPS was aligned with the 

study of P. Pavlou (2003). It was also 

consistent with the findings of Tsiakis and 

Sthephanide (2005) in that risk was one of 

the factors affecting the intention to use 

electronic payment system. The effect of 

perceived risk in this research had the 
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same level as that of Said A. Salloum et al. 

(2019) indicating that perceived risk has a 

weak relationship to adoption to use EPS. 

Hypothesis 2 failed to reject, so Perceived 

trust did not significantly affect adoption 

to use EPS. The significant value of the 

data showed above confidence level that 

this research had limits. The result  

confirmed the study of Said A. Salloum et 

al. (2019), which stated that trust had no 

significant relationship to intention to use 

EPS. Mayer et al. (1995) also indicated 

that perceived trust had shown different 

results in many researches. Moreover, the 

result of perceived trust was found not 

significantly affected the adoption of EPS, 

even though it had a high measure of 

correlation and mean. 

Although usefulness was the significant 

factor that affected adoption to use EPS 

with high coefficient, +0.788, and 

significant value at 0.00, so hypothesis 3 

was rejected. According to research of 

Said A. Salloum et al. (2019) in literature 

review, perceived usefulness had the most 

significant effect on intention to adopt 

EPS. The result, however,  aligned with 

the research of Chou et al (2004) that 

perceived usefulness was a significant 

factor that affected use of EPS and the 

EPS adoption. The researcher found that 

perceived usefulness  the most significant 

factor affecting  the adoption to use EPS 

which has been proven by many 

researches in the literature review and 

statistics tools. 

The hypothesis 4 failed to reject, so 

perceived ease of use has not significantly 

affected adoption to use EPS. The 

coefficient of perceived ease of use to 

adoption to use EPS showed a very weak 

relationship. Gefen and Straub (2000) 

showed that perceived ease of use was not 

affecting the adoption of IT. Only when 

the main objective for which the IT is 

installed is closely connected with 

fundamental IT features, such as ease of 

use, simplicity of learning, flexibility, and 

clarity of its interface, can perceived ease 

of use have a direct impact on IT adoption. 

Similar to Hua (2009) who stated that 

perceived ease of use was less affecting to 

users' perceptions of internet banking. 

Moreover, Gürler (2016) found that 

perceived ease of use did not affect the 

adoption of mobile payment system. 

After processing the results of both the 

first and second analysis, the researcher 

has configured into a model (Figure 3) and 

could be determined by the equation as 

shown below (Figure 4). The samples

 Thailand’s population who use EPS on e-

commerce platform, tend to focus on the 

benefits that they are going to receive from 

using EPS more than the other factors. 
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However, Perceived risk still affects 

consumer decision to the adoption of EPS 

usage in small factor, which is not strange 

for online activity since the user has no 

interface with the service provider, hence, 

the user is expected to be aware of the risk 

for any particular online transaction. 

Uncertainty generates risk, which is 

amplified by knowledge of an 

unpredictable outcome (Schrank and 

Dubinsky, 2004). When the customer feel 

that the EPS is secure or has low level of 

risk, they tend to adopt EPS usage. 

 

 

 

 

Figure 3 Research Analysis result model 

 

Figure 4 Research Equation 

Recommendation 

For Business, this research will help 

service providers to understand the factors 

that affect the adoption of user and how to 

deal with their customers. The research 

found that perceived usefulness of the EPS 

affects most the customer’s decision or 

adoption to use EPS, followed by 

perceived risk, so the researcher 

recommends that the service provider to 

focus on these factors mainly on perceived 

risk because it has a highest coefficient.  

Since this research’s scope is focused on 

the population that utilizes EPS in e-

commerce platform so the result of this 

research will benefit the EPS provider and 

e-commerce Company. Hence, financial 

services who are going to engage in online 

transaction service can also gain benefit 

from this research. The usefulness of an e-

payment system is defined as a transaction 

experience that saves time and money 

(Yanli Pei et al., 2015). So, making a 

faster process of online transaction, 

eliminating unnecessary steps, increasing 

customer satisfaction, and time-saving 

benefit for customers will increase 

customer usage on EPS. For perceived 

risk, the researcher recommends that the 

service provider to increase security of the 

EPS, reduce chance of cybercrime, and 

make sure that customers are aware of it. 

Wendy Ming-Yen et al. (2013) stated that 
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the more the confidence in e-payment 

systems, the lesser the perceived risk 

connected with them. 
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