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the insights from developed countries are less explainable in the adoption process in
Malaysia. Therefore, the present study aims to investigate the roles of technological
and consumer characteristics on the behavioural intention to adopt self-service
checkout kiosks. The in-field survey was conducted in Klang Valley, and the
researchers finally obtained 237 valid responses for PLS-SEM analysis. The findings
indicate that perceived advantage, security, and consumer innovativeness
significantly influence the behavioural intention to adopt self-service checkout kiosks.
The perceived complexity is insignificant in relation to the intention. The present
study suggests better insights that may help researchers establish a smart retail
model to explain consumer behaviours better. Also, the findings provide retailers with

Keywords: adoption strategies for the successful implementation of self-service checkout kiosks
Self-service checkout kiosks; smart in retail stores. Future research recommendations could help researchers refine the
retailing; diffusion of innovation; PLS- literature on smart retailing, technology adoption, consumer behaviour and the
SEM diffusion of innovation theory.

1. Introduction

The adoption of self-service checkout kiosks has been incrementally growing in Malaysia [1]. In
fact, the tech-enabled standalone counter is designed to reshape service flow, especially making
payments for in-store shoppers for their selected grocery items. Self-service checkout kiosk is an
integral part of smart retailing [2,3]. It extends the internet connectivity with front-end service
encounters, and the technology itself is equipped with several physical instruments such as an
interactive touchscreen display, barcode scanner, receipt printer, bagging space and payment
processing terminal [4] that can realise the checkout process without human assistance in retail
stores [5] and endow more feeling of empowerments to consumers [6].
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Establishing self-service checkout counters is a critical shopping solution to meet the
megatrends of the post-pandemic era, emphasizing contactless devices to reduce the public
concern of high infection risk [7]. Under these circumstances, adopting self-service checkout kiosks
is a significant shift toward redefining the service model in the retail sector. The adoption behaviour
provides win-win solutions for both parties, enhancing consumers' in-store shopping experiences
and optimising retailers' operational efficiencies [8].

Although a self-service checkout kiosk has great advantages, adopting the technology also
presents challenges in Malaysia. In particular, a limited number of empirical studies to explain
consumer behaviours on self-service checkout kiosk adoptions [3,8], especially since the diffusion of
smart retailing in Malaysia is at the nascent level and much of its knowledge gaps in the literature
are still underexplored in this emerging market [3]. Severely, the existing number of self-service
checkout kiosks is being reckoned due to a lack of understanding of consumer behaviours towards
the particular retail technology [10]. It is unclear which technological characteristics determine the
users' adoption of the technology.

When considering the existence of self-service checkout kiosks subjected to optimising the
checkout experience, it is crucial to understand how consumers perceive the advantages of these
devices to replace traditional human-served cashiers and which impacts consumers' intended
technology adoption. The distinctive advantages consumers perceive over traditional cashiers
would lead them to choose self-service checkout kiosks rather than cashiers to complete their in-
store shopping process. Moreover, the perceived complexity is vital in determining the extent of
technology adoption, especially in emerging markets where consumers have yet to thoroughly
learn about checkout devices across the social system.

Self-service checkout kiosks in daily operations involve highly intensive transactions throughout
the back-end financial gateways, arousing the issue of security perceptions with self-service
checkout kiosks that determine the users from using them [11]. In addition, each country has its
demographic composition, and the results of smart retailing studies in developed countries are less
transferable to developing countries, such as Malaysia, presenting geographical gaps in the
emerging market [12]. Apart from the technological characteristics, the consumer characteristic,
namely consumer innovativeness, was identified as an important driver in determining Malaysian
fintech-related retail technology adoptions [13]. Thus, previous researchers have suggested that
consumer innovativeness should be re-conceptualised to predict how consumer characteristics,
especially consumer innovativeness, influence individuals' technology adoptions [13].

From the discussions above, the existing issues, such as the lack of diffusion studies about self-
service checkout kiosks in Malaysia, the security perception is important to the adoption of fintech-
related retail technologies, and the empirical study includes the characteristic, apart from
technological perspectives (e.g. consumer innovativeness) are imperative to understand Malaysian
consumer behavioural intention to adopt self-service checkout kiosks. In order to address these
issues, the present study aims to investigate the roles of technological (perceived advantage,
complexity, and security) and consumer characteristics (consumer innovativeness) to determine
consumers’ behavioural intention to adopt self-service checkout kiosks, and the research are
contextualised in the Malaysian grocery retail sector.

2. Literature Review
Self-service checkout kiosks are equipped with a range of features, including the ability to

process financial exchange without employee assistance, offer several digital payment methods,
track consumers' historical shopping records, and integrate with other types of smart retail

21



Journal of Advanced Research in Technology and Innovation Management
Volume 14, Issue 1 (2025) 20-29

technologies to deliver consistent and personalised shopping experiences across channels under a
retail brand. Accordingly, the present study sheds light on the predictors of and resistance to the
behavioural intention to adopt self-service checkout kiosks, and this section discusses the
particulars of each variable.

2.1 Perceived Advantage

Origin from the diffusion of the innovation theory [14], the perceived advantage in this study is
defined as the extent to which consumers believe that adopting self-service checkout kiosks to
make payment for their grocery items would be better than human-served cashiers. In other words,
if the consumers subjectively identify the retail technology is better than its predecessor,
consumers will be more attracted to adopt the technology.

Chronologically, perceived advantage plays a crucial role when persuading technological
adoption. Jaganathan et al., [15] conducted an empirical study in Malaysia about consumer
adoption of smart retailing and found that local shoppers need positive differentiations to
accommodate the changing retail environment. As an integral part of smart retailing, the distinctive
positive advantage of self-service checkout kiosks over cashiers is that they provide efficient
checkout experiences. Therefore, it will raise advantages in consumers' state of mind when making
an adoption decision. Similarly, the advanced retail solution arouses a greater expectation towards
the newer device if compared with the status quo [16]. For that reason, the researchers postulated
that the perceived advantage is in relation to the behavioural intention to adopt the particular
technology. This leads to the first hypothesis, as stated below:

H1: Perceived advantage positively and significantly influences behavioural intention to adopt self-
service checkout kiosks.

2.2 Perceived Complexity

Similar to the perceived advantage, the perceived complexity is also derived from the diffusion
of innovation theory [14]. In this study, perceived complexity refers to the extent to which
consumers perceive that the self-service checkout kiosk is relatively hard to understand and use.
The intrinsic of perceived complexity is similar to perceived ease of use [17] and effort expectancy
[18], in which consumers perceive the level of easiness to approach a new technology. Being less or
free from substantial efforts to formulate concrete knowledge towards a new behaviour could
encourage people to engage in technology [19]. Previous scholars have also identified a lower
perceived complexity as the key to successful service innovations in marketplaces [19].

As per Chouk and Mani [20], perceived complexity is identified as an innovation characteristic. It
is a barrier that adds to the uncertainty of smart services and forces consumers to resist change.
Previous scholars have ascertained that Malaysians would gauge the level of simplicity of a financial
service innovation when deciding to interact with or stay away from it [21,22]. Hence, perceived
complexity is expected to hinder behavioural intention to adopt self-service checkout kiosks. The
argument above supported the adverse impact of perceived complexity on the adoption decision.
Thus, the second relationship is postulated as the following statement:

H2: Perceived complexity negatively and significantly influences behavioural intention to adopt self-
service checkout kiosks.
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2.3 Perceived Security

In this study, perceived security refers to consumers' sense of security towards self-service
checkout kiosks. Obviously, the fintech products are always cannot get rid of answering security
guestions by consumers. A higher level of technology security could raise the adoption rate of
fintech-related retail technologies [13]. Zaman et al., [22] contended that the sense of security
determines the diffusion of retail technologies that serve financial transactions. By executing a
robust security and transparent data management policy, it is beneficial to build solid trust towards
a fintech-related retail technology in the end market [22].

Rahman et al., [13] emphasise that perceived security is crucial to representing an
organisation's ability to develop consumers' products and services securely. They conducted an
empirical study of cashless payment in Malaysia and found that perceived security is the most
important variable influencing local consumers' adoption behaviours, and this is essential to
heighten retailers' prosperity. The higher the sense of security, the less likely consumers are to fear
unauthorised access to their personal data by third parties, which in turn quickens the adoption of
self-service checkout kiosks. Thus, the third relationship is proposed below:

H3: Perceived security positively and significantly influences behavioural intention to adopt self-
service checkout kiosks.

2.4 Consumer Innovativeness

Apart from the technological characteristics, the consumer characteristic is another perspective
to investigate the adoption of self-service checkout kiosks. Consumer innovativeness is related to
consumers' predisposition to adopt less familiar behavioural patterns in their daily lives [23]. The
present study interprets consumer innovativeness as the extent of consumers' likelihood to search,
evaluate and try novel products and services—this definition of consumer innovativeness aligned
with the concept of "innate innovativeness" [22,23]. It received wide attention from marketing
researchers during their empirical studies about technology adoption and consumer behaviours
[25].

Rogers [14] proposed that consumers in a social system will fall into one of the five adopter
categories based on their level of innovativeness in adopting a product or service. Innovative users
tend to be more proactively seeking information and independently evaluating technologies [25].
The high curiosity to explore less familiar innovations may put their position ahead of low-
innovation social members, such as the late majority and laggards. Rahman et al., [13] ascertained
that innovativeness encourages Malaysians to adopt cashless payment. As an extension of the
fintech-related study, the researchers also postulate that consumer innovativeness has a positive
impact on the intention to adopt self-service checkout kiosks. By following this argument, the last
hypothesis from the perspective of consumer characteristics is stated in the sentence below:

H4: Consumer innovativeness positively and significantly influences behavioural intention to adopt
self-service checkout kiosks.

3. Research Methodology

The present study aims to investigate the roles of technological and consumer characteristics in
influencing the behavioural intention to adopt self-service checkout kiosks. This study was
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conducted in Klang Valley, the most prosperous area in this country, to reach the users of self-
service checkout kiosks and examine their decision to adopt the specific technology. By following
the purposive sampling technique, the researchers obtained 237 valid responses during the mall
intercept from 29 March until 10 April 2024. The research instrument was a self-administered
guestionnaire, which contains three sections. Since the endogenous variable of this study is the
behavioural intention to adopt self-service checkout kiosks, the consumers who had a particular
usage experience are selected as the study's sample.

Section one includes the introduction of self-service checkout kiosks and screening questions
that can ensure the respondents who are 18 or above have that particular usage experience in the
last six months. Section two consists of variable items, including perceived advantage [19],
complexity [19], security [26], consumer innovativeness [23], and behavioural intention to adopt
self-service checkout kiosks [12]. All variable items were measured using a 7-point Likert scale. The
partial least squares structural equation modelling (PLS-SEM) algorithm was utilised during the path
relationship analysis process [27]. The PLS-SEM statistical algorithm is suitable for testing the
theoretical integration model and is flexible to accept large or small samples [27]. The SmartPLS
4.1.0 statistical package was used for analysing path relationships.

4. Results and Analysis
4.1 Measurement Model

According to Hair et al., [27], the loadings value should be 0.708 or above. In this study, all
variable items fulfil this criterion, except CIN 1. Hair et al., [27] also suggest that factor loadings
below 0.708 are acceptable. However, those items should reach at least 0.4, and the average
variance extracted (AVE) from that particular latent variable is 0.5 or higher [27]. Therefore, the
variable items meet the essence of individual item reliability.

Table 1
Results of the measurement model
Latent variables Items Loadings Composite reliability ~ Average variance extracted
Perceived advantage PA1 0.735 0.900 0.692
PA2 0.825
PA3 0.887
PA4 0.874
Perceived complexity PCX1 0.879 0.968 0.883
PCX2 0.965
PCX3 0.944
PCX4 0.969
Perceived security PSR1 0.908 0.921 0.795
PSR2 0.913
PSR3 0.852
Consumer innovativeness CIN1 0.636 0.885 0.661
CIN2 0.838
CIN3 0.881
CIN4 0.873
Behavioural intention to BITA1 0.862 0.935 0.782
adopt self-service checkout BITA2 0.898
kiosks BITA3 0.899
BITA4 0.879
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Sarstedt et al., [28] suggested that the composite reliability (rho_c) is the most important metric
for testing the internal consistency in PLS-SEM. The values ranged between 0.885 and 0.968, which
achieved a satisfactory level [27]. In terms of convergent validity, Hair et al. suggested that good
convergent validity arises when the construct is relatively higher to capture the variance in the
indicator. Therefore, the threshold of AVE should be at least 0.5 or above. In the study, the AVEs of
the variables range from 0.661 to 0.883, which far exceeds the bottom line recommended by
previous scholars [27,28].

The last criterion when evaluating the measurement model step is discriminant validity. The
heterotrait-monotrait ratio (HTMT) is the latest alternative to cross-loadings and the Fornell Larcker
scale, as the two prior criteria do not perform well in detecting the issue of discriminant validity
[27,29]. The threshold below 0.85 is suggested to identify if a model achieves a satisfactory
discriminant validity level [27]. The HTMT result validated that this model has reached the
suggested value by Hair et al., [27].

Table 2
Heterotrait-monotrait ratio (HTMT)
BITA CIN PA PCX PSR
BITA
CIN 0.526
PA 0.692 0.41
PCX 0.047 0.22 0.093
PSR 0.618 0.375 0.466 0.079

4.2 Structural Model

In order to ensure the robustness of structural model analysis, 10,000 subsamples were chosen
during the bootstrapping process [27]. Table X shows that perceived advantage positively
influences behavioural intention to adopt self-service checkout kiosks (= 0.407, t= 7.025, p<0.001),
thus supporting H1. Inversely, the influence of perceived complexity does not significantly impact
the adoption tendency (B= -0.048, t= 0.880, p= 0.189), rejecting H2. However, the relationship
between perceived security and behavioural intention (B = 0.306, t = 5.242, p<0.001), as well as the
relationship between consumer innovativeness and behavioural intention (B= 0.233, t= 4.632,
p<0.001) are positive and significant, thus supporting H3 and H4.

Table 3

Hypothesis testing

Relationships Path coefficients Std. errors  t-values p-values f
H1: PA -> BITA 0.407 0.058 7.025 0.000 0.272
H2: PCX -> BITA -0.048 0.054 0.880 0.189 0.005
H3: PSR -> BITA 0.306 0.058 5.242 0.000 0.158
H4: CIN -> BITA 0.233 0.050 4.632 0.000 0.089

The effect size is considered small (0.02), medium (0.15) and large (0.35) to define a related
exogenous variable's influence on an endogenous variable [30]. Perceived advantage (f2= 0.272)
and security (f’= 0.158) signify a medium level of effect sizes, while consumer innovativeness
indicates a small effect size (f2= 0.089). Perceived complexity presents a trivial effect size (f2=
0.005), thereby still being translated into substantively vital findings [31]. Four exogenous variables
strongly explain the variance of behavioural intention to adopt self-service checkout kiosks
(adjusted-r’= 0.53).
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Fig. 1. The research model (path coefficients, p-values and adjusted r?)

5. Discussion

In this study, the authors provide researchers and business practitioners with insights related to
consumer behaviours and how to interact with smart retail technologies, especially self-service
checkout kiosks. In terms of academics, the authors demonstrate an extended DOI model for the
significant influence of technological characteristics on consumers' behavioural intention to adopt
(use) self-service checkout kiosks, which has been under researched by previous scholars in
developing countries. In particular, the extended DOl model integrates another technological
characteristic, namely perceived security, which is highly related to fintech-retail technologies that
can drive or inhibit consumers' intention to adopt self-service checkout kiosks in grocery shopping
checkouts. Moreover, since the adoption of smart retail technology not limited by technological
characteristics, the authors decided to incorporate the perspective of consumer characteristics,
namely consumer innovativeness, to better understand individual differences in the consumers'
adoption process. The authors also provide business practitioners with practical implications for
maintaining their organisations' competitiveness by continuously keeping track of technological and
consumer characteristics compositions that can determine their strategies and efforts of smart
retail investments.

First, the result supported the role of perceived advantage as one of the important
technological characteristics that determine consumers' adoption decisions (H1). Indeed, after
several evolutions of self-service checkout kiosks, the technology is already integrated as a subsect
of smart retailing and highly related to the features of Retail 4.0, such as connecting offline and
online in real-time scenarios, personalised service experiences with several digital payment
channels, and the shopping data are integrated to the back-end system that can allow retailers to
serve consumers in next trips consistently. The retailers should emphasise self-service checkout
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kiosks as an integral part of smart retailing and personalised shopping experiences over traditional
cashiers in their marketing campaigns to promote the technology.

Second, the influence of perceived complexity is rejected due to the insignificant result of H2.
The plausible explanation is that the self-service checkout kiosk is an extension of traditional
human-served checkout counters. Thus, consumers may be familiar with the new checkout devices
in grocery stores. Therefore, Malaysian consumers tremendously ignore the influence of perceived
complexity on their adoption decisions towards self-service checkout kiosks. Hence, the retailers
should engage with their consumers during the self-service checkout kiosk developments to ensure
the system design meets the consumers' shopping habits, understanding, and preferences.

Third, this study has confirmed the importance of perceived security to the adoption process
(H3). As per Rahman et al., [13], Malaysian consumers are highly concerned about system security
when an innovative service is integrated into their daily lives. They expect service providers to do
more on system security, especially the services involving their personal assets. Retailers should
explicitly state the security assurance and make a transparent data management policy to
consumers when using self-service checkout kiosks.

Fourth, the study ascertains that individual differences exist among Malaysian consumers when
determining the adoption process of smart retail technology. The group of highly innovative
consumers is the primary focus of retailers to accelerate the diffusion of self-service checkout
counters. Malaysia is a highly collectivist country [32]. The influence of surrounding people may be
more important than the messages provided by marketers. Therefore, high-innovative consumers
can be posited as opinion leaders who can make the process of technology adoption efficient and
effective in the local marketplace.

6. Conclusion and Future Recommendation

The study is a milestone in terms of examining consumer behaviours towards self-service
checkout kiosks and smart retailing. Most consumers expect retail service providers to proactively
offer payment devices with relatively advantageous features, friendliness system designs and high
security. Consumers with high innovativeness could be the easier cluster to reach by retailers to
promote the new behavioural pattern.

Although the current study is one of the initiatives to understand self-service checkout kiosks,
there are some challenges that need to be addressed in order to delve into the deep knowledge of
smart retailing. Initially, this study was conducted in Klang Valley. The discrepancies between rural
and urban areas exist in Malaysia, and subsequent works could focus on comparing consumers
from both areas. In addition, researchers can replicate this model to investigate the adoption
process from the two perspectives (technological and consumer) in neighbouring countries located
in the ASEAN region, such as Thailand, Singapore, and Indonesia. Additional variables from the
consumer characteristics, such as age, income level, or technology familiarity, are required to
increase the variance of behavioural intention to adopt self-service checkout kiosks. Other
contextual factors, such as the number of items and retailers' reputation, could be the moderators
of this model.

References

[1] Rashid, Nurulizwa Abdul, Ameer Farhan Mohd Arzaman, Muhamad Amirul Razali, Anisah Jospat, Noor Aisyah
Abdul Aziz, and Indriana Damaianti. "Customer intention towards self-service checkout at
Watson." Multidisciplinary Science Journal 6, no. 7 (2024): 2024129-2024129.

https://doi.org/10.31893/multiscience.2024129

27


https://doi.org/10.31893/multiscience.2024129

Journal of Advanced Research in Technology and Innovation Management
Volume 14, Issue 1 (2025) 20-29

(2]

3]

(4]

(5]

(6]

(7]

(8]

(9]

(10]

(11]

[12]

(13]

(14]
[15]

(16]

(17]
(18]

[19]

[20]

[21]

[22]

Perumal, Selvan, Yeoh Rong Qing, and Mathivannan Jaganathan. "Factors influencing attitudes and intentions
towards smart retail technology." International Journal of Data and Network Science (2022).
https://doi.org/10.5267/j.ijdns.2021.11.005

Ng, Siew Imm, Jo Ann Ho, Xin Jean Lim, Kee Lin Chong, and Khairunnisak Latiff. "Mirror, mirror on the wall, are we
ready for Gen-Z in marketplace? A study of smart retailing technology in Malaysia." Young Consumers 22, no. 1
(2021): 68-89. https://doi.org/10.1108/YC-06-2019-1006

Inman, J. Jeffrey, and Hristina Nikolova. "Shopper-facing retail technology: A retailer adoption decision
framework incorporating shopper attitudes and privacy concerns." Journal of retailing 93, no. 1 (2017): 7-28.
https://doi.org/10.1016/].jretai.2016.12.006

Lee, Hanna, and Karen K. Leonas. "Millennials’ intention to use self-checkout technology in different fashion retail
formats: perceived benefits and risks." Clothing and Textiles Research Journal 39, no. 4 (2021): 264-280.
https://doi.org/10.1177/0887302X20926577

Cao, Zhongpeng, Qian Xiao, Weiling Zhuang, and Lina Wang. "An empirical analysis of self-service technologies:
mediating role ofcustomer powerlessness." Journal of Services Marketing 36, no. 2 (2022): 129-142.
https://doi.org/10.1108/JSM-07-2020-0271

Heins, Caroline. "The impact of COVID-19 on the grocery retail industry: Innovative approaches for contactless
store concepts in Germany." foresight 25, no. 3 (2023): 349-366. https://doi.org/10.1108/FS-02-2021-0042

Siah, J. W., and S. F. Fam. "Service Quality of Self-Checkout Technology in Malaysian Retail Industry."

Jalil, Nasir Abdul, and Kian Yeik Koay. "Consumers' intention to use self-checkout technology in a retail context: a
comparison of alternative competing models." International Journal of Business Information Systems 46, no. 1
(2024): 56-72. https://doi.org/10.1504/1JBIS.2024.138552

D'Innocenzio, A. "Love it or hate it, self-checkout is here to stay. But it's going through a reckoning," The Star,
New York, Dec. 19, 2023.

Kim, Songmee, Seyoon Jang, Woojin Choi, Chorong Youn, and Yuri Lee. "Contactless service encounters among
Millennials and Generation Z: the effects of Millennials and Gen Z characteristics on technology self-efficacy and
preference for contactless service." Journal of Research in Interactive Marketing 16, no. 1 (2022): 82-100.
https://doi.org/10.1108/JRIM-01-2021-0020

Roy, Sanjit Kumar, M. S. Balaji, Ali Quazi, and Mohammed Quaddus. "Predictors of customer acceptance of and
resistance to smart technologies in the retail sector." Journal of Retailing and Consumer Services 42 (2018): 147-
160. https://doi.org/10.1016/j.iretconser.2018.02.005

Rahman, Mahfuzur, Izlin Ismail, and Shamshul Bahri. "Analysing consumer adoption of cashless payment in
Malaysia." Digital Business 1, no. 1 (2020): 100004. https://doi.org/10.1016/j.digbus.2021.100004

Rogers, E. M. Diffusion of Innovations, Fifth. New York, NY, USA: Free Press, 2003.

Jaganathan, Mathivannan, Selvan Perumal, Hasnizam Shaari, Yaty Sulaiman, and Nik Kamariah Nik Mat.
"Consumer attitude as a mediator in the adoption of smart retail technologies in emerging
market." Multidisciplinary Reviews 8, no. 4 (2025): 2025101-2025101.
https://doi.org/10.31893/multirev.2025101

Morimura, Fumikazu, and Kenichi Nishioka. "Waiting in exit-stage operations: expectation for self-checkout
systems and overall satisfaction." Journal of Marketing Channels 23, no. 4 (2016): 241-254.
https://doi.org/10.1080/1046669X.2016.1224309

Davis, Fred D. "Perceived usefulness, perceived ease of use, and user acceptance of information technology." MIS
quarterly (1989): 319-340. https://doi.org/10.2307/249008

Venkatesh, Viswanath, Michael G. Morris, Gordon B. Davis, and Fred D. Davis. "User acceptance of information
technology: Toward a unified view." MIS quarterly (2003): 425-478. https://doi.org/10.2307/30036540

Roy, Sanjit K., M. S. Balaji, and Bang Nguyen. "Consumer-computer interaction and in-store smart technology
(IST) in the retail industry: the role of motivation, opportunity, and ability." Journal of Marketing Management 36,
no. 3-4 (2020): 299-333. https://doi.org/10.1080/0267257X.2020.1736130

Chouk, Ines, and Zied Mani. "Factors for and against resistance to smart services: role of consumer lifestyle and
ecosystem  related variables." Journal of Services Marketing 33, no. 4 (2019): 449-462.
https://doi.org/10.1108/JSM-01-2018-0046

Latif, Mohd lzzat, and Zukarnain Zakaria. "Factors determine the behavioural intention in adopting the blockchain
technology by Malaysian Public Sector Officers." Journal of Advanced Research in Business and Management
Studies 20, no. 1 (2020): 34-43. https://doi.org/10.37934/arbms.20.1.3443

Zaman, Nur Badriyah Kamarul, Muhammad Haziq Hasbullah Azmi, and Wan Noranida Wan Mohd Noor.
"Perception on E-Wallet Application among Night Market Consumer in Lembah Klang." Journal of Advanced
Research in Business and Management Studies 34, no. 1 (2024): 14-22.
https://doi.org/10.37934/arbms.34.1.1422

28


https://doi.org/10.5267/j.ijdns.2021.11.005
https://doi.org/10.1108/YC-06-2019-1006
https://doi.org/10.1016/j.jretai.2016.12.006
https://doi.org/10.1177/0887302X20926577
https://doi.org/10.1108/JSM-07-2020-0271
https://doi.org/10.1108/FS-02-2021-0042
https://doi.org/10.1504/IJBIS.2024.138552
https://doi.org/10.1108/JRIM-01-2021-0020
https://doi.org/10.1016/j.jretconser.2018.02.005
https://doi.org/10.1016/j.digbus.2021.100004
https://doi.org/10.31893/multirev.2025101
https://doi.org/10.1080/1046669X.2016.1224309
https://doi.org/10.2307/249008
https://doi.org/10.2307/30036540
https://doi.org/10.1080/0267257X.2020.1736130
https://doi.org/10.1108/JSM-01-2018-0046
https://doi.org/10.37934/arbms.20.1.3443
https://doi.org/10.37934/arbms.34.1.1422

Journal of Advanced Research in Technology and Innovation Management
Volume 14, Issue 1 (2025) 20-29

(23]

(24]

[25]

(26]

(27]

(28]

[29]

(30]
(31]

(32]

Roehrich, Gilles. "Consumer innovativeness: Concepts and measurements." Journal of business research 57, no. 6
(2004): 671-677. https://doi.org/10.1016/5S0148-2963(02)00311-9

Adapa, Sujana, Syed Muhammad Fazal-e-Hasan, Sathyaprakash Balaji Makam, Muhammad Masood Azeem, and
Gary Mortimer. "Examining the antecedents and consequences of perceived shopping value through smart retail
technology." Journal of Retailing and Consumer Services 52 (2020): 101901.
https://doi.org/10.1016/j.jretconser.2019.101901

Kasilingam, Dharun, and Rajneesh Krishna. "Understanding the adoption and willingness to pay for internet of
things  services." International  Journal of Consumer  Studies46, no. 1 (2022): 102-131.
https://doi.org/10.1111/ijcs.12648

Mew, Jamie, and Elena Millan. "Mobile wallets: key drivers and deterrents of consumers’ intention to adopt." The
International Review of Retail, Distribution and Consumer Research 31, no. 2 (2021): 182-210.
https://doi.org/10.1080/09593969.2021.1879208

Hair Jr, Joseph F., G. Tomas M. Hult, Christian M. Ringle, Marko Sarstedt, Nicholas P. Danks, and Soumya
Ray. Partial least squares structural equation modeling (PLS-SEM) using R: A workbook. Springer Nature, 2021.
https://doi.org/10.1007/978-3-030-80519-7

Sarstedt, Marko, Joseph F. Hair Jr, and Christian M. Ringle. "“PLS-SEM: indeed a silver bullet”—retrospective
observations and recent advances." Journal of Marketing theory and Practice 31, no. 3 (2023): 261-275.
https://doi.org/10.1080/10696679.2022.2056488

Henseler, Jorg, Christian M. Ringle, and Marko Sarstedt. "A new criterion for assessing discriminant validity in
variance-based structural equation modeling." Journal of the academy of marketing science 43 (2015): 115-135.
https://doi.org/10.1007/s11747-014-0403-8

Cohen, Jacob. Statistical ~ power analysis  for the  behavioral  sciences. routledge, 2013.
https://doi.org/10.4324/9780203771587

Kelley, Ken, and Kristopher J. Preacher. "On effect size." Psychological methods 17, no. 2 (2012): 137.
https://doi.org/10.1037/a0028086

Hofstede Insights, "Country Comparison tool," 2024. https://www.hofstede-insights.com/country-comparison-
tool?countries=australia%2Cchina%2Cmalaysia%2Cunited+states

29


https://doi.org/10.1016/S0148-2963(02)00311-9
https://doi.org/10.1016/j.jretconser.2019.101901
https://doi.org/10.1111/ijcs.12648
https://doi.org/10.1080/09593969.2021.1879208
https://doi.org/10.1007/978-3-030-80519-7
https://doi.org/10.1080/10696679.2022.2056488
https://doi.org/10.1007/s11747-014-0403-8
https://doi.org/10.4324/9780203771587
https://doi.org/10.1037/a0028086

