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ABSTRACT
With the rapid global development of digital financial services, many countries

have experienced significant transformations in their financial ecosystems. In Thailand,
the government’s promotion of a cashless society, the widespread adoption of mobile
payment platforms such as PromptPay, and the increasing penetration of smartphones
have accelerated the use of digital financial services among the population. This study
aimed to examine the effects of perceived security, perceived usefulness, perceived ease
of use, and perceived convenience on university students’ intention to use digital
financial services.

This study employed a quantitative research approach. Data were collected through
an online questionnaire distributed via digital platforms. A total of 300 questionnaires
were distributed, 298 were returned, and 287 valid responses were retained for analysis.
The collected data were analyzed using SPSS.

The results showed that perceived security, perceived usefulness, perceived ease of
use, and perceived convenience all had significant positive effects on university
students’ intention to use digital financial services. Among these factors, perceived
convenience had the strongest influence, followed by perceived usefulness, perceived
security, and perceived ease of use. The findings indicate that students are more willing
to use digital financial services when they perceive such services as convenient, useful,
secure, and easy to operate. Therefore, improving convenience, usefulness, security,
and ease of use can effectively enhance university students’ intention to adopt digital
financial services.

Keywords: digital financial services, perceived security, perceived usefulness,
perceived ease of use, perceived convenience
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Chapter 1 Introduction

1.1 Background of the Study

With the rapid development of financial technology, digital financial services have
become an important part of daily financial activities. Digital financial services refer to
financial services delivered through digital platforms, including mobile banking, e-
wallets, online payment, QR code payment, internet banking, and other financial
applications. These services allow users to conduct payments, transfers, account
management, and other financial transactions more efficiently and conveniently. In
recent years, digital financial services have expanded rapidly worldwide, supported by
the growth of mobile technology, internet access, digital payment infrastructure, and
financial innovation (World Bank, 2025; International Monetary Fund, 2025). The
World Bank (2025) indicated that digital financial services and digital payments have
become important components of global financial inclusion, while the International
Monetary Fund (2025) reported that mobile money, mobile banking, internet banking,
and digital wallets have experienced considerable growth in recent years.

In Thailand, digital financial services have become increasingly important in both
commercial and daily consumption contexts. The development of digital payment
infrastructure, mobile banking, e-wallets, and QR code payment has changed the way
consumers access and use financial services (Bank of Thailand, 2024a). The Bank of
Thailand has continuously promoted the development of secure and efficient payment
systems, including digital payment infrastructure and cross-border QR payment
linkages (Bank of Thailand, 2024b).

University students are an important group in the adoption of digital financial
services. They frequently use smartphones and online platforms and often need to
complete payments for food, transportation, online shopping, tuition-related expenses,
mobile phone services, and peer-to-peer transfers. As a result, digital financial services
have become closely integrated into their academic and daily lives. However, frequent
exposure to digital technology does not necessarily mean that all students are equally
willing to adopt or continue using digital financial services.

Students may evaluate digital financial services according to whether they are
secure, useful, easy to operate, and convenient. Concerns about fraud, data leakage,
unauthorized transactions, identity theft, and privacy may reduce their willingness to
use these services. Similarly, complicated registration procedures, unclear interfaces,

system errors, and limited practical functions may weaken their acceptance. In contrast,



services that save time, simplify transactions, operate efficiently, and remain accessible
across different situations may strengthen students’ usage intention.

This topic was selected because university students represent both current users
and future long-term consumers of digital financial services. Understanding their
adoption intention is important for banks, e-wallet providers, payment platforms,
universities, and policymakers. For financial service providers, identifying the factors
associated with students’ usage intention can support the development of more secure,
useful, user-friendly, and convenient services. For universities, the findings can
contribute to digital financial literacy education and help students use financial

technology safely and responsibly.

1.2 Questions of the Study

This study attempted to answer the following research questions:

1. Does perceived security affect university students’ intention to use digital
financial services?

2. Does perceived usefulness affect university students’ intention to use digital
financial services?

3. Does perceived ease of use affect university students’ intention to use digital
financial services?

4. Does perceived convenience affect university students’ intention to use digital

financial services?

1.3 Objectives of the Study

1 To examine the effect of perceived security on university students’ intention to
use digital financial services.

2 To examine the effect of perceived usefulness on university students’ intention
to use digital financial services.

3 To examine the effect of perceived ease of use on university students’ intention
to use digital financial services.

4 To examine the effect of perceived convenience on university students’ intention

to use digital financial services.

1.4 Scope of the Study

The study focused on Siam University students who had used or had been exposed
to digital financial services. The service context included mobile banking, e-wallets, online
payment, QR code payment, internet banking, and digital banking applications. The

independent variables were perceived security, perceived usefulness, perceived ease of



use, and perceived convenience, while the dependent variable was intention to use digital
financial services. The study used a quantitative, cross-sectional questionnaire design.
Data were collected online from 300 invited respondents, and 287 valid responses were
analyzed using descriptive statistics, reliability and validity tests, correlation analysis, and

path analysis.

1.5 Significance of the Study

Theoretical Significance

First, this study enriches the research on digital financial service adoption by
examining university students’ intention to use digital financial services in the context
of Siam University. Second, this study extends the application of the Technology
Acceptance Model to the digital financial service context. In addition to perceived
usefulness and perceived ease of use, this study includes perceived security and
perceived convenience as important influencing factors. Third, this study provides a
structured framework for understanding how students’ perceptions influence their
intention to use digital financial services. The findings may help explain the adoption
behavior of digital financial services among university students.

Practical Significance

First, the findings of this study provide useful suggestions for digital financial
service providers. By understanding the factors that influence students’ intention to use
digital financial services, service providers can improve platform security, service
usefulness, ease of operation, and convenience. Second, the study can help Siam
University better understand students’ digital financial behavior and financial service
needs. This can support the development of financial literacy education and digital
finance-related student services. Third, the findings can help banks, e-wallet providers,
and payment platforms improve their services for young users. Since university
students are active users of digital platforms, improving their user experience may help

increase digital financial service adoption.

1.6 Definition of Key Terms

Digital financial services: Financial services delivered through digital channels,
including mobile banking, e-wallets, online payments, QR code payments, internet
banking, and digital banking applications.

Perceived security: The degree to which students believe that a digital financial
service protects personal information, account information, transaction data, and

financial privacy from unauthorized access or misuse.



Perceived usefulness: The degree to which students believe that using digital
financial services improves the speed, efficiency, and effectiveness of their daily
financial activities (Davis, 1989).

Perceived ease of use: The degree to which students believe that learning and
operating digital financial services requires little effort and that service processes are
clear and understandable (Davis, 1989).

Perceived convenience: The degree to which students believe that digital financial
services can be accessed and used quickly and flexibly across time, location, and
transaction situations.

Intention to use: A student's stated willingness, plan, and likelihood to use digital

financial services in the future.



Chapter 2 Literature Review

This chapter reviews the concepts, theories, and empirical findings relevant to
university students' adoption of digital financial services. It covers digital financial
services, the four predictor variables, intention to use, the Technology Acceptance

Model, and the conceptual framework.

2.1 Digital Financial Services

Digital financial services refer to financial products, services, and transactions that
are delivered and used through digital technologies. Pazarbasioglu et al. (2020) defined
digital financial services as financial services that rely on digital technologies for their
delivery and use by customers. These technologies allow users to access financial
services through mobile phones, computers, internet-based platforms, and other
electronic devices without depending entirely on physical bank branches. Digital
financial services cover a broad range of activities, including mobile banking, internet
banking, electronic wallets, electronic money, online payments, QR code payments,
digital transfers, digital savings, online credit, insurance, investment, and account
management. Therefore, digital financial services represent a broader concept than
digital payment alone because they include not only payment transactions but also other
financial products and financial management activities.

The development of digital financial services has changed the way individuals
access, manage, and use financial resources. Compared with traditional financial
services, digital financial services can reduce geographical and time-related restrictions
by allowing users to complete transactions without visiting a physical financial
institution. They can also reduce transaction costs, increase transaction speed, improve
the transparency of financial activities, and provide services that are more responsive
to individual customer needs. For example, users can check account balances, transfer
funds, pay bills, receive payments, and review transaction records through digital
platforms. These characteristics make digital financial services particularly valuable to
people who require frequent, immediate, or small-value financial transactions.

Digital financial services also play an important role in financial inclusion. Digital
channels can extend formal financial services to individuals who have limited access to
traditional bank branches or who face high transportation and transaction costs. The
Global Findex Database 2021 showed that mobile phones, the internet, and digital
accounts have become important channels through which individuals make and receive

payments, save money, and manage financial risks. Digital payments may also serve as



an entry point to other formal financial services because users who actively use an
account for payments may subsequently use it for saving, borrowing, insurance, or
financial planning. Therefore, digital financial services should not be viewed only as a
technological alternative to cash. They also represent an important mechanism through
which individuals can participate more fully in the formal financial system (Demirgiig-
Kunt et al., 2022; Klapper & Banka, 2024).

However, the availability of digital financial services does not necessarily result
in their adoption or effective use. Users need access to reliable internet connections,
digital devices, payment infrastructure, digital identification systems, and interoperable
financial platforms. They also need sufficient financial and digital knowledge to
understand how the services operate and how to protect their accounts and personal
information. A systematic review conducted by Hunter et al. (2025) identified four
broad groups of factors associated with digital financial service adoption: structural
factors, knowledge-related factors, service-quality factors, and social and psychological
factors. Structural factors include access to devices, internet connectivity, electricity,
service availability, and transaction costs. Knowledge-related factors include financial
literacy, digital skills, and awareness of available services. Service-quality factors
include functionality, reliability, security, and ease of operation, while social and
psychological factors include trust, perceived risk, attitudes, and social influence. These
findings indicate that digital financial service adoption is a multidimensional process
rather than the result of a single technological feature.

Although digital financial services provide considerable benefits, they may also
expose users to new forms of financial and technological risk. Users may be concerned
about fraudulent transactions, phishing, identity theft, data leakage, unauthorized
account access, technical errors, unclear service fees, and misuse of personal
information. Digital credit services may also create risks related to excessive borrowing
when users do not fully understand repayment conditions or associated charges.
Klapper and Banka (2024) explained that digital financial services can improve
accessibility, privacy, and transaction security, but these benefits must be supported by
appropriate consumer protection, transparent information, responsible service design,
and effective complaint-resolution mechanisms. Consequently, the sustainable
development of digital financial services requires a balance between accessibility and
innovation on the one hand and security, privacy, transparency, and consumer
protection on the other.

Mobile banking and mobile payment are among the most visible and widely used
forms of digital financial services. Their adoption is commonly examined through

technology-acceptance theories because users normally evaluate whether a platform is



beneficial, understandable, reliable, and suitable for their transaction needs. Pham Thi
et al. (2025) found that perceived ease of use, perceived usefulness, network
externalities, and task—technology fit were important in explaining users’ intention to
adopt mobile payment. Their findings indicate that users are more likely to accept
mobile payment when the technology fits their transaction requirements, is relatively
simple to operate, and provides recognizable practical value. Similarly, Hung et al.
(2024) found that information security functioned as an enabling factor in mobile
payment adoption, whereas concerns related to potential loss could inhibit adoption.
These studies show that the development of digital financial services involves not only
technical availability but also users’ evaluations of the benefits, effort, risk, and
suitability associated with the services.

University students represent an important group of digital financial service users
because smartphones, online platforms, and digital transactions are closely integrated
into their academic and daily activities. Students may use mobile banking, e-wallets,
online payment systems, and QR code payments to pay for food, transportation,
accommodation, online shopping, mobile services, tuition-related expenses, university
activities, and peer-to-peer transfers. The ability to complete these transactions
immediately and from different locations makes digital financial services suitable for
the lifestyle and transaction patterns of university students.

Nevertheless, familiarity with smartphones does not mean that all students
automatically accept every digital financial service. Students may still hesitate when
platforms involve complicated registration, unclear operating procedures, transaction
errors, limited merchant acceptance, privacy concerns, or security risks. Samad et al.
(2023) found that convenience, transaction speed, and social influence were significant
factors associated with university students’ intention to use cashless financial
transactions. The findings suggest that students value services that allow transactions
to be completed quickly and with minimal procedural effort. At the same time, some
students remain uncertain about cashless transactions because of perceived security
risks. Abikari (2024) similarly demonstrated that perceived risk and users’ emotional
responses were associated with educated young consumers’ intention to adopt emerging
e-banking technologies such as mobile wallets and digital currencies. Thus, being
digitally experienced may reduce some operational barriers, but it does not eliminate
concerns about financial loss, privacy, system reliability, or platform security.

In Thailand, the expansion of internet banking, mobile banking, electronic money,
QR code payments, and PromptPay has created a highly developed digital payment
environment. Payment indicators published by the Bank of Thailand show extensive

use and continuing growth in electronic payments, internet and mobile banking



transactions, electronic money, and PromptPay transactions. This environment means
that university students in Thailand are regularly exposed to digital financial services
in commercial, educational, and personal contexts. However, a high level of market
availability does not necessarily mean that every student evaluates or adopts these
services in the same way. Individual perceptions regarding security, usefulness, ease of
use, and convenience may still produce differences in intention to use digital financial
services.

Based on the literature, digital financial services in this study refer to technology-
enabled financial services that allow university students to make payments, transfer
funds, access account information, manage financial activities, and use other financial
functions through mobile phones, internet-based systems, and digital platforms. The
term covers mobile banking, internet banking, e-wallets, online payments, QR code
payments, and related digital financial applications. Digital financial services provide
students with greater transaction flexibility, speed, accessibility, and practical value,
but their adoption may also depend on whether students consider the services secure,
useful, easy to operate, and convenient. Therefore, examining university students’
intention to use digital financial services is important for understanding how students

evaluate and respond to the continuing digital transformation of financial services.

2.2 Perceived Security

Perceived security refers to the extent to which users believe that a digital financial
service can protect their personal information, financial information, account
credentials, transaction data, and financial assets during the use of the service. In the
context of mobile payment, perceived security specifically reflects users’ subjective
judgment that transactions conducted through a digital platform are sufficiently
protected from unauthorized access, information disclosure, fraud, and financial loss. It
is therefore based not only on the actual security technologies implemented by a service
provider but also on whether users recognize, understand, and trust those security
measures (Zhang et al., 2019).

Perceived security should be distinguished from objective or technical security.
Objective security concerns the actual technical and organizational mechanisms used
to protect a system, such as encryption, identity authentication, transaction verification,
access control, fraud detection, and security monitoring. Perceived security concerns
how users interpret these mechanisms and whether they feel protected when using the
service. A digital financial platform may apply sophisticated security technology, but
users may still consider it unsafe when security procedures are unclear, fraud warnings

are inadequate, privacy policies are difficult to understand, or previous negative



experiences have reduced their confidence. Therefore, technical protection must be
communicated effectively before it can be translated into a positive perception of
security.

Perceived security is especially important in digital financial services because
users are required to provide sensitive information and conduct transactions in an
environment that they cannot completely observe or control. Mobile banking, e-wallets,
online payments, and QR code payments commonly involve account numbers,
passwords, identification information, transaction histories, and payment credentials.
As a result, users may be concerned about phishing, identity theft, account theft, data
leakage, fraudulent transfers, unauthorized transactions, malicious links, and misuse of
personal information. Such concerns can increase perceived uncertainty and discourage
individuals from adopting or continuing to use digital financial services.

Security perception is also closely related to trust. When users believe that a digital
financial platform has effective technical safeguards, clear security responsibilities,
reliable operating procedures, and appropriate privacy protection, they are more likely
to trust the service provider. Trust reduces the psychological uncertainty associated
with transferring money or providing sensitive information through an electronic
system. Joshi and Chawla (2024) found that perceived security positively influenced
users’ trust and attitudes toward mobile wallets, which subsequently contributed to
stronger behavioral intention. Their findings indicate that security affects adoption not
only directly but also through users’ confidence in the service provider and their overall
evaluation of the platform.

Recent studies have consistently identified security as an important enabling factor
in digital payment adoption. Hung et al. (2024) found that information security
facilitated behavioral intention toward mobile payment, whereas concerns about
potential loss acted as an obstacle to adoption. The study suggests that users are more
likely to accept mobile payment systems when they believe that security arrangements
can reduce the possibility of financial and information loss. Similarly, Wei et al. (2024)
found that perceived security had a positive relationship with consumers’ behavioral
intention to use mobile payment applications. Their findings also showed that
perceptions of privacy protection contributed to perceived security, demonstrating that
privacy and security are related but distinct considerations in mobile payment
acceptance.

Chand et al. (2025) further demonstrated that perceived security plays an
important role in shaping mobile wallet users’ perceptions and behavioral intentions.
Based on 506 responses analyzed through confirmatory factor analysis and structural

equation modeling, the study showed that users’ security evaluations contributed both



directly and indirectly to their willingness to use mobile wallets. This indicates that
users are more likely to adopt digital financial services when security mechanisms
create a positive overall perception of the service and reduce uncertainty surrounding
digital transactions.

Perceived security can be strengthened through several visible and understandable
security mechanisms. These mechanisms may include multi-factor authentication,
biometric verification, one-time passwords, transaction notifications, encryption,
account access alerts, spending limits, device verification, and rapid account-freezing
functions. Clear privacy policies, transparent explanations of data usage, accessible
complaint procedures, and responsive customer service can also improve users’ security
perceptions. Such measures signal that the provider is capable of protecting users and
is willing to accept responsibility when security problems occur.

However, overly complicated security procedures may create an additional
challenge. Strong verification procedures can improve protection, but excessive identity
checks, repeated password requirements, complicated authentication processes, and
unclear security warnings may reduce usability. Digital financial service providers
therefore need to balance security and ease of use. Security mechanisms should provide
effective protection without creating unnecessary operational difficulty. Users should
be able to understand why a security step is required, what information is being
collected, and how the procedure protects their account.

Security-related policies and organizational commitments are also important. Al-
Shamali et al. (2026) examined mobile payment users in Kuwait, Oman, and Bahrain
and found that perceived security significantly influenced users’ trust and attitudes. The
study further showed that technological protection, security rules and policies, provider
responsibility, and the coverage of security arrangements contributed to users’ security
perceptions. This suggests that users evaluate not only the presence of technical tools
but also whether providers establish clear responsibilities and demonstrate a
commitment to protecting customers.

Cybersecurity awareness may further shape how individuals evaluate and use
digital financial services. Users who understand common forms of cyberfraud may be
better able to recognize suspicious links, fraudulent payment requests, fake applications,
and unauthorized account activities. Afzal et al. (2024) found that cybersecurity
knowledge and awareness were positively associated with e-banking usage intention
and protective behavior. The findings indicate that adoption can be supported not only
by improving platform security but also by helping users understand digital risks and

appropriate protective practices.
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For university students, perceived security is particularly relevant because digital
financial services are frequently used for daily and time-sensitive transactions. Students
may use mobile banking, e-wallets, QR code payments, and online payment systems
for food, transportation, online shopping, tuition-related payments, mobile phone
services, accommodation, and peer-to-peer transfers. Frequent use increases students’
exposure to digital transactions and may also increase their exposure to phishing
messages, fraudulent links, account theft, unauthorized payments, and privacy risks.

Although university students are generally familiar with smartphones and digital
applications, technological familiarity does not necessarily eliminate security concerns.
Students may understand how to operate a financial application while still being
uncertain about how personal data are stored, whether transactions can be reversed, who
is responsible for unauthorized payments, or how quickly an account can be recovered
after a security incident. Therefore, their intention to use digital financial services may
depend on whether they believe that the service provider can prevent security incidents
and respond effectively when problems occur.

Based on the literature, perceived security in this study refers to Siam University
students’ belief that digital financial services can adequately protect their personal
information, account credentials, transaction records, financial privacy, and financial
assets. It also reflects students’ confidence that transactions are conducted through
reliable systems and that unauthorized access, fraud, data leakage, and financial loss
can be prevented or properly addressed. When students perceive digital financial
services as secure, the uncertainty and perceived risk associated with their use are

reduced, thereby increasing their confidence and intention to use these services.

2.3 Perceived Usefulness

Perceived usefulness refers to the degree to which an individual believes that using
a particular technology or information system will improve his or her performance. It
is one of the two central constructs of the Technology Acceptance Model developed by
Davis (1989). According to the model, individuals are more likely to accept and use a
technology when they believe that it provides meaningful functional benefits and
improves the effectiveness of completing relevant tasks. Perceived usefulness therefore
reflects users’ evaluation of the practical value generated by a technology rather than
their general interest in or emotional response to it (Davis, 1989).

In the context of digital financial services, perceived usefulness refers to the extent
to which users believe that mobile banking, e-wallets, internet banking, online payment
systems, QR code payments, and other digital financial platforms can improve the

efficiency and effectiveness of their financial activities. A digital financial service may
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be perceived as useful when it helps users complete payments and transfers more
quickly, obtain financial information immediately, reduce the need to visit physical
bank branches, maintain transaction records, and manage their accounts more
efficiently. Therefore, perceived usefulness is closely connected to the practical
outcomes that users expect to obtain from using digital financial services.

Perceived usefulness is different from perceived ease of use. Perceived ease of use
concerns the amount of effort required to learn and operate a technology, whereas
perceived usefulness concerns whether the technology helps the user achieve a valuable
result. A digital financial platform may be simple to operate but may still be considered
less useful when it offers limited functions, has low merchant acceptance, or does not
support the transactions required by the user. Conversely, a platform with extensive
financial functions may be considered useful even when some of its procedures require
learning. Nevertheless, the Technology Acceptance Model suggests that ease of use
may contribute to perceived usefulness because a system that requires less effort allows
users to obtain its benefits more efficiently (Davis, 1989).

The usefulness of digital financial services can be understood from several
dimensions. The first dimension is transaction efficiency. Digital platforms allow users
to complete payments, transfers, account inquiries, and other transactions without
waiting at a bank branch or relying on conventional banking hours. Faster transaction
completion may reduce the time and effort required to perform routine financial
activities. Users are therefore more likely to perceive digital financial services as useful
when the services provide immediate transaction processing and reliable confirmation.

The second dimension is accessibility. Digital financial services can enable users
to access financial functions through smartphones or other internet-connected devices.
This allows financial activities to be conducted from different locations and at different
times. Accessibility creates practical value because users can respond to immediate
financial needs without being physically present at a bank or payment counter. For
students, such accessibility may be particularly useful when they need to pay for food,
transportation, online purchases, tuition-related expenses, accommodation, or peer-to-
peer transfers.

The third dimension is financial management support. Mobile banking and digital
financial applications may provide transaction histories, account balances, expenditure
records, payment reminders, automatic notifications, and spending summaries. These
functions can help users monitor financial activities and maintain clearer records of
their payments and transfers. A digital financial service is therefore more likely to be
perceived as useful when it supports not only individual transactions but also the

broader management of personal finances.
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The fourth dimension is service integration. Some digital financial platforms
combine several financial functions within one application, such as payment, transfer,
account inquiry, bill payment, mobile phone top-up, merchant payment, and
transaction-record management. The integration of multiple functions reduces the need
to use separate channels for different financial activities. Users may consequently
perceive an integrated digital financial platform as more useful because it provides a
more complete solution to their financial needs.

The importance of perceived usefulness has been demonstrated in recent studies
on digital payment and mobile banking adoption. Balakrishnan and Eesan (2024)
examined contactless payment acceptance among Malaysian adults and found that
perceived usefulness was among the most influential factors affecting acceptance. Their
findings indicate that users are more likely to accept contactless payment systems when
they believe that the systems improve transaction performance and provide practical
advantages over conventional payment methods.

Yamin and Abdalatif (2024) examined consumers’ adoption of QR code-enabled
mobile payment systems. Their results showed that perceived usefulness had a
significant positive effect on users’ attitudes toward QR code mobile payment. The
study further indicated that perceived usefulness, perceived ease of use, convenience,
subjective norms, and innovativeness jointly explained a substantial proportion of users’
attitudes toward adoption. These findings suggest that consumers are more likely to
develop a positive attitude toward QR code payment when they recognize clear benefits
such as rapid payment, reduced dependence on cash, and improved transaction
efficiency.

Pham Thi et al. (2025) also found that perceived usefulness had a significant
positive effect on users’ intention to adopt mobile payment. Their integrated model
demonstrated that users’ evaluation of usefulness may be strengthened when mobile
payment technology is easy to operate, compatible with the relevant transaction task,
and supported by a sufficiently large network of users and service providers. This
indicates that usefulness is not determined only by the number of functions offered by
a platform. It also depends on whether those functions are suitable for users’ actual
transaction requirements and can be applied in common payment situations.

Perceived usefulness remains important after the initial adoption of a digital
financial service. Nguyen and Dao (2024) found that perceived usefulness significantly
influenced users’ continuance intention toward mobile banking. Their findings indicate
that users reassess the value of a service based on their actual experience. When the
service consistently helps users complete financial activities efficiently and satisfies

their practical needs, they are more likely to continue using it. Therefore, perceived
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usefulness contributes not only to initial adoption intention but also to post-adoption
behavior and continued usage.

The relationship between perceived usefulness and continued usage is especially
relevant in the digital financial service market because users often have access to
several competing platforms. A user may initially register for an application because of
promotional activities, recommendations, or curiosity. However, continued usage is
more likely when the platform provides lasting practical value. Functions such as
reliable transfers, broad merchant acceptance, clear transaction records, payment
reminders, low transaction time, and efficient account management can encourage users
to incorporate the service into their regular financial routines.

Recent research focusing specifically on university students also supports the
importance of perceived usefulness. Shamini et al. (2024) examined e-wallet adoption
among university students in Sri Lanka and found that perceived usefulness
significantly influenced students’ intention to use e-wallets. This finding suggests that
university students are more likely to adopt e-wallet services when they believe that the
services provide practical benefits for their academic and daily activities.

For university students, the usefulness of digital financial services may be
reflected in several specific situations. Students frequently make relatively small but
repeated payments for food, transportation, mobile phone services, educational
materials, online shopping, and university-related expenses. They may also need to
transfer money to classmates, receive funds from family members, pay shared expenses,
or review previous transactions. Digital financial services can be perceived as useful
when they make these activities faster, more organized, and less dependent on cash.

Students may also value digital financial services because the services provide
transaction records that can be reviewed later. Unlike some cash transactions, digital
payments normally generate electronic evidence showing the amount, recipient, date,
and time of the transaction. This function can help students confirm whether a payment
has been completed, resolve misunderstandings involving shared expenses, and monitor
their personal expenditure. Consequently, transaction visibility and record availability
may strengthen students’ perceptions of usefulness.

However, the presence of numerous functions does not automatically create
perceived usefulness. Users may consider a digital financial service less useful when
important functions are unavailable, transaction failures occur frequently, merchants do
not accept the payment method, or the service is incompatible with other commonly
used platforms. A platform may also lose its practical value when the transaction

process is slow, records are unclear, or customer support does not resolve payment
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problems effectively. Therefore, usefulness depends on the reliability and relevance of
the service as well as the availability of its functions.

Perceived usefulness may also vary among users because individuals have
different financial needs and levels of prior experience. A student who frequently uses
online shopping, food delivery, and peer-to-peer transfers may perceive greater value
in digital financial services than a student who primarily uses cash. Similarly, students
who regularly manage several payments through one application may place greater
importance on transaction records and account-management functions. Thus, perceived
usefulness represents an individual evaluation of whether the service provides benefits
that are relevant to the user’s own financial activities.

Based on the literature, perceived usefulness in this study refers to the degree to
which Siam University students believe that digital financial services can improve the
efficiency and effectiveness of their daily financial activities. It includes students’
perceptions that digital financial services can save time, accelerate payments and
transfers, simplify transaction procedures, provide useful financial records, facilitate
account management, and support their academic and daily consumption needs. When
students recognize these practical benefits, they are more likely to regard digital

financial services as valuable and develop a stronger intention to use them.

2.4 Perceived Ease of Use

Perceived ease of use refers to the degree to which an individual believes that using
a particular system or technology will require little physical or mental effort. It is one
of the two central constructs of the Technology Acceptance Model proposed by Davis
(1989). According to this model, users are more likely to accept a technology when they
believe that it is understandable, easy to learn, flexible to interact with, and simple to
operate. Perceived ease of use therefore reflects users’ subjective evaluation of the
effort involved in learning and using a technological system rather than the objective
technical complexity of the system itself (Davis, 1989).

In the context of digital financial services, perceived ease of use refers to the extent
to which users believe that mobile banking, e-wallets, online payment systems, QR
code payments, internet banking, and other digital financial platforms can be learned
and operated without substantial difficulty. A digital financial service is more likely to
be perceived as easy to use when users can register an account, complete identity
verification, connect a bank account, locate important functions, enter transaction
information, confirm payments, and review transaction records through clear and

understandable procedures.
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Perceived ease of use is related to, but conceptually different from, perceived
usefulness. Perceived usefulness concerns whether a digital financial service improves
users’ financial activities, whereas perceived ease of use concerns the effort required to
obtain those benefits. A financial application may provide useful functions but still be
considered difficult to use when its interface is confusing, instructions are unclear, or
transaction procedures involve too many steps. In contrast, a platform that provides
clear navigation and simple operating procedures allows users to obtain its practical
benefits with less effort.

The Technology Acceptance Model also proposes that perceived ease of use may
contribute to perceived usefulness. When a digital financial service is easy to operate,
users can complete transactions more efficiently and are better able to recognize the
practical value of the platform. Davis (1989) found that perceived ease of use was
associated with technology acceptance and could operate as an antecedent of perceived
usefulness. More recent mobile-payment research similarly found that perceived ease
of use positively influenced perceived usefulness, indicating that reduced operational
effort can strengthen users’ perceptions of the value provided by a digital service (Pham
Thi et al., 2025).

Perceived ease of use can be understood through several related aspects. The first
aspect is ease of learning. Users should be able to understand the basic functions of a
digital financial service within a relatively short period. A service may be perceived as
difficult when users need extensive instruction before they can make a payment,
transfer money, or review their account information. In contrast, familiar icons, concise
instructions, guided registration, and clearly labeled functions can reduce the learning
effort required from new users.

The second aspect is clarity of interaction. Digital financial platforms normally
contain several functions, including account management, payments, transfers,
transaction records, notifications, financial services, and customer support. These
functions should be organized in a logical and visible manner. Users may experience
difficulty when important functions are placed in unclear locations, when similar
functions use inconsistent labels, or when the system displays excessive information on
a single screen. Clear menus, consistent terminology, readable content, and logical
navigation can improve users’ understanding of the platform.

The third aspect is simplicity of transaction procedures. Digital financial services
may require users to enter account information, select transaction types, specify
payment amounts, verify recipient information, and confirm transactions. Each
additional step creates a possibility of confusion or error. Therefore, services that

minimize unnecessary steps and present transaction information in a clear sequence are
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more likely to be perceived as easy to use. However, simplicity should not eliminate
necessary security controls. The objective is to design security procedures that provide
effective protection without creating excessive difficulty.

The fourth aspect is ease of error prevention and recovery. Users may enter an
incorrect amount, choose the wrong recipient, forget a password, experience a failed
payment, or lose access to a registered device. A user-friendly financial platform should
provide clear confirmation information before transactions are completed and
understandable instructions when an error occurs. It should also provide accessible
procedures for resetting passwords, recovering accounts, reporting incorrect
transactions, and obtaining customer support. When users believe that errors can be
identified and resolved without excessive effort, their perceptions of ease of use may
improve.

The fifth aspect is technical responsiveness. A digital financial service may have
a well-designed interface but still be regarded as difficult to use when pages load slowly,
functions fail, verification codes are delayed, or transactions are interrupted. System
responsiveness and stability influence the effort required to complete a financial activity.
Therefore, perceived ease of use includes not only interface simplicity but also the
ability of the platform to respond consistently and complete transactions without
repeated attempts.

Previous research has demonstrated the importance of perceived ease of use in
digital payment acceptance. Balakrishnan and Eesan (2024) found that perceived ease
of use had a significant positive relationship with consumers’ acceptance of contactless
payment. Their findings suggest that consumers are more inclined to adopt contactless
payment when they can understand and operate the technology without substantial
difficulty. The study also showed that discomfort and limited awareness acted as
barriers, indicating that technical simplicity should be accompanied by clear
information and sufficient user knowledge.

Yamin and Abdalatif (2024) examined consumers’ adoption of QR code-enabled
mobile payment and found that perceived ease of use contributed positively to users’
attitudes toward adoption. QR code payment is intended to simplify transaction
procedures, but users must still understand how to open the relevant application, scan a
code, verify merchant information, enter or confirm the amount, and authorize the
transaction. When these procedures are clear and consistent, users are more likely to
develop a favorable evaluation of the payment system.

Pham Thi et al. (2025) found that perceived ease of use positively influenced the
perceived usefulness of mobile payment. Their study further showed that openness and

task—technology fit positively affected perceived ease of use, whereas technology
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anxiety had a negative effect. These findings indicate that ease-of-use perceptions are
shaped by both system characteristics and individual differences. Users who are
comfortable exploring new technologies may perceive a platform as easier to use, while
users with greater technology anxiety may require clearer instructions and additional
support.

Research on mobile wallets has also confirmed the role of ease of use in shaping
usage intention. Hidayat-ur-Rehman et al. (2026) found that ease of use positively
influenced users’ intention to use mobile wallets and their perceptions of the relative
advantages provided by such services. This suggests that a simple and understandable
system can help users recognize how mobile wallets improve financial transactions
compared with conventional payment methods. Consequently, ease of use may
strengthen intention both directly and indirectly by making the benefits of the service
more visible to users.

The importance of ease of use may differ according to users’ digital experience.
New users may place considerable importance on registration guidance, visible
instructions, and customer assistance because they are unfamiliar with the platform.
Experienced users may focus more on transaction speed, shortcut functions, and the
efficiency of repeated activities. Therefore, a platform that is easy for an experienced
user may still be difficult for a first-time user. Digital financial service providers should
consider different levels of digital literacy and prior experience when designing their
services.

Research involving older mobile-payment users has shown that perceived ease of
use can directly influence both perceived usefulness and intention to use. Although
older adults and university students differ in their digital experience, this evidence
illustrates that reducing technological effort is relevant across user groups. At the same
time, the relative importance of perceived ease of use may decline among users who
have developed substantial experience with mobile applications, because basic
operating simplicity becomes an expected service characteristic rather than a distinctive
benefit (Huang et al., 2024).

For university students, perceived ease of use is particularly relevant because
digital financial services are frequently used in immediate and everyday situations.
Students may need to pay for meals, transportation, mobile phone services,
accommodation, educational materials, online shopping, tuition-related expenses, and
shared activities. These transactions are often small in value but frequent and time-
sensitive. A complicated payment process may therefore create inconvenience and

discourage students from using a particular platform.
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University students are generally familiar with smartphones and digital
applications, but this familiarity does not mean that all digital financial services are
automatically considered easy to use. Financial applications involve functions and
responsibilities that differ from ordinary social-media or entertainment applications.
Students may need to complete identity verification, connect bank accounts, understand
transaction fees, manage passwords, evaluate recipient information, and protect
financial data. These procedures may still create difficulty when instructions are unclear
or when users have limited experience with formal financial services.

Language can also influence students’ perceptions of ease of use. Siam University
includes both Thai and international students, and some users may operate financial
applications in a language that is not their first language. Technical financial
terminology, unclear translations, and inconsistent language options may increase the
effort required to understand transaction procedures. Digital financial platforms that
provide accurate multilingual interfaces and clear explanations can therefore improve
accessibility for international student users.

Interface consistency is also important for students who use several digital
financial services. Different mobile banking applications and e-wallets may use
different symbols, menu structures, verification procedures, and transaction-
confirmation methods. When a platform follows familiar design conventions, students
may transfer their existing knowledge from other applications and learn the new service
more quickly. In contrast, unusual navigation or inconsistent transaction procedures
may increase cognitive effort and raise the possibility of errors.

Customer support represents another aspect of ease of use. Students may encounter
unsuccessful payments, delayed transfers, account restrictions, verification problems,
or difficulties accessing their accounts. Even when the ordinary transaction process is
simple, users may evaluate the platform negatively when assistance is difficult to obtain.
Accessible help centers, frequently asked questions, live support, and clear problem-
resolution procedures can reduce the effort involved in handling unexpected situations.

Nevertheless, excessive simplification may create risks in digital financial services.
A payment process that is completed too quickly may cause users to overlook recipient
information, transaction amounts, or security warnings. Therefore, ease of use should
not be interpreted as the complete removal of verification and confirmation procedures.
An effective platform should present necessary information clearly and require
appropriate confirmation while avoiding unnecessary repetition and complexity.

Perceived ease of use is therefore a multidimensional evaluation. It involves the
effort required to learn the service, understand the interface, locate functions, complete

transactions, respond to errors, and obtain assistance. It is also influenced by system
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stability, language availability, prior experience, digital competence, and the
complexity of security procedures. Digital financial services that perform well across
these areas are more likely to be perceived as user-friendly.

Based on the literature, perceived ease of use in this study refers to the degree to
which Siam University students believe that digital financial services are
understandable, easy to learn, and simple to operate. It includes students’ perceptions
that registration and verification procedures are clear, important functions are easy to
locate, payments and transfers can be completed without excessive effort, and
transaction problems can be resolved through accessible procedures. When students
perceive digital financial services as easy to use, they are more likely to develop a

positive evaluation of the platform and a stronger intention to use it.

2.5 Perceived Convenience

Perceived convenience refers to users’ subjective evaluation of the time and effort
required to obtain and use a product or service. In service research, convenience is not
limited to the physical accessibility of a service. It also includes the reduction of time,
cognitive effort, physical effort, and procedural difficulty throughout the service
process. Berry et al. (2002) explained that service convenience reflects consumers’
perceptions of the time and effort associated with purchasing or using a service.
Therefore, a service is perceived as convenient when customers can identify, access,
obtain, use, and evaluate it without unnecessary expenditure of time and effort.

Perceived convenience is particularly relevant to digital financial services because
these services are designed to reduce the temporal and spatial restrictions associated
with traditional financial transactions. Mobile banking, internet banking, e-wallets,
online payments, and QR code payment systems allow users to perform financial
activities without visiting a bank branch or payment counter. Users may check account
balances, make payments, transfer funds, receive money, and review transaction
records through smartphones or other internet-connected devices. As a result,
convenience represents one of the most visible benefits of replacing conventional cash-
based or branch-based transactions with digital financial services.

Service convenience is generally regarded as a multidimensional construct. Berry
et al. (2002) proposed five dimensions of convenience: decision convenience, access
convenience, transaction convenience, benefit convenience, and post-benefit
convenience. Seiders et al. (2007) subsequently developed and validated the
SERVCON scale based on these five dimensions, confirming that consumers evaluate
convenience at different stages of the service process rather than through a single

overall judgment.
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Decision convenience refers to the time and effort required to decide how to obtain
a service. In digital financial services, decision convenience may be reflected in whether
users can easily understand the available payment methods, service functions,
transaction charges, account requirements, and security procedures. A platform
provides greater decision convenience when information is presented clearly and users
can quickly determine which function or transaction channel is suitable for their needs.

For example, students may need to decide whether to use mobile banking, an e-
wallet, a QR code payment, or another digital payment channel. When service
information, fees, processing times, and transaction limits are clearly displayed,
students can make this decision more efficiently. In contrast, unclear service conditions,
hidden charges, or complicated comparisons between payment options may increase
the effort required to choose a service and reduce perceived convenience.

Access convenience refers to the time and effort required to reach or enter the
service system. In traditional banking, access may depend on branch locations, opening
hours, transportation, waiting time, and the availability of service personnel. Digital
financial services reduce many of these restrictions by allowing users to access financial
functions through mobile devices. Students can therefore complete financial activities
from their homes, classrooms, university campuses, stores, or other locations without
travelling to a physical service point.

Access convenience also depends on whether a service is continuously available
and technically accessible. A mobile financial application that is available at any time
may provide greater convenience than a service limited by conventional banking hours.
However, technical failures, slow loading, interrupted internet connections, delayed
verification codes, or application maintenance may reduce access convenience.
Therefore, digital availability alone does not guarantee convenience; the service must
also provide stable and reliable access.

Transaction convenience refers to the time and effort required to complete the
financial transaction itself. In digital financial services, transaction convenience may
involve the number of steps required to make a payment, transfer money, verify the
recipient, confirm the transaction, and receive evidence of completion. A shorter and
clearer transaction procedure generally requires less effort and may therefore be
perceived as more convenient.

Transaction speed is closely related to transaction convenience. Students often
conduct small-value and time-sensitive transactions, such as paying for food,
transportation, mobile phone services, online purchases, accommodation, and shared
expenses. When payments and transfers can be completed and confirmed immediately,

digital financial services become more suitable for these everyday situations. Yamin
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and Abdalatif (2024) found that convenience, together with perceived usefulness,
perceived ease of use, subjective norms, and innovativeness, contributed to users’
attitudes toward adopting QR code-enabled mobile payment. Their study also
emphasized the role of transaction speed in strengthening the attractiveness of QR code
payments.

Benefit convenience refers to the time and effort required to obtain the core
benefits of the service. For digital financial services, the principal benefit is not simply
gaining access to an application but successfully completing a financial activity. A user
receives benefit convenience when a payment is accepted, a transfer reaches the
intended recipient, an account balance is updated, and a transaction record becomes
immediately available.

The level of benefit convenience may depend on the service’s merchant coverage,
compatibility, functionality, and reliability. A digital payment application may be easy
to access and operate, but students may not consider it convenient when it is accepted
by only a limited number of merchants. Similarly, a platform may provide low benefit
convenience when transfers are delayed, payment confirmations are unclear, or users
need to repeat the transaction through another channel. Therefore, convenience depends
on whether the service allows users to accomplish their intended financial objectives
effectively.

Post-benefit convenience refers to the time and effort required to deal with issues
arising after the transaction has been completed. Digital financial users may need to
review transaction records, request refunds, report incorrect transfers, resolve duplicate
payments, recover accounts, or contact customer support. A service provides greater
post-benefit convenience when users can find transaction evidence, submit complaints,
obtain assistance, and resolve problems through clear and accessible procedures.

Post-benefit convenience is particularly important in financial services because
unresolved transaction problems may involve financial loss or delayed payments. A
platform may provide a quick payment process but still be perceived as inconvenient
when customer support is difficult to contact or dispute-resolution procedures require
excessive time. Consequently, digital financial service providers need to consider
convenience throughout the entire user journey rather than only during the initial
transaction.

Perceived convenience should be distinguished from perceived ease of use.
Perceived ease of use concerns whether a technology is understandable, learnable, and
simple to operate. Perceived convenience concerns the broader reduction of time and
effort associated with accessing and completing a service. A digital financial

application may have an understandable interface but still be inconvenient when users

22



can access it only under limited conditions, when transactions take a long time to
process, or when merchant acceptance is restricted.

Perceived convenience should also be distinguished from perceived usefulness.
Perceived usefulness refers to whether the service improves the effectiveness of users’
financial activities. Convenience focuses more specifically on whether these benefits
can be obtained with less time and effort. A platform may be useful because it provides
financial-management functions, but its convenience may remain limited when
registration, verification, transaction completion, or problem resolution requires
considerable effort. Thus, usefulness reflects practical value, while convenience reflects
the efficiency and flexibility with which that value can be obtained.

Empirical research has consistently shown that convenience is associated with
users’ acceptance of cashless and mobile financial services. Samad et al. (2023)
collected 357 questionnaires from university students and found that convenience,
transaction speed, and social influence were significant factors associated with students’
intention to use cashless financial transactions. This finding is particularly relevant to
the present study because it demonstrates that university students place considerable
importance on reducing the time and effort involved in daily financial transactions.

Yamin and Abdalatif (2024) examined the adoption of QR code-enabled mobile
payment and found that convenience contributed to consumers’ attitudes toward
adoption. QR code payments can reduce dependence on cash and allow transactions to
be initiated by scanning a code through a mobile application. The convenience of this
process is strengthened when scanning, verification, payment confirmation, and
transaction-record generation can be completed quickly within a single digital
environment.

Sodhay et al. (2024) investigated mobile-wallet adoption among bottom-of-the-
pyramid consumers in India. Their results showed that convenience and social influence
had significant positive relationships with behavioral intention to adopt mobile wallets,
while several other examined variables did not show significant relationships. Although
the respondents differed from university students, the findings reinforce the importance
of convenience in digital financial service adoption, particularly where users value
services that reduce the time, effort, and physical barriers involved in obtaining
financial services.

For university students, perceived convenience may be especially important
because their financial activities are frequent, dispersed across different locations, and
often time-sensitive. Students may need to pay for meals between classes, transfer
money to classmates, receive financial support from family members, purchase

educational materials, pay for transportation, or complete university-related payments.
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Digital financial services provide convenience when these transactions can be
completed without carrying cash, visiting a bank branch, or waiting for a service
counter to open.

The mobile lifestyle of university students also increases the importance of
location convenience. Students may live away from their families, travel between
accommodation and university, or participate in academic and social activities in
different areas. The ability to conduct transactions from different locations allows
digital financial services to fit more easily into their daily routines. In this sense,
convenience is not only a technological feature but also a reflection of how well the
service corresponds to students’ lifestyles and financial situations.

However, perceived convenience depends on the surrounding service environment.
A digital financial service may provide limited convenience when it is not accepted by
commonly used merchants, when different banks or platforms cannot transfer money
efficiently, or when users must maintain several applications for different transaction
purposes. Transaction limits, service charges, system downtime, language barriers, and
complicated dispute procedures may also reduce the overall convenience experienced
by students.

Security procedures may create another potential trade-off. Identity verification,
transaction authentication, passwords, and confirmation messages are necessary for
protecting financial information and assets. Nevertheless, repeated verification, unclear
authentication requirements, or excessive transaction steps may increase the effort
required to use the service. Financial service providers must therefore design security
processes that protect users without creating unnecessary inconvenience.

Convenience should not be interpreted simply as completing a transaction with the
fewest possible steps. An effective service should allow users to complete transactions
efficiently while still providing sufficient information and confirmation. For example,
students should be able to verify the recipient, transaction amount, service fee, and
payment status before confirming a transfer. A transaction process is convenient when
necessary information is presented clearly and efficiently, rather than when important
safeguards are removed.

Based on the literature, perceived convenience in this study refers to the degree to
which Siam University students believe that digital financial services reduce the time
and effort required to conduct their financial activities. It includes students’ perceptions
that these services can be accessed at different times and locations, that payments and
transfers can be completed quickly, that transaction procedures are efficient, and that

digital platforms reduce the need to use cash or visit physical bank branches.
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It also reflects whether students can obtain the intended benefits of digital financial
services and resolve transaction-related problems without unnecessary difficulty. When
students perceive that digital financial services provide flexible access, rapid processing,
simplified procedures, and reliable transaction support, they are more likely to integrate
these services into their academic and daily lives and develop a stronger intention to

use them.

2.6 Intention to Use Digital Financial Services

Intention to use refers to an individual’s willingness, plan, or likelihood to adopt
and use a particular product, service, system, or technology in the future. In technology-
adoption research, intention to use is commonly described as behavioral intention
because it reflects the motivational readiness of an individual to perform a specific
behavior. The stronger the intention, the more effort an individual is generally willing
to invest in performing the behavior, although intention does not necessarily guarantee
that the behavior will occur (Ajzen, 1991).

The concept of behavioral intention is central to several widely applied behavioral
and technology-acceptance theories. According to the Theory of Planned Behavior,
behavioral intention captures the motivational factors that influence a behavior and
represents how strongly an individual plans or attempts to perform it. Intention is
generally influenced by the individual’s attitude toward the behavior, perceived social
expectations, and perceived control over performing the behavior. Behavioral intention,
together with perceived behavioral control, can subsequently contribute to the
prediction of actual behavior (Ajzen, 1991).

In the Technology Acceptance Model, intention to use represents the user’s
willingness to accept and use an information system. Davis (1989) proposed that users’
acceptance of technology is primarily associated with their perceptions of its usefulness
and ease of use. When individuals believe that a system improves their performance
and can be operated without excessive effort, they are more likely to develop a
favorable intention to use it. Therefore, intention to use is commonly treated as an
important outcome variable in studies examining the acceptance of new technologies
and information systems (Davis, 1989).

The Unified Theory of Acceptance and Use of Technology also treats behavioral
intention as a major predictor of technology usage. Venkatesh et al. (2003) proposed
that performance expectancy, effort expectancy, and social influence contribute to
behavioral intention, while behavioral intention and facilitating conditions contribute
to actual system use. This framework demonstrates that intention is shaped by users’

evaluations of expected benefits, required effort, social expectations, and the conditions
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supporting technology use. It also confirms that willingness to use a system should be
distinguished from actual usage because users with positive intentions may still face
technical, financial, organizational, or environmental barriers (Venkatesh et al., 2003).

In the context of digital financial services, intention to use refers to the degree to
which an individual plans, expects, or is willing to use mobile banking, internet banking,
e-wallets, online payment platforms, QR code payments, and other technology-enabled
financial services. It reflects a user’s readiness to select digital channels when
completing future payments, transfers, account inquiries, and other financial activities.

Intention to use digital financial services may involve several related elements.
The first element is willingness to begin using a digital financial service. This is
particularly relevant to potential users who are aware of a platform but have not yet
adopted it. Their intention may be reflected in their willingness to register for an
account, install an application, connect a bank account, complete identity verification,
or attempt their first digital transaction.

The second element is the plan to use digital financial services in future financial
activities. A user may intend to select digital payment rather than cash when purchasing
goods, paying bills, transferring funds, or completing university-related payments. This
type of intention represents a more specific commitment than general interest because
it indicates that the individual expects to incorporate the service into future behavior.

The third element is the preference to use digital financial services instead of
alternative channels. Users may have several options for completing the same
transaction, including cash, bank branches, automated teller machines, debit cards,
credit cards, and digital payment platforms. Intention to use may therefore reflect the
likelihood that an individual will choose a digital financial service when different
transaction methods are available.

The fourth element is the intention to use digital financial services regularly.
Digital financial services are not necessarily adopted through a single decision. Users
may first experiment with a service and then decide whether to integrate it into their
daily financial routines. Intention may consequently include a willingness to use the
service repeatedly for different transaction purposes rather than only for an occasional
payment.

Intention to use should be distinguished from actual usage behavior. Behavioral
intention reflects an individual’s planned or expected future action, whereas actual
usage concerns observable behavior, such as the frequency, duration, or number of
transactions completed through a digital platform. A student may express a strong

intention to use mobile banking but may be unable to do so because of limited merchant
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acceptance, internet problems, account restrictions, registration difficulties, transaction
charges, or lack of access to a supported bank account.

Conversely, an individual may use a digital financial service without having a
particularly strong preference for it. For example, a student may use a particular
application because it is required for a university payment, commonly accepted by local
merchants, or used by classmates for shared expenses. Therefore, actual usage may be
affected by external conditions in addition to the individual’s personal willingness. The
distinction between intention and actual use is important when interpreting technology-
adoption research because cross-sectional questionnaire studies normally measure
respondents’ stated intentions rather than directly observing their future behavior.

Initial usage intention should also be distinguished from continuance intention.
Initial usage intention refers to a user’s willingness to adopt or begin using a digital
financial service. Continuance intention refers to the willingness of an existing user to
continue using the service after gaining direct experience. Initial intention may be
influenced by expectations, advertising, recommendations, and general perceptions,
whereas continuance intention may depend more strongly on satisfaction, actual service
performance, trust, and confirmation of previous expectations.

Nguyen and Dao (2024) found that perceived usefulness, satisfaction, adaptation,
and self-efficacy were significantly associated with users’ continuance intention toward
mobile banking. Their findings indicate that after adoption, users evaluate whether the
service has actually met their needs and expectations. When users consider the service
useful and satisfactory, they are more likely to continue using it. This suggests that
digital financial service providers must maintain service quality after initial adoption
rather than focusing only on attracting new users.

This study focuses mainly on students’ general intention to use digital financial
services rather than a single stage of adoption. The respondents may already have
experience with one or more forms of digital financial service while considering
whether to use such services in future financial activities. Therefore, intention to use in
this study includes students’ willingness to adopt, select, reuse, and continue using
digital financial services when relevant financial needs arise.

Recent studies demonstrate that intention to use digital financial services is
influenced by users’ evaluations of the expected advantages and disadvantages of the
technology. Pham Thi et al. (2025) found that perceived usefulness had a significant
positive effect on intention to use mobile payment. The study also showed that
perceived ease of use, network externalities, and task—technology fit contributed to

perceived usefulness. These findings indicate that users develop stronger usage
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intentions when mobile payment provides practical value, corresponds to their
transaction needs, and can be used within a sufficiently developed service network.

Kiran and Sailaja (2025a) examined behavioral intention toward different Unified
Payments Interface applications. Their results showed that performance expectancy,
effort expectancy, and social influence had significant positive effects on behavioral
intention. The findings suggest that consumers are more willing to adopt digital
payment services when they expect financial or operational benefits, consider the
services relatively easy to use, and receive support or encouragement from people
around them. The study also demonstrated that perceived risks can alter the effects of
several adoption factors on behavioral intention.

In another study, Kiran and Sailaja (2025b) examined the adoption and usage of
Unified Payments Interface services through UTAUT-related factors. The study further
supports the view that users’ intentions toward digital payment are formed through a
combination of expected performance, required effort, social influence, and supporting
conditions. Consequently, behavioral intention should not be viewed as an isolated
personal preference. It represents the outcome of users’ evaluations of the technology,
the service environment, and the possible consequences of adoption.

Wei et al. (2025) proposed an integrated model combining perceived-value and
perceived-risk perspectives to explain mobile fintech adoption. Their findings showed
that utilitarian value, social value, performance risk, and time risk had significant
effects on adoption. The study accounted for 46.27% of the variance in mobile fintech
adoption intention and demonstrated that adoption decisions may result from different
combinations of perceived benefits and risks. This finding indicates that users may
develop strong intentions when they perceive substantial value and manageable risk,
while concerns about service performance, privacy, financial loss, or wasted time may
weaken adoption intention.

In this study, perceived security is expected to contribute to intention to use
because digital financial services involve personal information, account details,
passwords, transaction records, and financial assets. Students may be unwilling to use
a service when they believe that it exposes them to data leakage, unauthorized
transactions, account theft, or other forms of financial risk. In contrast, confidence in
transaction protection, privacy safeguards, identity verification, and fraud-prevention
mechanisms may reduce uncertainty and strengthen usage intention.

Perceived usefulness is expected to contribute to intention to use because students
are more likely to adopt services that provide recognizable practical benefits. Digital
financial services may allow students to complete payments and transfers more quickly,

obtain immediate transaction records, reduce visits to physical bank branches, and
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manage financial activities more efficiently. When students believe that a service
improves their daily financial activities, they are more likely to plan to use it.

Perceived ease of use is also expected to contribute to intention because
complicated procedures may create psychological and operational barriers. Students
may avoid a digital financial platform when registration, identity verification,
navigation, or transaction confirmation requires excessive effort. Clear interfaces,
understandable instructions, and straightforward transaction processes may increase
students’ confidence that they can successfully operate the service.

Perceived convenience may further strengthen intention by reducing the time,
location, and procedural limitations involved in financial transactions. Students
frequently need to make immediate or small-value payments for food, transportation,
online shopping, accommodation, mobile services, and shared expenses. Services that
can be accessed at any time and from different locations may fit more effectively with
students’ daily routines, thereby increasing their willingness to use them.

The intention of university students may also be shaped by their prior experience
with digital technology. Students who regularly use smartphones, online shopping
applications, social media, and other digital platforms may feel more confident about
adopting financial technologies. However, general technological familiarity does not
necessarily result in strong usage intention. Financial services involve greater potential
consequences than many ordinary applications because transaction errors, account theft,
and privacy violations may result in financial loss.

Students may therefore evaluate digital financial services more cautiously than
entertainment or communication technologies. Before forming an intention to use a
platform, they may consider whether the provider is trustworthy, whether transactions
are accepted by commonly used merchants, whether the application supports their bank
account, and whether assistance is available when a problem occurs. This indicates that
usage intention depends on the perceived overall suitability of the service rather than
on familiarity with smartphones alone.

Social and environmental conditions may also influence students’ intentions.
University students frequently exchange information with classmates, friends, family
members, and online communities. Positive experiences shared by others may increase
confidence in a digital financial platform, while reports of fraud, failed transactions, or
poor customer service may reduce intention. Merchant acceptance, university payment
arrangements, internet availability, and compatibility between banks and payment
platforms can also influence whether a positive intention is formed and translated into

actual usage.
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The measurement of intention to use commonly includes statements concerning
future plans, willingness, expectations, and preference. Respondents may be asked
whether they intend to use the service in the future, expect to use it regularly, plan to
select it for relevant transactions, or are willing to recommend and continue using it.
These indicators are intended to capture the strength of an individual’s behavioral
commitment rather than merely awareness of or interest in the service.

Based on the literature, intention to use digital financial services in this study refers
to the degree to which Siam University students are willing, likely, and planning to use
digital financial platforms in their future financial activities. It includes their intention
to use mobile banking, e-wallets, online payments, QR code payments, internet banking,
and other digital financial applications for payments, transfers, account management,
and related financial needs.

It also reflects students’ preference for selecting digital financial services when
alternative transaction methods are available and their willingness to integrate these
services into their regular activities. When students perceive digital financial services
as secure, useful, easy to operate, and convenient, they are more likely to develop a

stronger intention to adopt and use them.

2.7 Technology Acceptance Model

The Technology Acceptance Model, commonly referred to as TAM, is one of the
most widely applied theoretical models for explaining individuals’ acceptance and use
of information systems and technological services. The model was developed by Davis
(1989) to identify the principal beliefs that influence users’ willingness to accept a new
technology. TAM proposes that users do not accept a technological system merely
because it is available. Instead, they evaluate whether the system provides meaningful
benefits and whether it can be operated without excessive effort. These evaluations
subsequently contribute to their intention to use the system and their actual usage
behavior (Davis, 1989).

TAM was developed from the broader tradition of behavioral-intention research.
Davis et al. (1989) compared TAM with the Theory of Reasoned Action and
demonstrated that technology usage could be explained through users’ beliefs and
behavioral intentions. Their longitudinal study showed that perceived usefulness was a
particularly important determinant of intention, while perceived ease of use also
contributed to technology acceptance. The study established the value of using a
relatively concise belief—intention framework to explain why individuals accept or

reject information technologies (Davis et al., 1989).
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The original Technology Acceptance Model contains two central belief constructs:
perceived usefulness and perceived ease of use. Perceived usefulness refers to the
degree to which an individual believes that using a system will improve the
performance or effectiveness of a relevant activity. Perceived ease of use refers to the
degree to which an individual believes that operating the system will require little effort.
Davis (1989) developed and validated measurement scales for these two constructs and
found that both were associated with current and expected future technology usage.
Perceived usefulness demonstrated a stronger relationship with usage than perceived
ease of use in the original studies.

Perceived usefulness represents the functional or performance-related evaluation
of a technology. Users are more likely to accept a system when they believe that it helps
them complete tasks more quickly, accurately, efficiently, or effectively. In the digital
financial service context, perceived usefulness may be reflected in faster payments,
more efficient transfers, immediate access to account information, reliable transaction
records, and improved personal financial management. A service that provides
recognizable practical benefits is therefore more likely to generate a positive usage
intention.

Perceived ease of use represents users’ evaluation of the effort involved in learning
and operating a technology. A system is more likely to be perceived as easy to use when
its functions are understandable, its interface is clearly organized, and its operating
procedures can be completed without substantial physical or mental effort. In digital
financial services, perceived ease of use may involve account registration, identity
verification, navigation, payment, transfer, transaction confirmation, and account
recovery. Complicated procedures may create resistance even when the service offers
useful functions.

Perceived usefulness and perceived ease of use are related but conceptually
distinct. A system may be easy to operate but provide limited practical value, while
another system may provide valuable functions but require substantial effort to learn.
TAM proposes that perceived ease of use can also contribute to perceived usefulness.
When a service requires less effort, users can obtain its benefits more efficiently and
may consequently evaluate it as more useful. Davis’s original research indicated that
perceived ease of use may operate as an antecedent of perceived usefulness rather than
only as a separate predictor of technology usage.

Behavioral intention is another central component of TAM. It represents the
degree to which an individual plans, expects, or is willing to use a particular
technological system. Behavioral intention connects users’ beliefs about a technology

with their subsequent usage behavior. When individuals regard a technology as useful
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and manageable, they are more likely to develop a stronger intention to use it. However,
intention should not be treated as identical to actual use because technical availability,
access conditions, costs, institutional requirements, and other external barriers may
affect whether an intention is converted into observable behavior.

Davis et al. (1989) provided longitudinal evidence regarding the relationship
between intention and actual technology use. Their findings indicated that users’
intentions measured after gaining experience with a system were associated with later
usage. Perceived usefulness strongly influenced intention, while the contribution of
perceived ease of use became weaker as users gained experience. These findings
suggest that ease of use may be especially important during the initial stages of
technology adoption, whereas practical value may remain important after users become
familiar with the system.

TAM has subsequently been extended to provide a more comprehensive
explanation of technology acceptance. Venkatesh and Davis (2000) developed TAM?2
by incorporating social-influence processes and cognitive-instrumental processes. The
social-influence variables included subjective norm, voluntariness, and image, while
the cognitive-instrumental variables included job relevance, output quality, result
demonstrability, and perceived ease of use. TAM2 explained how these factors
contribute to perceived usefulness and usage intention under both voluntary and
mandatory conditions.

Venkatesh and Bala (2008) later developed TAM3 by integrating the determinants
of perceived usefulness and perceived ease of use. TAM3 included factors such as
computer self-efficacy, perceptions of external control, computer anxiety, computer
playfulness, perceived enjoyment, and objective usability. It also emphasized that users’
experience can change the relative importance of different acceptance factors. For
example, the effect of perceived ease of use on behavioral intention may become
weaker as users gain more direct experience with a system.

The development of TAM2 and TAM3 demonstrates that the original TAM
constructs may be supplemented by contextual variables. The original model provides
a parsimonious foundation, but the factors influencing acceptance can differ according
to the characteristics of the technology, the user group, and the usage environment. A
literature review covering TAM research from 1986 to 2013 found that the model had
been widely applied, replicated, and extended across different technological settings.
The review also noted that researchers frequently add external variables to improve the
model’s explanatory relevance in specific contexts (Maranguni¢ & Grani¢, 2015).

TAM is particularly suitable for studying digital financial services because mobile

banking, internet banking, e-wallets, online payments, and QR code payments are
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technology-based services that require active user acceptance. Users must decide
whether to register for the service, provide personal information, connect financial
accounts, learn the operating procedures, and conduct transactions through a digital
interface. Their adoption decisions are therefore likely to involve evaluations of the
expected benefits and the effort required to operate the service.

Recent studies have applied TAM to different forms of digital payment.
Balakrishnan and Eesan (2024) examined contactless payment acceptance and
identified perceived usefulness and perceived ease of use as important enabling factors.
The study demonstrates that consumers are more likely to accept contactless payment
when they believe that it improves transaction performance and can be operated without
substantial difficulty.

Yamin and Abdalatif (2024) integrated TAM with the Theory of Reasoned Action
to examine the adoption of QR code-enabled mobile payment. Their study considered
perceived usefulness, perceived ease of use, convenience, subjective norms, and
innovativeness in explaining consumers’ attitudes and intentions. The findings
demonstrate that the TAM framework can be expanded to include factors that reflect
the specific characteristics of mobile-payment services.

Pham Thi et al. (2025) also used an integrated acceptance model to examine
mobile-payment adoption. Their findings showed that perceived usefulness directly
contributed to intention to adopt mobile payment, while perceived ease of use
contributed to perceived usefulness. The study also included technology anxiety,
openness, task—technology fit, and network externalities, illustrating that mobile-
payment acceptance is influenced by both users’ technological evaluations and the
surrounding service environment.

Although TAM provides a suitable foundation for examining digital financial
service adoption, perceived usefulness and perceived ease of use alone may not fully
represent users’ evaluations of financial technologies. Digital financial services differ
from many ordinary information systems because they involve personal information,
account credentials, payment data, financial privacy, and monetary assets. Users may
therefore evaluate not only whether a service is useful and easy to operate but also
whether it is sufficiently secure.

Security concerns may weaken technology acceptance even when a service is
functionally useful. A user may recognize the benefits of mobile banking or an e-wallet
but remain unwilling to use it because of concerns about unauthorized transactions,
account theft, privacy violations, phishing, or financial loss. Research on mobile fintech

adoption has emphasized that perceived risks and privacy or security concerns remain
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important obstacles to acceptance. Therefore, perceived security represents a
contextually relevant extension of TAM in digital financial service research.

Convenience is another relevant extension because digital financial services are
commonly adopted to reduce the time, location, and procedural restrictions of
traditional financial transactions. Although convenience is related to usefulness and
ease of use, it represents a distinct evaluation. Perceived usefulness concerns whether a
service improves financial activities, and perceived ease of use concerns whether the
platform is simple to operate. Perceived convenience concerns whether users can access
and complete the service quickly, flexibly, and with reduced time and effort.

For example, a mobile banking application may be easy to understand but offer
limited convenience when it frequently becomes unavailable or requires users to visit a
physical branch to complete important procedures. Similarly, an e-wallet may provide
useful functions but remain inconvenient when it has limited merchant acceptance.
Therefore, including perceived convenience allows the research model to capture the
time flexibility, location flexibility, transaction speed, accessibility, and reduced
dependence on physical banking channels associated with digital financial services.

The inclusion of perceived security and perceived convenience does not replace
the original Technology Acceptance Model. Instead, these variables extend the model
by incorporating characteristics that are especially relevant to digital financial
transactions. Perceived usefulness and perceived ease of use represent the core
technological beliefs proposed by TAM, while perceived security represents users’
confidence in the protection of information and financial assets. Perceived convenience
represents their evaluation of whether the service reduces the time and effort required
to complete financial activities.

TAM is also relevant to university students because they are frequent users of
smartphones, online platforms, and digital payment services. However, familiarity with
digital technology does not necessarily mean that all students evaluate a financial
service positively. Students may be capable of operating an application but still consider
it insufficiently useful, insecure, or inconvenient. Therefore, examining several
dimensions of students’ perceptions provides a more complete explanation of their
usage intention than assuming that technological familiarity automatically results in
acceptance.

Within this study, perceived usefulness explains whether students believe that
digital financial services improve the efficiency and effectiveness of their financial
activities. Perceived ease of use explains whether students believe that these services
are understandable and uncomplicated to operate. These two variables directly reflect

the principal constructs of the Technology Acceptance Model.
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Perceived security extends TAM by explaining whether students believe that
digital financial services protect their personal information, transaction data, accounts,
financial privacy, and monetary assets. Perceived convenience extends the model by
explaining whether students believe that digital financial services can be accessed and
used quickly across different times, locations, and transaction situations.

The dependent variable, intention to use digital financial services, represents the
behavioral-intention component of TAM. It reflects students’ willingness, expectations,
and plans to use mobile banking, e-wallets, online payments, QR code payments,
internet banking, and other digital financial platforms. According to the proposed
research model, students are expected to demonstrate a stronger usage intention when
they perceive these services as useful, easy to operate, secure, and convenient.

The application of TAM in this study therefore provides a logical explanation of
the proposed relationships among the variables. Perceived usefulness represents the
expected functional benefits of digital financial services. Perceived ease of use
represents the expected operational effort. Perceived security represents confidence in
information and transaction protection, while perceived convenience represents
reduced time, location, and procedural effort. Together, these perceptions form students’
overall evaluation of digital financial services and are proposed to be positively
associated with their intention to use them.

Based on the literature, the Technology Acceptance Model is considered an
appropriate theoretical foundation for this study because it explains technology usage
intention through users’ cognitive evaluations of a system. The model also permits the
inclusion of contextual variables when the characteristics of a specific technology
require a broader explanation. Accordingly, this study adopted perceived usefulness
and perceived ease of use as the original TAM variables and incorporated perceived
security and perceived convenience to reflect the distinctive characteristics of digital

financial services among Siam University students.

2.8 Perceived Risk Theory

Perceived Risk Theory provides an important theoretical perspective for
explaining consumer decisions under conditions of uncertainty. The theory originated
from Bauer’s (1960) argument that consumer behavior involves risk because
individuals cannot know with certainty whether their decisions will produce the
expected outcomes. Consumers may therefore evaluate not only the potential benefits
of a product or service but also the possible negative consequences associated with
selecting or using it. Perceived risk consequently represents a subjective judgment

rather than an objective calculation of actual danger. Two individuals may face the same
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technological or financial environment but perceive different levels of risk because of
differences in knowledge, experience, confidence, and sensitivity to potential losses.

Perceived Risk Theory is especially relevant to innovative products and digital
services because users often have limited information about how the technology
operates and what consequences may result from its use. When consumers adopt a new
technology, they may be uncertain about whether the system will function correctly,
whether their information will remain confidential, whether the provider will fulfill its
responsibilities, and whether problems can be resolved effectively. Such uncertainty
can create psychological discomfort and discourage adoption even when the technology
offers substantial functional benefits.

Featherman and Pavlou (2003) defined perceived risk in the context of electronic
services as the potential for loss in pursuing the desired outcome of using an e-service.
Their study extended traditional technology-adoption research by integrating perceived
risk into the Technology Acceptance Model. Whereas TAM mainly emphasizes the
positive utility generated by perceived usefulness and perceived ease of use, the
perceived-risk perspective introduces the possible negative outcomes that users
associate with technology adoption. Their findings showed that e-service adoption
could be reduced by risk perceptions, particularly concerns that the service might fail
to perform as expected.

The integration of TAM and Perceived Risk Theory is appropriate because
technology-adoption decisions usually involve a comparison between expected benefits
and possible losses. Users may recognize that a digital financial service is useful, easy
to operate, and convenient while simultaneously worrying that it could expose them to
fraud, transaction errors, financial loss, or privacy violations. Adoption intention
therefore depends not only on whether users recognize the advantages of the technology
but also on whether they consider its risks acceptable and manageable.

Perceived risk is generally regarded as a multidimensional concept. In digital-
service research, the most frequently discussed dimensions include financial risk,
performance risk, privacy risk, security risk, time risk, psychological risk, social risk,
and legal risk. These dimensions reflect different forms of uncertainty that may arise
before, during, or after the use of a digital service. Recent mobile-fintech research has
similarly emphasized that adoption cannot be fully explained through benefits alone
because users also evaluate financial, performance, psychological, social, time, security,
and legal risks.

Financial risk refers to the possibility that using a service may result in monetary
loss. In digital financial services, financial loss may occur because of fraudulent

transfers, incorrect transactions, duplicate payments, hidden fees, unauthorized access,
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or unsuccessful transaction recovery. Financial risk may be particularly influential
because mobile banking, e-wallets, and online payment systems directly involve users’
financial assets. Unlike problems involving ordinary digital applications, errors in a
financial application may produce immediate and measurable economic consequences.

Performance risk refers to the possibility that a service may not operate as expected
or may fail to provide its promised functions. For digital financial services, performance
risk may involve application failure, delayed transactions, unsuccessful authentication,
incorrect account information, server instability, interrupted network connections, or
payment confirmation errors. If users believe that the service may fail during an
important transaction, their willingness to rely on the platform may decrease. Current
mobile-fintech research identifies system defects, authentication failures, network
interruptions, and transaction delays as major components of performance risk.

Privacy risk concerns the possibility that users’ personal information may be
collected, processed, disclosed, or used without appropriate authorization. Digital
financial platforms commonly collect names, identification information, phone
numbers, location-related data, account information, transaction histories, and
behavioral data. Users may therefore be concerned that their information could be
disclosed to external parties, used for unwanted commercial purposes, or accessed by
unauthorized individuals.

Security risk is closely related to privacy risk but focuses more specifically on the
possibility that the technological or organizational protection of a financial service may
be inadequate. Security risk may involve hacking, phishing, password theft, malware,
account takeover, identity theft, unauthorized transactions, and payment fraud. Mobile-
fintech studies emphasize that security and privacy concerns may undermine
confidence because users cannot directly observe whether their information and funds
are adequately protected.

Time risk refers to the possibility that users may waste time learning, accessing,
or resolving problems associated with a service. Although digital financial services are
generally intended to save time, transaction failure, application instability, complicated
registration, delayed verification, or poor customer support may create additional time
costs. Users may also need to spend time switching between applications or repeating
transactions when a service does not perform as expected. Thus, the potential
convenience of digital finance can be weakened when users expect that technical or
service problems will require excessive time and effort.

Psychological risk refers to the anxiety, frustration, stress, or discomfort that may
result from using a service. Digital financial transactions can create psychological

pressure because users may worry about entering an incorrect amount, transferring
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funds to the wrong person, exposing their personal information, or being unable to
recover money after a mistake. Users with limited financial or technological experience
may experience greater psychological risk because they are less confident in their
ability to recognize and resolve problems.

Social risk refers to the possibility that using a particular service may negatively
affect how an individual is perceived by other people. This dimension may be less
prominent than financial or security risk in routine digital payments, but it can remain
relevant when adoption is shaped by classmates, friends, family members, or other
social groups. Users may hesitate to adopt a platform that is unfamiliar, rarely used by
people around them, or regarded as unreliable. Conversely, widespread adoption among
peers may reduce uncertainty and provide informal evidence that the service is
acceptable.

Legal risk refers to uncertainty about users’ rights, providers’ responsibilities, data
protection, contractual terms, and available remedies when problems occur. Users may
be uncertain about who is responsible for an unauthorized transaction, how complaints
should be submitted, whether transferred funds can be recovered, or which regulatory
rules apply to a digital platform. Legal uncertainty can increase perceived risk because
users may believe that they have limited protection when a dispute or security incident
occurs. Recent fintech research includes legal risk as an important consideration
because technological innovation may develop more rapidly than relevant regulatory
arrangements.

Among these dimensions, security-related risk is particularly relevant to the
present study. The use of digital financial services requires students to trust a
technological system with personal information, account credentials, transaction data,
and financial assets. Students may recognize the efficiency and convenience of a
platform but remain unwilling to use it when they believe that unauthorized persons
could access their accounts or that the provider may not adequately protect their
information.

Perceived security can be viewed as the positive counterpart of perceived security
risk. Security risk reflects users’ concerns that a digital financial service may expose
them to fraud, unauthorized access, data leakage, or financial loss. Perceived security
reflects users’ confidence that the service contains adequate mechanisms to prevent or
manage these threats. Therefore, when perceived security increases, perceived
uncertainty and perceived security risk are expected to decline.

This relationship explains why perceived security can positively contribute to
intention to use digital financial services. Users who believe that a platform provides

effective identity verification, transaction protection, privacy safeguards, fraud
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prevention, and account-recovery procedures are more likely to feel confident about
conducting financial transactions. In contrast, unclear privacy policies, reports of fraud,
weak authentication, unsuccessful dispute resolution, and inadequate customer support
may increase uncertainty and weaken usage intention.

The relationship between risk and adoption has been supported by recent research
on digital payments and mobile fintech. Wei et al. (2025) integrated perceived-value
and perceived-risk theories to explain mobile-fintech adoption. The study found that
risk and value factors jointly shaped adoption decisions and that performance and time
risks had significant effects. The integrated model explained 46.27% of the variance in
adoption, indicating that users’ decisions are better understood by considering both
expected benefits and possible negative consequences.

Kiran and Sailaja (2025) examined the role of perceived risk in consumers’
behavioral intentions toward digital payment services. Their research treated perceived
risk as an important condition affecting how adoption-related factors influence
behavioral intention. This supports the argument that users may respond differently to
usefulness, ease of use, social influence, and other benefits depending on the level of
risk they associate with the service.

Risk perceptions are also relevant in the Thai digital-payment context. Ponsree
(2024) applied an extended Technology Acceptance Model to QR code payment
adoption in Thailand. The research demonstrates that technology acceptance in
Thailand can be explained more effectively when contextual perceptions are added to
the original TAM framework. Similarly, Ponsree and Naruetharadhol (2025) examined
alternative-payment adoption among Generation Z in Thailand, reinforcing the need to
consider the specific expectations and concerns of younger users when explaining
payment-technology adoption.

Perceived risk may change as users gain experience. Before adopting a digital
financial service, users may rely on general information, recommendations,
advertisements, news reports, and assumptions about the provider. After using the
service, they can evaluate actual transaction reliability, security notifications, customer
support, system stability, and problem-resolution procedures. Positive experiences may
reduce uncertainty, whereas transaction failures or security incidents may increase
perceived risk and discourage continued use.

Trust may also reduce the negative effect of perceived risk. Nugroho and Paramita
(2024) found that trust-building mechanisms were important in promoting the
continued use of mobile payments while addressing perceived-risk concerns. When

users believe that the service provider is competent, reliable, responsible, and willing
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to protect customers, they may be more willing to accept the remaining uncertainty
associated with digital transactions.

Nevertheless, providers cannot reduce perceived risk only through promotional
claims. Users generally require visible and understandable evidence of protection. Such
evidence may include secure authentication, immediate transaction notifications, clear
privacy information, recipient verification, accessible account-freezing functions,
transparent dispute procedures, and responsive customer service. These mechanisms
can provide users with a greater sense of control and make security protection more
observable.

Risk reduction should also be balanced with ease of use and convenience.
Additional security procedures may improve protection but may also increase the time
and effort required to complete transactions. For example, repeated verification steps,
complicated password requirements, or unclear security warnings may discourage users.
Effective digital financial service design must therefore protect users while maintaining
understandable and efficient transaction procedures.

For university students, Perceived Risk Theory is relevant because students
frequently conduct small-value and time-sensitive transactions through smartphones.
They may use digital financial services for food, transportation, online shopping,
accommodation, tuition-related payments, mobile services, and transfers between
classmates. Although individual transactions may be relatively small, frequent usage
increases students’ exposure to possible transaction errors, fraudulent messages,
suspicious links, account theft, and privacy concerns.

University students may also have different levels of financial literacy,
cybersecurity awareness, and experience in resolving financial disputes. Familiarity
with smartphones does not necessarily mean that students understand data-processing
practices, account-protection mechanisms, liability for unauthorized transactions, or
complaint procedures. Students may therefore be technically capable of operating a
digital application while remaining uncertain about its financial and security
consequences.

Within the present study, Perceived Risk Theory provides a complementary
explanation for the role of perceived security. The Technology Acceptance Model
explains how perceived usefulness and perceived ease of use contribute to usage
intention by emphasizing the expected benefits and effort associated with technology.
Perceived Risk Theory explains why students may still reject a useful and easy-to-use
service when they believe that using it may result in information leakage, unauthorized

access, transaction failure, or financial loss.
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The theory does not require perceived risk to be added as a separate variable in the
present research framework. Instead, it supports the inclusion of perceived security as
a context-specific extension of TAM. Perceived security captures students’ confidence
that digital financial services can protect their information, transactions, accounts,
privacy, and financial assets. Greater perceived security reduces the uncertainty
associated with digital financial transactions and is therefore expected to strengthen
students’ intention to use these services.

Based on Perceived Risk Theory, university students evaluate digital financial
services by considering both expected gains and possible negative outcomes. Perceived
usefulness, ease of use, and convenience represent important benefits, while concerns
about fraud, privacy violations, transaction errors, and financial loss represent potential
costs. When students believe that the security mechanisms of a digital financial service
sufficiently control these risks, the perceived benefits of the service are more likely to

outweigh their concerns, resulting in a stronger intention to use digital financial services.

2.9 Conceptual Framework
Based on the Technology Acceptance Model and digital financial service

adoption studies, this study constructed the following theoretical framework:

Perceived Security

Perceived Usefulness

Intention to Use Digital Financial Services

Perceived Ease of Use

Perceived Convenience

Figure 2.1 Conceptual Framework
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Chapter 3 Research Methodology

3.1 Research Design

This study employed a quantitative, cross-sectional research design. A structured
online questionnaire was used to collect responses from Siam University students at
one point in time. The design was suitable for examining statistical associations
between the four predictor variables and intention to use digital financial services.
Because the data were cross-sectional, the findings are interpreted as relationships

rather than proof of causation.

3.2 Questionnaire Design

The scale items were adapted and paraphrased from established technology
acceptance and digital payment studies to fit the student context. All construct items
used a five-point Likert scale ranging from 1 (strongly disagree) to 5 (strongly agree).

Table 3.1 Questionnaire Structure and Measurement Sources

Variable No. of Item Source
) r Adapted from Al-Shamali et al. (2026)
Perceived Security 5 |
and Wei et al. (2025)
) Adapted from Davis (1989) and
Perceived Usefulness 5
Nguyen and Dao (2024)
. Adapted from Davis (1989) and Kiran
Perceived Ease of Use 5 y
and Sailaja (2025)
. : Adapted from Yamin and Abdalatif
Perceived Convenience 5 :
(2024) and Wei et al. (2025)
) Adapted from Davis (1989) and
Intention to Use 4
Nguyen and Dao (2024)

3.3 Hypothesis

HI1: Perceived security has a significant positive effect on university students’
intention to use digital financial services.

H2: Perceived usefulness has a significant positive effect on university students’
intention to use digital financial services.

H3: Perceived ease of use has a significant positive effect on university students’
intention to use digital financial services.

H4: Perceived convenience has a significant positive effect on university students’

intention to use digital financial services.
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3.4 Population and Sample

The target population comprised Siam University students who had used or had
been exposed to at least one form of digital financial service. Because a complete
sampling frame of eligible users was not available, non-probability purposive sampling
was used to screen for relevant experience, together with convenience distribution
through online student networks. A total of 300 questionnaires were distributed. This
sample size also exceeded the common minimum requirement for multivariate analysis

based on the number of scale items and predictors included in the model.

3.5 Data Collection

The questionnaire was distributed online through digital communication and social
media channels used by Siam University students. Before participating, respondents
were informed that the survey was for academic research, participation was voluntary,
and responses would be analyzed in aggregate. No unnecessary personally identifying
information was requested. Completed responses were screened before coding and
statistical analysis.

After data collection, 298 questionnaires were returned. Eleven questionnaires
were excluded because of incomplete responses, duplicate submissions, obvious
response patterns, or lack of relevant service experience. The final sample comprised
287 valid responses, representing 95.7% of all distributed questionnaires and 96.3% of

returned questionnaires.

3.6 Data Analysis

SPSS was used for data screening and statistical analysis. Frequencies and
percentages summarized demographic characteristics of respondents. Cronbach's alpha
assessed internal consistency. The Kaiser-Meyer-Olkin measure and Bartlett's test of
sphericity assessed whether the scale data were suitable for factor-based validity
analysis. Pearson correlation coefficients examined bivariate relationships, and path
analysis using standardized regression coefficients tested the proposed relationships.

Statistical significance was evaluated at the 0.05 level.

3.7 Reliability and Validity Analysis of the Scale
3.7.1 Reliability Analysis

Reliability analysis was conducted using Cronbach’s Alpha to test the internal
consistency of the measurement scales. A Cronbach’s Alpha value greater than 0.70

indicates acceptable reliability. The results are shown in Table 3.2.
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Table 3.2 Reliability Analysis Results

Variable Number Cronbach’s
of Items Alpha
Perceived Security 5 0.891
Perceived Usefulness 5 0.884
Perceived Ease of Use 5 0.872
Perceived Convenience 5 0.889
Intention to Use Digital Financial Services 4 0.905
Overall Scale 24 0.938

Cronbach's alpha values for all constructs ranged from 0.872 to 0.905, and the
overall scale alpha was 0.938. All values exceeded 0.70, indicating satisfactory internal
consistency.

3.7.2 Validity Analysis
Table 3.3 KMO and Bartlett’s Test

Test Value
KMO 0.921
Bartlett’s Test Chi-square 3412.567
df 276

Sig. 0.000

The KMO value was 0.921 and Bartlett's test of sphericity was statistically
significant (chi-square = 3,412.567, df = 276, p < 0.001). The results show that
correlations among the scale items were adequate for construct analysis and provide

evidence supporting the validity of the measurement structure.
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Chapter 4 Findings and Discussion

4.1 Demographic Characteristics of Respondents

As shown in Table 4.1, female respondents accounted for 54.2% of the sample,
while male respondents accounted for 45.8%, indicating a relatively balanced gender
distribution with a slightly higher proportion of female respondents. Respondents aged
between 21 and 23 years formed the largest age group, representing 47.5% of the
sample. This suggests that nearly half of the respondents were within the typical age
range of university students.

Regarding educational level, undergraduate students accounted for 81.4%, while
postgraduate and other students represented the remaining 18.6%. Therefore, the
findings primarily reflect the perceptions and usage intentions of undergraduate
students. In terms of nationality, Thai students accounted for 61.0%, Chinese students
accounted for 28.8%, and students of other nationalities accounted for 10.2%. Although
Thai students formed the majority, the sample also included a meaningful proportion
of international students.

Mobile banking was the most frequently used individual type of digital financial
service, accounting for 37.3% of responses. Other services, including e-wallets, QR
code payments, internet banking, and other digital payment platforms, collectively
accounted for 62.7%. In addition, 35.6% of respondents reported using digital financial
services every day. These results indicate that the respondents generally had sufficient
experience with digital financial services to evaluate their security, usefulness, ease of
use, and convenience.

Table 4.1 Demographic Characteristics of Respondents

Characteristic Category Percentage
Female 54.2%
Gender
Male 45.8%
21-23 years 47.5%
Age
Other age groups 52.5%
Undergraduate 81.4%
Study level
Postgraduate 18.6%
Nationality Thai 61.0%
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Characteristic Category Percentage
Chinese 28.8%
Other 10.2%
Mobile banking 37.3%
Most-used service
Other services 62.7%
Daily 35.6%
Usage frequency
Less than daily 64.4%

4.2 Descriptive Analysis of Variables

Descriptive statistical analysis was conducted to examine respondents’ overall
perceptions of the five variables. The mean and standard deviation were calculated
based on the 287 valid questionnaires. All variables were measured using a five-point

Likert scale, ranging from 1 (strongly disagree) to 5 (strongly agree). The results are

presented in Table 4.2.
Table 4.2 Descriptive Statistics of Variables
Variable Minimum | Maximum Mean Standard Deviation
Perceived
) 1.00 5.00 3.89 0.654
Security
Perceived
1.00 5.00 4.02 0.617
Usefulness
Perceived Ease
1.00 5.00 3.95 0.638
of Use
Perceived
) 1.00 5.00 4.15 0.592
Convenience
Intention to Use
Digital Financial 1.00 5.00 4.08 0.621

Services

As shown in Table 4.2, the mean values of all study variables ranged from 3.89 to
4.15, indicating that respondents generally reported relatively high levels of agreement
with the questionnaire statements.

Perceived Convenience had the highest mean value (M = 4.15, SD = 0.592).
Intention to Use Digital Financial Services had the second-highest mean value (M =
4.08, SD = 0.621). Perceived Usefulness recorded a mean value of 4.02 and a standard
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deviation of 0.617. Perceived Ease of Use had a mean value of 3.95 and a standard
deviation of 0.638. Perceived Security had the lowest mean value among the five
variables (M = 3.89, SD = 0.654).

4.3 Correlation Analysis
Table 4.3 Correlation Analysis

Variable PS PU PEOU PC U
PS 1

PU 0.612%* 1

PEOU 0.587* 0.634* 1

PC 0.601* 0.658* 0.623* 1

Iy 0.645* 0.672* 0.651* 0.703* 1
*Note: *p < 0.01

Table 4.3 shows that all variables were significantly and positively correlated at
the 0.01 level. The correlations among the four independent variables ranged from
0.587 to 0.658. The strongest relationship among the independent variables was
between Perceived Usefulness and Perceived Convenience, with a correlation
coefficient of 0.658. The weakest relationship was between Perceived Security and
Perceived Ease of Use, with a coefficient of 0.587.

All four independent variables were positively correlated with Intention to Use
Digital Financial Services. Perceived Convenience had the strongest correlation with
Intention to Use (r = 0.703, p < 0.01), followed by Perceived Usefulness (r = 0.672, p
<0.01), Perceived Ease of Use (r=0.651, p <0.01), and Perceived Security (r = 0.645,
p <0.01).

These results indicate that higher levels of perceived security, usefulness, ease of
use, and convenience were associated with stronger intention to use digital financial
services. Furthermore, none of the correlation coefficients among the independent
variables exceeded 0.80. This suggests that the independent variables were related but
measured distinct aspects of students’ perceptions, and there was no clear indication of

severe multicollinearity.
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4.4 Path Analysis

Table 4.4 Path Analysis
Path Standardized Coefficient (J3) t-value Sig.
Perceived Security — 0.214 4.021 0.000
Intention to Use

Perceived Usefulness 0.259 4.563 0.000
— Intention to Use

Perceived Ease of Use 0.187 3.412 0.001
— Intention to Use

Perceived Convenience 0.321 5.782 0.000
— Intention to Use

The path analysis results showed that perceived security, perceived usefulness,
perceived ease of use, and perceived convenience were all significantly and positively
associated with university students’ intention to use digital financial services. Perceived
security had a significant positive association with intention to use digital financial
services (B =0.214,t=4.021, p <0.001), supporting H1. Perceived usefulness also had
a significant positive association with usage intention (f = 0.259, t=4.563, p < 0.001),
supporting H2. Perceived ease of use had a significant positive association with usage
intention (f = 0.187, t=3.412, p = 0.001), supporting H3. Perceived convenience had
the strongest significant positive association with usage intention (f = 0.321,t=15.782,
p <0.001), supporting H4.

4.5 Discussion

Perceived security was positively associated with intention to use. Students
considered the protection of personal and financial information when evaluating digital
services. The result is consistent with research indicating that security perceptions
influence mobile payment and financial technology acceptance (Al-Shamali et al., 2026;
Wei et al., 2025).

Perceived usefulness was positively associated with intention to use, supporting
TAM. Faster payments, convenient transfers, transaction records, and support for daily
financial management provide visible practical value. This finding is consistent with
Nguyen and Dao (2024), who identified usefulness as an important factor in mobile
banking continuance intention.

Perceived ease of use was positively associated with intention to use, although it
had the smallest coefficient. Clear procedures and uncomplicated interfaces still matter,

but respondents' familiarity with smartphones may mean that basic ease of use is
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already expected. Convenience and practical value may therefore distinguish
competing services more strongly.

Perceived convenience showed the strongest relationship with intention to use.
Students often make immediate, small-value payments and transfers, so anytime-
anywhere access closely matches their routines. The result is consistent with Yamin
and Abdalatif (2024), who emphasized convenience in QR code mobile payment
adoption.

The relative coefficients suggest that security and ease of use provide necessary
foundations, while convenience and usefulness create the strongest motivation for
adoption in this sample. Because the study used self-reported cross-sectional data from
one university, the results should be understood as statistical relationships within the
surveyed context rather than causal effects that automatically generalize to all

university students in Thailand.
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Chapter S Conclusion and Recommendation

5.1 Conclusion

The findings of this study supported all four proposed hypotheses. This indicates
that perceived security, perceived usefulness, perceived ease of use, and perceived
convenience are important factors associated with university students’ intention to use
digital financial services. The conclusions corresponding to each hypothesis are
presented as follows.

The support for H1 indicates that perceived security is positively associated with
university students’ intention to use digital financial services. When students believe
that digital financial services can adequately protect their personal information, account
details, transaction records, passwords, and financial privacy, they are more willing to
use these services. This finding shows that students’ intention to adopt digital financial
services depends partly on the level of confidence they have in the security of the
platform. Concerns about data leakage, online fraud, unauthorized transactions, identity
theft, and account loss may reduce students’ willingness to use digital financial services.
In contrast, reliable identity verification, transaction protection, privacy safeguards, and
fraud-prevention mechanisms can reduce students’ perceived uncertainty and
strengthen their confidence in digital financial platforms. Therefore, the establishment
of H1 demonstrates that security is a fundamental condition for encouraging university
students to use digital financial services.

The support for H2 indicates that perceived usefulness is positively associated with
university students’ intention to use digital financial services. Students are more willing
to use these services when they believe that digital financial platforms can improve the
efficiency and effectiveness of their daily financial activities. Digital financial services
are perceived as useful when they help students complete payments and transfers more
quickly, reduce waiting time, provide transaction records, simplify account
management, and support different financial needs. This finding shows that students do
not adopt digital financial services only because they are technologically advanced.
They are more likely to use them when the services provide clear and practical benefits.
Therefore, the establishment of H2 demonstrates that the practical value of digital
financial services is an important factor in strengthening students’ intention to adopt
and continue using them.

The support for H3 indicates that perceived ease of use is positively associated
with university students’ intention to use digital financial services. Students are more

likely to use digital financial platforms when the systems are easy to understand, easy
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to learn, and simple to operate. Clear interfaces, straightforward instructions,
uncomplicated registration procedures, and efficient transaction processes can reduce
the effort required to use digital financial services. In contrast, complicated identity
verification, confusing navigation, unclear information, system errors, and excessive
operational steps may discourage students from adopting a service. Although university
students are generally familiar with smartphones and digital applications, they still
expect digital financial services to provide a smooth and user-friendly experience.
Therefore, the establishment of H3 demonstrates that reducing operational difficulty
and simplifying the user process can strengthen students’ willingness to use digital
financial services.

The support for H4 indicates that perceived convenience is positively associated
with university students’ intention to use digital financial services. Students are more
willing to adopt services that allow them to complete transactions quickly, at any time,
and from different locations. Digital financial services enable students to make
payments and transfers without carrying cash, visiting a physical bank branch, or being
limited by conventional banking hours. This is particularly important because
university students frequently need to make small-value and time-sensitive transactions
related to food, transportation, online shopping, mobile phone services, tuition-related
expenses, and peer-to-peer transfers. The finding also shows that students place
considerable importance on transaction speed, accessibility, flexibility, and reduced
procedural effort. Therefore, the establishment of H4 demonstrates that convenience is
a major factor in encouraging students to integrate digital financial services into their
daily lives.

Overall, the support for the four hypotheses demonstrates that university students’
intention to use digital financial services is shaped by both functional benefits and
perceived risks. Perceived usefulness and perceived convenience encourage adoption
by helping students complete financial activities more efficiently and flexibly.
Perceived security provides the confidence needed to conduct digital transactions, while
perceived ease of use reduces the effort required to learn and operate the services.
Among the four factors, perceived convenience showed the strongest association with
usage intention, followed by perceived usefulness, perceived security, and perceived
ease of use. This indicates that students are particularly concerned with whether digital
financial services can meet their daily financial needs quickly and flexibly, while

security, usefulness, and ease of operation remain essential conditions for adoption.
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5.2 Recommendation

Based on the findings of this study, several recommendations are proposed for
digital financial service providers, universities, financial institutions, and other relevant
stakeholders.

First, digital financial service providers should place greater emphasis on
improving service convenience. Since perceived convenience had the strongest
association with students’ intention to use digital financial services, banks, e-wallet
providers, mobile payment platforms, and digital banking application developers
should ensure that their services are available at any time and can be accessed from
different locations. Transaction procedures should be shortened, payment confirmation
should be completed quickly, and unnecessary operational steps should be reduced.
Providers should also improve system stability and transaction processing speed,
particularly during periods of high demand.

Digital financial platforms should provide functions that match university students’
daily consumption and financial activities. These may include QR code payments, peer-
to-peer transfers, tuition-related payments, mobile phone top-up, transportation
payments, online shopping payments, bill payments, and electronic transaction records.
Platforms should also improve compatibility with commonly used merchants and
payment channels so that students can complete different types of transactions through
one convenient system.

Second, service providers should improve the practical usefulness of digital
financial services. The findings indicate that students are more willing to use digital
financial platforms when they believe that the platforms improve the efficiency of their
financial activities. Therefore, providers should develop functions that help students
manage their daily finances more effectively. Useful functions may include automatic
spending records, transaction categorization, monthly expense summaries, payment
reminders, budgeting tools, balance notifications, and personalized financial
management information.

Service providers should clearly communicate the practical benefits of their
platforms. Promotional information should explain how digital financial services can
save time, simplify transactions, reduce dependence on cash, and assist students in
managing their expenses. Rather than focusing only on promotional discounts,
providers should demonstrate how their services can solve common financial problems
faced by students. This may help students recognize the long-term value of using digital
financial services.

Third, financial institutions and digital payment platforms should continue to

strengthen information security and privacy protection. Although perceived security
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was not the strongest predictor, it remains a fundamental factor in students’ willingness
to use digital financial services. Providers should adopt effective identity verification,
data encryption, transaction monitoring, fraud detection, account protection, and
privacy management mechanisms. Security systems should be regularly evaluated and
updated to address emerging digital financial risks.

Transaction alerts should be sent immediately when payments, transfers, password
changes, or unusual account activities occur. Providers should also establish simple
procedures for reporting suspicious transactions, temporarily freezing accounts,
recovering accounts, and resolving payment disputes. Clear information should be
provided regarding how personal and financial data are collected, stored, processed,
and protected. Transparent privacy policies can reduce uncertainty and strengthen
students’ confidence in the platform.

Digital financial service providers should also educate students about common
risks such as phishing messages, fraudulent links, false payment requests, password
sharing, identity theft, and unauthorized account access. Security reminders should be
communicated through simple and understandable language. Practical guidance, short
educational videos, in-application warnings, and fraud-prevention notifications may
help students use digital financial services more safely and responsibly.

Fourth, providers should improve the ease of learning and operating digital
financial services. Registration, identity verification, account linking, payment, transfer,
and account recovery procedures should be clearly explained. Interface designs should
be simple, consistent, and suitable for users with different levels of digital experience.
Important functions should be easy to locate, and transaction instructions should avoid
unnecessary technical language.

Applications should provide clear confirmation messages before and after
transactions to reduce user errors. Help centers, frequently asked questions, online
customer service, and step-by-step instructions should be easily accessible. Providers
should also conduct usability testing with university students to identify confusing
interfaces, complicated procedures, and functions that require excessive effort.
Although students may already be familiar with digital applications, a complicated or
unstable system can still reduce their willingness to use a particular platform.

Fifth, Siam University and other higher education institutions should strengthen
digital financial literacy education. Universities may organize workshops, seminars,
orientation activities, or online learning materials related to digital payments, personal
information protection, fraud prevention, responsible borrowing, password security,
and financial management. Such activities can help students understand both the

benefits and risks of digital financial services.
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Universities may cooperate with banks, payment platforms, and financial
technology companies to provide practical demonstrations of secure digital transactions.
However, such cooperation should maintain neutrality and should not encourage
students to use a particular service without understanding its terms, fees, risks, and
privacy policies. The purpose of university-based education should be to improve
students’ ability to evaluate and use digital financial services responsibly.

Sixth, universities should improve the convenience and security of campus-related
digital payment services. Payments for tuition, registration fees, university activities,
food, transportation, library services, and other campus expenses may be integrated into
reliable digital payment channels. Clear payment instructions and official verification
information should be provided to reduce confusion and prevent students from
transferring money to incorrect or fraudulent accounts.

Universities should also provide appropriate support channels when students
experience problems with campus-related digital payments. Students should be able to
verify official payment information and obtain assistance when transactions fail,
payments are delayed, or records are inconsistent. A reliable support system can
increase students’ confidence in using digital financial services for academic and
campus-related purposes.

Finally, digital financial service providers should regularly collect feedback from
student users. Students’ expectations and usage patterns may change as new
technologies and payment methods emerge. User feedback can help providers identify
problems involving transaction speed, platform stability, interface design, customer
service, security, and functional usefulness. Regular service evaluation can support
continuous improvement and help providers develop digital financial services that

better meet the needs of university students.

5.3 Further Study

This study provides evidence regarding the relationships between perceived
security, perceived usefulness, perceived ease of use, perceived convenience, and
university students’ intention to use digital financial services. However, several
directions may be considered in future research.

First, future studies should include respondents from multiple universities. This
study focused only on students at Siam University. Students from public universities,
private universities, vocational institutions, and universities located in different regions
may have different experiences, financial needs, and levels of access to digital financial
services. A broader sample could improve the representativeness and generalizability

of the findings.
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Second, future research may compare different groups of university students.
Comparative studies could examine differences between undergraduate and graduate
students, Thai and international students, frequent and infrequent users, or students
from different academic disciplines. Such comparisons may help identify whether the
importance of security, usefulness, ease of use, and convenience varies across student
groups.

Third, longitudinal research should be conducted to examine changes in students’
digital financial service usage over time. This study used a cross-sectional research
design and collected data at one point in time. A longitudinal design may provide a
clearer understanding of how students’ perceptions and usage intentions change after
gaining more experience, encountering security problems, adopting new payment
platforms, or responding to changes in financial technology.

Fourth, future studies may combine quantitative and qualitative research methods.
Questionnaire data can identify statistical relationships among variables, but interviews
or focus groups may provide more detailed explanations of students’ experiences and
concerns. Qualitative research may help explain why students prefer certain digital
financial services, what security risks they are most concerned about, and which service
functions they consider most useful or convenient.

Fifth, future research may include additional variables that could influence digital
financial service adoption. These variables may include perceived risk, trust, social
influence, financial literacy, service quality, system quality, privacy concern,
facilitating conditions, customer satisfaction, promotional incentives, and prior usage
experience. Including these factors may produce a more comprehensive model of
university students’ digital financial service adoption.

Sixth, future studies may examine actual usage behavior in addition to behavioral
intention. Students may express a strong intention to use digital financial services but
may not use them frequently in practice. Future research could compare stated intention
with actual frequency of use, transaction type, duration of use, or continued usage
behavior. With appropriate consent and privacy protection, objective usage information
could also be considered to reduce the limitations associated with self-reported data.

Seventh, future researchers should consider using probability sampling methods
where feasible. The use of a more systematic sampling method may reduce sampling
bias and improve the ability to generalize findings to a larger student population. Future
studies may also increase the sample size to support more detailed subgroup
comparisons and more complex statistical analysis.

Eighth, future research may examine specific categories of digital financial

services separately. Mobile banking, e-wallets, QR code payments, internet banking,
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and online payment platforms may differ in terms of security, convenience, functions,
and operational procedures. Studying these services independently may provide more
precise recommendations for different types of financial service providers.

Finally, future studies may investigate the effects of emerging financial
technologies on students’ adoption behavior. Biometric authentication, artificial
intelligence-based fraud detection, cross-border QR payments, digital identity systems,
and personalized financial management tools may change students’ perceptions of
security, usefulness, convenience, and ease of use. Examining these developments
could provide updated evidence for financial institutions, universities, policymakers,

and technology developers.
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Appendix

Dear respondent: This questionnaire is designed for an academic study of the

factors associated with Siam University students' intention to use digital financial

services. Participation is voluntary. Responses will be used only for academic analysis

and reported in aggregate. Please answer according to your actual experience.

Section A: Screening and Background Information

1.

Have you used or been exposed to any digital financial service (for

example, mobile banking, an e-wallet, online payment, or QR code payment)? Yes

/ No

2
3.
4.
5

6.

Gender: Male / Female / Prefer not to say

Age: 18-20/21-23 / 24-26 / 27 or above

Level of study: Undergraduate / Postgraduate / Other

Nationality: Thai / Chinese / Other

Most frequently used digital financial service: Mobile banking / E-wallet

/ QR code payment / Internet banking / Other

7.
weekly

Usage frequency: Daily / Several times a week / Weekly / Less than

Section B: Measurement Items

Please indicate your agreement with each statement using the following scale: 1 =

strongly disagree, 2 = disagree, 3 = neutral, 4 = agree, and 5 = strongly agree.

Code Statement 112345
I believe digital financial services protect my personal

PS1 ) ) O|o|o|o|o
information.
I believe transactions made through digital financial

PS2 ) O|o|o|o|o
services are secure.
The identity-verification procedures of digital financial

PS3 ] ) Oo|o|o|o|o
services are reliable.
I feel confident that my account and financial privacy are

PS4 o|lo|o|Oo|O
protected.
Digital financial services provide adequate protection

PS5 o|o|o|Oo|D

against unauthorized access.
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Code

Statement

PU1

Digital financial services help me complete financial

transactions more quickly.

PU2

Digital financial services improve the efficiency of my

daily financial activities.

PU3

Digital financial services are useful for my everyday

payments and transfers.

PU4

Digital financial services make it easier to manage my

financial activities.

PU5

Overall, digital financial services provide practical

benefits to me.

PEOU1

Learning to use digital financial services is easy for me.

PEOU2

The functions of digital financial services are clear and

understandable.

PEOU3

The interfaces of digital financial services are easy to

navigate.

PEOU4

I can complete transactions without unnecessary
difficulty.

PEOUS

Using digital financial services requires little effort.

PCl1

I can use digital financial services whenever I need them.

PC2

I can access digital financial services from different

locations.

PC3

Digital financial services allow me to complete payments

quickly.

PC4

Digital financial services reduce my need to carry or use

cash.

PC5

Digital financial services are convenient for my daily

activities.
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Code Statement

U1 I intend to continue using digital financial services in the
future.

102 I plan to use digital financial services frequently.

U3 I expect digital financial services to remain part of my
daily financial activities.

U4 When appropriate, [ will choose digital financial services
for future transactions.

Thank you for your participation.
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