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Abstract - The purposes of this study are toinvestigate 1) perceived attributes influencing attitudetowardsadoption of 
electronic transaction through a mobile application, called TrueMoney Wallet for purchasing goods at 7-Eleven convenience 
stores, and 2) attitude toward intention to use electronic payment of TrueMoney Wallet  application for purchasing goods at 
7-Eleven convenience stores. The research tool was questionnaire. The results showed that five perceived attributes of 
innovation adoption,including relative advantage, compatibility, complexity, trainability, and observability, have an 
influence on attitude towards electronic payment of TrueMoney Wallet application for purchasing goods at 7-Eleven 
convenience stores at the significance level of 0.05. Moreover, the attitudes towardinnovation adoption have an influence on 
the intention to use electronic payment of TrueMoney Wallet application for purchasing goods at 7-Eleven convenience 
stores at the significance level of 0.01. 
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I. INTRODUCTION 
 
Recently, the financial system in Thailand has been 
rapidly developed according to the global change in 
financial system. Due to the technological advance 
merging with financial transaction, called Fintechare 
currently replacingthe brick-and-mortar financial 
transactions (i.e.Prompt payment, QR Code payment, 
and e-wallet payment). This trend of electronic 
payment facilitates methods of receiving and 
purchasing among individuals and businesses. It also 
massively minimizes the loss of financial and service 
costs. 
 
E-Wallet has been successful in several countries, 
including Thailand. Thaiconsumer behavior of using 
the e-Wallet service has shown an increase in two 
main purposes: money transferring and daily 
transaction. The adoption of transferring money viae-
Walletsignificantly rises due to theexperienced 
customers’positive word-of-mouth and instructional 
advice from the actual use. This behavior creates the 
wider consumer community, especially among peers 
that transfer money from one person to another on 
daily basis. Furthermore, the everyday use of 
electronic transaction trend leads consumers to 
purchase at the convenience stores that accepte-
Wallet payment (Darbpetch, 2018). 
The business of e-Wallet in Thailand is growing 
continuously, resulting in the higher competition 
among the e-Wallet providers in grasping and 
retaining the competitive advantages. One of the 
leading e-Wallet providers is TrueMoney Wallet - 
Thailand's first pioneer of mobile financial service 
provider. The e-Wallet is an application that offers 
electronic transaction service through mobile phone 

to meet millions of consumers’lifestyles with greater 
convenience. (Ascendmoney,2018). The company 
has collaborated with the largest convenience store 
chain in Thailand, 7-Eleven, that provides 24-hour 
service with more than 10,000 branches across the 
country (CPALL, 2018). The corporate collaboration 
allowing customers to purchase goods by 
usingTrueMoney Wallet application has created 
innovation what is called online to offline payment. 
This isconsideredassuch a competitive advantage 
ofTrueMoney Wallet and 7-Eleven convenience 
stores that contribute to the strong growth in business. 
The huge impact of the two giant 
companies’collaborationon consumer 
behaviorhasbrought interesttounderstandthe perceived 
attributes of innovation adoption, namely relative 
advantage, compatibility, complexity, trainability, 
and observability that have an effect on the attitude 
and intention to use electronic payment through 
TrueMoney Wallet application for purchasing goods 
at 7-Eleven convenience stores. The implication from 
the study are anticipated to be beneficial not only for 
the customers but also the electronic payment 
providers and convenience store chain companies to 
develop payment system to truly meet the consumers’ 
needs. 
 
II. PURPOSES OF THE STUDY 
 
1. To investigate the perceived attributes of 

innovation adoption influencing the attitude 
towards using online financial transactions 
through the TrueMoney Wallet application for 
purchasing goods at 7-Eleven convenience 
stores. 
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2. To understand the attitudes towards the intention 
to use online financial transactions through the 
TrueMoney Walletapplication for purchasing 
goods at 7-Eleven convenience stores. 

 
Hypotheses 
1. The perceived attributes of innovation adoption 

influencing the attitude towards using online 
financial transactions through the TrueMoney 
Wallet application for purchasing goods at 7-
Eleven convenience stores consist of 1) relative 
advantage, 2) compatibility, 3) complexity, 4) 
trainability, and 5) observability. 

2. The attitudes toward innovation adoption 
influencingthe intention to use online financial 
transactions through the TrueMoney Wallet 
application for purchasing goods at 7-Eleven 
convenience stores. 

 
III. LITERATURE REVIEW 
 
Based on Roger (2003)’s theory of perceived 
attributes, the process of innovation adoption occurs 
when the newer innovation is perceived as to be fully 
optimized with better benefits than the original ones. 
Theperceivedattributesare classified into the 
following five features of the innovation including: 1) 
relative advantage, 2) compatibility, 3) complexity, 4) 
trainability, and 5) observability. 
 
IV. RESEARCH METHODOLOGY 
 
1. Population and sample 
The population in this study was the consumers 
experienced using online money transaction services 
through the TrueMoney Wallet application 
forpurchasing goods at 7-Eleven convenience stores 
in Mueang District, KhonKaen Province, with the age 
of 15 years old and over. When the exact size of 
population was unknown, the size calculation using 

non-probability samplingwas recommended(Cochran, 
1977). The confidence level of 95% was set, resulting 
in 385 samples and an additional survey from 15 
samples. Therefore, the total sample size was 400. 
2. Sampling Method 
The convenient sampling method was used in this 
study, the questionnaire was distributed in front of the 
7-Eleven convenience stores in 
MueangDistrict,KhonKaen Province. 
3. Research tools 
The study was conducted by using survey method 
with questionnaire as a research tool. The 
questionnaire consisted of the closed-end questions 
regarding general information of respondents (i.e. 
gender, age, education level, income), and the closed-
end questions concerning respondents’ feedback 
using 5-Likert scales. 
 
V. RESULTS OF THE STUDY 
Part 1: General information of the respondents 
The results showed that the majority of the 
respondents were female (60.50%), with the age of 
25-34 years old (37.50%), 
withBachelor’sdegree(69.25%), with the monthly 
income of 20,001-30,000 Baht (39.75%). 
Part 2: Feedback of the respondents 
Based on the results, it was foundthat the respondents 
rated with a high level of innovation adoption. The 
most important attributes was the observability (Mean 
= 4.08, S.D. = 0.542), followed by relative 
advantage(Mean=4.03, S.D.=0.505), trainability 
(Mean=3.98, S.D.=0.551), complexity (Mean=3.96, 
S.D.=0.586), and compatibility (Mean=3.93, 
S.D.=0.596), respectively.In addition, the attitude 
towards innovation adoption was rated at high level 
(Mean=3.95, S.D.=0.542). Likewise, the attitude 
towards intention to use innovation was rated at high 
level   (Mean=4.04, S.D.=0.636). 

 
Part 3: Data analysis for testing hypotheses 
 

Table 1The results of multiple linear regression analysis in predicting factors of innovation adoption influencing attitude 
Variables B Std. Error Beta t Sig. 
Constant .913 .163  5.584 .000* 
Relative Advantage .143 .041 .158 3.466 .001* 
Compatibility .211 .035 .276 6.052 .000* 
Complexity .085 .034 .109 2.509 .013* 
Trainability .208 .035 .251 5.874 .000* 
Observability .116 .038 .137 3.055 .002* 

R = 0.698, R2 = 0.487, Adjusted R2 = 0.480, Std. Error of the Estimate = 0.329 
 
The results showed that the adoption of innovation has an influence on attitude towards using online financial 
transaction throughTrueMoney Wallet application with the variance of attitude of 48.70% (R2= 0.487). The 
remaining 51.30% was from other variables that were not taken into the account. The compatibility features (ß = 
0.276) showed an influence on innovation adoption of True Money wallet for purchasing goods at 7-Eleven 
convenience stores, followed by trainability (ß = 0.251), relative advantage (ß = 0.158), observability (ß = 
0.137), and complexity (ß = 0.109), respectively. 
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Table 2 Relationship between attitudeand intention to use the application 
Correlation  Attitude  Intention 
Attitude Pearson Correlation  1  .533** 
 Sig. (2-tailed)    .000 
 N  400  400 
Intention Pearson Correlation  533**  1 
 Sig. (2-tailed)  .000   
 N  400  400 

** Correlation is significant at the 0.01 level (2-tailed) 
 
The results showed that the attitudes toward 
innovation adoption of have an influence on the 
intention to use electronic payment of TrueMoney 
Wallet application for purchasing goods at 7-Eleven 
convenience stores at the significance level of 0.01. 
And the relationship between attitudes and intention 
to use online financial transactions through the 
TrueMoney Wallet application is highly correlated 
with the same direction (Correlation Coefficient = 
0.533) 
 
DISCUSSION 
 
In this study, the perceived attributes of innovation 
adoption that can be classified into five features, 
including relative advantage, compatibility, 
complexity,trainability, and observability,were found 
to have an influence on the attitude towards using 
online financial transaction service via TrueMoney 
Wallet application for purchasing goods at 7-Eleven 
convenience storeswith the significance level of 0.05. 
Also,the attitudes toward innovation adoption of have 
an influence on the intention to use electronic 
payment of TrueMoney Wallet application for 
purchasing goods at 7-Eleven convenience stores at 
the significance level of 0.01. 
 
That is, when the attributes of innovation in terms of 
relative advantage, compatibility, complexity, 
trainability, and observabilityis perceived, the 
consumers’ attitude towards intention to use online 
financial transaction through the TrueMoney Wallet 
application is increasing the positively influenced. 
The finding was in accordance with the theory of 
perceived attributes of Roger (2003), and the study of 

Kongcharoen (2014), regarding the Acceptance of 
Innovation Factors Affecting the Satisfaction 
ofMobile Banking Users in Bangkok Metropolitan 
Area. The results showed that the innovation adoption 
factors includingrelative advantage, compatibility, 
complexity, trainability, observability, and risk 
acceptance have an influence on customer satisfaction 
of mobile banking servicesat the significance level of 
0.05. It also corresponds to A Technology 
Acceptance Model (TAM) of Davis (1989), which 
describes external variables will creates perceived 
usefulness and ease of use that will influence the 
attitude towards the use of the technology.Finally, it 
will appear the actually used. In recognition of its 
usefulness also creaed the intenton of used and also 
the actually used. 
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