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Abstract
A digital payment system can be defined as an electronic solution that allows conducting transactions without using cash and, as such, provides convenience, efficiency, and security in business activities. This paper found the strong association between the use of the digital payment system and the perceived benefits by the partner merchants in Santo Tomas, Davao del Norte. The study sample consisted of 130 GCash partner merchants, and the sample was chosen by using the universal sampling method. The research design adopted in this study was the descriptive-correlational research design based on quantitative, non-experimental research approach. The questionnaires included questions asked regarding the level of the digital payment systems adoption and perceived benefits which were measured using adapted and validated questionnaires. Mean and Pearson r were used as the statistical tools. Findings showed that the level of digital payment systems adoption was very high meaning that there were always high levels of adoption amongst the partner merchants in terms of relative advantage, complexity, compatibility, perceived risk, and customer innovativeness. Equally, the rate of perceived benefits was also reported to be very high indicating that benefits in the form of convenience, empowerment, personalization, discreetness, better deal, discretion, and assortment had been observed to be very high. Also, the results showed that there is a strong correlation between the adoption of digital payment systems and perceived benefits meaning that the more an organization adopted their use, the more perceived benefits they had in operations. The survey had a conclusion that the implementation of the digital payment system, especially GCash, was crucial in the improvement of the operational effectiveness, accuracy of transactions and financial control among the partner merchants.
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INTRODUCTION

BACKGROUND OF THE STUDY
The perceived benefits have become a decisive factor in the attitude of merchants towards the use of digital payments because when businesses understand the evident economical and functional benefits, they will be more likely to use the cashless settled system (Ramayanti, 2024). However, even though the adoption of digital payment platforms has been expanding globally rapidly, an unreliable system of transactions, charged by surprise, and a delay in the settlement of funds remain as some of the challenges that many merchants face that have an adverse effect on the perception of the gains they get (Irianto & Chanvarasuth, 2025). Conversely, Alvarez and Argon (2022) noted that transaction disputes, insufficient adoption by customers, and inability to integrate with existing business mechanisms have also been categorized as obstacles which undermine perceived benefits of using digital payment by merchants. 
Therefore, the usefulness and efficiency of utilizing these platforms is highly perceived and impacts the inclination of the merchants to select one payment system as opposed to the other. In addition, Irianto (2024) studies also found that a major reason why merchants keep adopting the digital payment systems is the tangible positive impact that these have on them, which includes minimizing the risks that they face when handling cash, increasing the accuracy of the transactions and gaining easier access to digital financial statements. 
Thus, partner merchants are starting to integrate digital payment systems as these systems allow them to execute operations quicker, reduce risks related to cash handling, and provide the customer with more opportunities to choose how to fulfil payments (Navarro et al., 2023). According to Serrano and Tan (2024), they point out that the image of financial gains by merchants, greater sales shares and decreased operational costs, is a strong indicator of the further utilization of cashless methods of payments among merchants. Also, past research papers have identified the consideration of ease of use, speed of transaction, and customer demand as the major motivational factors influencing merchants to adopt and maintain digital payment systems (Crisanto & Gonzales, 2022). A study by Cabugayan and Africa (2023) identified a positive association between positive experience of mobile payment and merchant trust as well as business integration with digital platforms in the long term. 
Furthermore, recent research has mostly explored the research gap of merchant adoption and benefits of digital payment in urban and highly commercialized settings (Irianto & Chanvarasuth, 2025) and Cao, 2024). Nevertheless, the absence of empirical evidence on the provincial municipalities where the size of business, the level of digital literacy, and infrastructure level could vary remains (Cao et al., 2021). This gap throws light into understanding the impact of the adoption of GCash on whatever perceived benefits it gives to partner merchants, operational proficiency, transaction precision and financial administration, thus contributing knowledge toward partnering the process of digital payment involvement in semi-urban settings. The need to solve this research gap is urgent since the use of cash is facing a growing replacement by transactions which are done without the use of cash in the country as well. 
Moreover, this research supports SDG 8: Decent Work and Economic Growth, since it highlights the need to advance cashless transactions to enhance business performance, financial inclusion, and sustainable economic operations by enterprises among small and medium. This study also fits into SDG 9: Industry, Innovation, and Infrastructure by analyzing the role of technological adoption to the operational infrastructure and the ability to support the right and timely transactions. 
STATEMENT OF THE PROBLEM 
	This study determined whether the adoption of digital payment systems influences the perceived benefits experienced by partner merchants in Santo Tomas, Davao del Norte. 
	Specifically, below are the following questions that this study aimed to answer:
1. What is the level of digital payment systems adoption in terms of:
1.1 relative advantage;
1.2 complexity;
1.3 compatibility; 
 	1.4 perceived risk; and
 	1.5 customer innovativeness?
2. What is the level of perceived benefits in terms of:
 	2.1 convenience;
 	2.2 empowerment;
 	2.3 personalization;
 	2.4 discreetness;
 	2.5 better deal;
 	2.6 discretion; and
 	2.7 assortment?
3. Is there a significant relationship between digital payment systems adoption and perceived benefits?
HYPOTHESIS
	The null hypothesis was tested using a 0.05 level of significance stating that there is no significant relationship between the adoption of digital payment systems and its perceived benefits in Santo Tomas, Davao del Norte.

THEORETICAL FRAMEWORK
The importance of digital payment adoption among all merchants cannot be overstated because it leads to a direct increase in the efficiency of operations, financial correctness, and the overall level of business operations (Al‑Qudah et al., 2024). Knowing that a business achievement is primarily contributed by the perceived benefits, partnering merchants focus on embracing digital payment Adopters as a strategic business tool to simplify the processes and minimize errors, as well as enhance customer satisfaction (Irianto & Chanvarasuth, 2025). Oliveira et al. (2020) said in a digital environment that ensuring high functionality and reliability of digital payment systems is an essential requirement because the resulting process of carrying out transactions without any complications, feeling secure, and easy increases the trust of merchants and the confidence of their operations and raises their perceived value, influencing the overall result of the business process significantly.
Meanwhile, perceived benefits had a major contribution to the further adoption and engagement of merchants. They mention the positive effects acknowledged by users such as implementation of a faster transaction rate, more precise financial monitoring, and better customer interaction, which can also have a significant effect on determining behavioral intention and prolonged utilization (Cao et al., 2021). Likewise, Alvarez and Argon (2022) underlined that perceived benefits appear as powerful predictors of further adoption, in particular, in the framework of emerging markets, trustworthy, smooth, and safe digital transactions are considered of high demand. Perceived benefits in the context of partner merchants in Santo Tomas would be efficiency in business operations, minimized risks in dealing with cash, and an improved management of finances.
Additionally, this study was supported on the Diffusion of innovations (DOI) theory developed by Rogers (2003) that forms a point of reference that explains the effects of the nature of digital payment systems characteristics, relative advantage, compatibility, trialability, and observability on the uptake and perceived benefits by the merchants. This is an indication that implementation of digital payments has an impact on the perception of operational and financial benefits by the merchants. Oliveira et al. (2020) also emphasized that, in case of the digital payment systems being convenient and working properly, merchants are more inclined to find substantial advantages. 
Moreover, a relationship between the adoption of digital payment and the perceived benefits was supported by the Technology Acceptance Model (TAM) of (1989) which provides a model explaining the attitude of merchants regarding usefulness and ease of use which subsequently affect the adoption. Considering a digital payment platform as a means of doing transactions with the help of an effective and efficient tool, the perceived benefits tend to be the maximum. Chawla and Joshi (2023) expounded that the ease of use and usefulness are the primary elements that contribute to the satisfaction of merchants were indicated that the features of the system, security and reliability are the means by which merchants realize tangible benefits and proceed with the use of the platform.
Lastly, the Theory of Planned Behavior by Ajzen's (1991) supports the association of the adoption of digital payment systems and perceived benefits which states that behavioral intention is determined by the beliefs of the person regarding the consequences of a behavior. In cases where GCash adoption meets positive expectations like the improved transaction convenience, reach to more customers, and effectiveness in business operations, merchants are likely to stick to its use.
CONCEPTUAL FRAMEWORK
The variables of the study were captured in the conceptual framework used in this paper as illustrated in Figure 1. The independent variable, which is the adoption of digital payment systems, is based on the research of Kifle (2022), who enumerates four important indicators that quantify the adoption of digital payment systems by the merchants. These indicators measured the effectiveness of mergers between merchants in implementing digital payment systems into business operations.
The adoption of digital payment systems is measured using the following indicators; relative advantage,- the extent to which merchants view digital payment systems as being faster, more efficient and convenient than traditional cash transactions; complexity- degree to which merchants see the experience of using digital payment systems as more complex than using traditional cash; compatibility- degree to which merchants see digital payment systems as being compatible with current business operations and merchant practices; perceived risk- degree to which merchants perceive potential financial, data attack and operational losses after using digital payment systems; and customer innovativeness- the extent to which a customer feels ready, and desires to be the first to experiment with new products, services, or technologies. It shows how an individual is open to newness, experimentation and how they embrace innovations.
The perceived benefits is the dependent variable that was also based on the study designed by Tomas et al. (2018). This paper named seven indicators that define the positive consequences that merchants have gained using digital payment systems. Perceived benefits was measured by the following indicators: convenience which means how easy and efficient it is to transact business with the digital platforms; empowerment which means increased control that merchants have on their financial dealings; personalization which means that the digital platforms can cater to certain business needs; discrete attribute which means secure and privacy in financially transacting business; better deal which means that the digital payment adoption will save merchants money or provide them with financial advantages; discretion which means privacy in terms of financial dealings and assortment which means there will be diversity of payment methods and features that merchants can use on.



















    Independent Variable		      Dependent Variable
	Adoption Of Digital Payment Systems

relative advantage
complexity
compatibility
perceived risk
customer innovativeness


	Perceived Benefits

convenience
empowerment
personalization
discreetness
better deal
discretion
assortment













Figure 1. The Conceptual Paradigm of the Study








METHODOLOGY

This chapter outlined the research methodology, which entailed the research design, research locale, research subject, research instrument, data gathering, statistical tools, and ethical considerations.
RESEARCH DESIGN
This study utilized quantitative, non-experimental, descriptive correlational. This study utilized a quantitative, non-experimental, descriptive correlational approach to describe the quantitative data that were gathered regarding the level of two variables related to adoption of digital payment systems and its perceived benefits among partner merchants. Quantitative research referred to the collection of measurable data to assess variables, a pattern, and a hypothesis to respond to research questions in a quantitative manner (Creswell and Creswell, 2020).  According to Saunders et al. (2023), to obtain findings that were relevant to the nature of the studied population, data were gathered through the use of structured surveys and other standardized methods and were analyzed with the help of statistical instruments.
In descriptive research, data about the prevailing situation of the variables under analysis were collected and were generalized in a systematic and orderly way. As stated by Nassaji (2020), this correlational approach aimed to offer an objective description of the phenomena describing the characteristics, situations, and actions of the respondents as they already existed.
Furthermore, this study used a quantitative, non-experimental, descriptive-correlational design to determine the connection between the perceived benefits of using GCash as a transaction tool and the extent to which it was adopted by merchants. Having this combination, the study was in a position of analyzing the relationship between the variables without altering any conditions, defining, comparing and evaluating the quantitative data patterns that are related to the use of digital payments. 
RESEARCH SUBJECT
The participants in this study were 130 partner merchants of GCash in Santo Tomas, Davao del Norte. In line with this, the population of respondents in the study was composed of 130 merchants who were located from different barangays in Santo Tomas Davao del Norte. Additionally, the sampling used in the study comprised a universal sampling approach, meaning that all members of the identified population were included and that no subset was sampled (Manliguis & Tagadiad, 2023). Moreover, there was a proper distribution of respondents in terms of the population of merchants in the five roadways courtesy of sample size allocation through the proportionate representation of every feeder road.
RESEARCH INSTRUMENT
The researchers used two (2) adapted survey questionnaires for the following independent variable: Adoption of Digital Payment Systems, and the independent variable: Perceived Benefits. The questionnaires were validated by the panelists and an external validator to test its validity.
Adoption of Digital Payment Systems Scale: The instrument for the independent variable was adapted from the Factors Influencing Customers Adoption of Digital Payment Systems: Evidence from Aish Bank. The instrument was considered reliable in assessing the factors affecting the adoption of mobile and cashless payment services and had been tested in the previous research (Kifle, 2022). The questionnaire consisted of four items in total, namely: Relative Advantage (10 items), Complexity (4 items), Compatibility (4 items), Perceived Risk (6 items), and Customer Innovativeness (4 items). For reliability, the Cronbach alpha values of each variable of the questionnaire were as follows: Relative Advantage = 0.861, Complexity= 0.724, Compatibility= 0.778, Perceived Risk= 0.824, and Customer Innovativeness= 0.694 which collectively has 0.700 reliability. Each item was rated using a five-point Likert scale: 5 – Strongly Agree, 4 – Agree, 3 – Neutral, 2 – Disagree, and 1 – Strongly Disagree. The parameter limitations and descriptions used to measure the scale of the digital payment systems adoption were as follows.
List 1 : Interpretation of Scaling of the digital payment systems adoption 
	Scale
	Range of Means
	Descriptive Equivalent

	Interpretation

	5
	4.20 – 5.00
	Very High
	This indicates that Digital Payment Systems Adoption is always evident.

	4
	3.40 – 4.19
	High
	This indicates that Digital Payment Systems Adoption is oftentimes evident.

	3
	2.60 – 3.39
	Moderate
	This indicates that Digital Payment Systems Adoption is sometimes evident.

	2
	1.80 – 2.59
	Low
	This indicates that Digital Payment Systems Adoption is less evident.

	1
	1.0 – 1.79
	Very Low
	This indicates that Digital Payment Systems Adoption is least evident.




	Scale
	Range of Means
	Descriptive Equivalent

	Interpretation

	5
	4.20 – 5.00
	Very High
	This indicates that Perceived Benefits are always observed.

	4
	3.40 – 4.19
	High
	This indicates that Perceived Benefits are oftentimes observed.

	3
	2.60 – 3.39
	Moderate
	This indicates that Perceived Benefits are sometimes observed.

	2
	1.80 – 2.59
	Low
	This indicates that Perceived Benefits are less observed.

	1
	1.0 – 1.79
	Very Low
	This indicates that Perceived Benefits are least observed.


Pereived Benefits Scale: The instrument for the dependent variable was adapted from the Perceived Benefits of Online Shopping: Scale Modification and Validation. The scale was based on a validated measure applied in the studies on digital payments (Tomar et al., 2018). The questionnaire consisted of seven items in total, namely: Convenience (4 items), Empowerment (3 items), Personalization (3 items), Discreetness (4 items), Better Deal (3 items), Discretion (2 items), and Assortment (2 items). For reliability, the following are the Cronbach alpha values of each variable of the questionnaire: Convenience= 0.871, Empowerment= 0.862, Personalization= 0.812, Discreetness= 0.836, Better Deal= 0.838, Discretion= 0.730, and Assortment= 0.745 which collectively has 0.928 reliability. Each item was rated using a five-point Likert scale: 5 – Strongly Agree, 4 – Agree, 3 – Neutral, 2 – Disagree, and 1 – Strongly Disagree. The levels of perceived benefit scale were assessed using the following defined parameter limits and corresponding descriptions.
List 2: Interpretation of Scaling of The levels of perceived benefit 
DATA GATHERING AND PROCEDURE
Data collection was the procedure of acquiring accurate and relevant facts to answer research questions and generate informative information to analyze (Saunders et al., 2023). As demonstrated in data‑quality frameworks Miller et al. (2024), ensuring data quality in empirical research involved systematic identification of required information, careful selection of data collection instruments/methods, and ongoing monitoring to validate and verify data.
The following procedures were performed in collecting data.
	Seeking the permission to conduct the study. Firstly, prior to conducting the study, the researchers sought approval from the Director for Research and Development to collect the data. The research questionnaire underwent review and validation by the assigned validators to ensure its accuracy and validity. Secondly, to formally conduct the study, the researchers obtained an Ethics Certificate before gathering any data. The researchers also requested from the owners of GCash partner merchants in Santo Tomas, Davao del Norte to grant them access to conduct the research about the usage of digital payment system and its perceived benefits. Lastly, in order to ensure ethical transparency and respect to the parties involved, these letters were formally addressed to all the management of the merchants, and collection of data did not commence until this was received.
	Validation of Survey Questionnaires. The modified questionnaire that was used to measure the extent of digital payment systems adoption and the perceived benefits were validated before it was applied. They were reviewed by a team of professionals who have work experience in online finance and business management to ensure that this was suitable and reliable enough that this will be useful among the targeted respondents.
Distribution and retrieval of the questionnaire. The survey questionnaires were personally delivered by the researchers to the selected partner merchants after validation and acceptance. The respondents were given ample time to respond to the questions in a real and complete manner. The researchers monitored the distribution and retrieval process to ensure that they receive the required amount of replies which are complete and accurate.
Collection and Tabulation of data. All recovered questionnaires were checked on the accuracy and consistency. To provide reliability in exploring the issues of the study, the researchers collaborated with a statistician to provide accurate encoding, statistical calculation and analysis of the results.
STATISTICAL TREATMENT
The following statistical tools were used in the computation of data and testing the hypothesis at alpha 0.05 level of significance. 
	Mean. This was adapted to determine the level of acceptance of the digital payment system and the perceived benefits by the partner merchants in the Santo Tomas, Davao del Norte. According to Cazorla et al. (2023), mean was a fundamental representative of the central tendency and provided a brief description of the views of the respondents to achieve a successful answer to the first two research questions.
Pearson r. Pearson correlation coefficient was utilized to test the correlation between the degree of adopting digital payment systems (independent variable), and the perceived benefits by the partner merchants (dependent variable). As mentioned by Turney (2024), it was a statistical test that was used to determine the strength and the direction of the linear relationship between two variables and, therefore, was appropriate when conducting a correlational study.




RESULTS 

	The data presented, evaluated, and interpreted in this section were based on the research objectives. The following is the sequence in which the following topic discusses: level of digital payment systems adoption and level of perceived benefits; significance of the relationship between the adoption of digital payment systems and its perceived benefits.
Summary on the level of Digital Payment Systems Adoption
The descriptive statistics of the level of digital payment systems adoption was shown in table 1, which has an overall mean of 4.46 and standard deviation of 0.66 is within the descriptive equivalent of very high which means that digital payment systems adoption is always evident. Relative advantage registered the highest average of 4.54 and the standard deviation of 0.61 which indicated that relative advantage is always evident. This is an indication that there are profound effects and positive outcomes of adopting digital payment systems, as perceived by the respondents. 
The findings revealed that digital payment systems adoption has a descriptive equivalent of very high and interpreted as always evident. This is an indication that partnered merchants are continually exercising and implementing digital payment systems within their businesses. Specifically, the highest mean score was recorded by relative advantage which shows that merchants highly recognize the advantages and the positive impacts of switching to the use of digital payment systems like GCash. Other indicators obtained slightly lower mean scores, however, they can also be interpreted as always evident.
Table 1.
The level of digital payment systems adoption
	Indicators
	Mean
	 SD
	Descriptive Equivalent

	1. relative advantage
	4.54
	0.61
	Very High

	2. complexity
	4.44
	0.68
	Very High

	3. compatibility
	4.44
	0.66
	Very High

	4. perceived risk
	4.43
	0.66
	Very High

	5. customer innovativeness
	4.44
	0.68
	Very High

	Category
	4.46
	0.66
	Very High



Summary on the level of Perceived Benefits
	The results of the descriptive statistics on identifying the level of perceived benefits were presented in Table 2 which has a total mean of 4.48 and standard deviation of 0.60 which can be described as very high which means that perceived benefits are always observed. The results also revealed that the indicator which has the highest mean was assortment with an average of 4.67 and a standard deviation of 0.52, indicating that assortment is always observed. This finding means that the respondents value the vast variety of options and services provided to an extent that they are more satisfied and enjoyed their experience as this increases their satisfaction. 
Table 2
Level of Perceived Benefits
	Indicators
	Mean
	 SD
	Descriptive Equivalent

	1. convenience
	4.48
	0.60
	Very High

	2. empowerment
	4.41
	0.68
	Very High

	3. personalization
	4.47
	0.66
	Very High

	4. discreetness
	4.48
	0.64
	Very High

	5. better deal
	4.46
	0.66
	Very High

	6. discretion
	4.65
	0.52
	Very High

	7. assortment
	4.67
	0.52
	Very High

	Category
	4.48
	0.60
	Very High



Significance of the Adoption of Digital Payment Systems and Perceived Benefits. 
Displayed in table 3 is the relationship between the independent variable, adoption of digital payment systems, and the dependent Variable, perceived benefits. The overall coefficient of significance was 0.844, with a P-value of <0.001, which is lower than the 0.05 level of significance. This means a significant relationship existed between the adoption of digital payment systems and perceived benefits since the probability value is p<0.001. Thus, the null hypothesis of no significant relationship was therefore rejected. The overall significance coefficient of .844 also showed a significance between the two variables. 
Table 3.
Significance of the relationship between digital payment systems adoption and perceived benefits.
	Variables Correlated
	r
	p-value
	Decision on Ho
	Decision on Relationship

	digital payment systems adoption and perceived benefits
	0.844
	<.001
	Reject
	 Significant












DISCUSSIONS

This chapter discussed the summary, conclusion, and recommendations on the research findings. The result presents the relationship between the adoption of digital payment systems and its perceived benefits.
Summary on the level of Digital Payment Systems Adoption
         The aforementioned table 1 showed the descriptive statistics findings on determining the level of digital payment systems adoption, described as very high. This means that the adoption of digital payment systems adoption is always evident. These findings suggested that continuing to have this exceptionally high rate of digital payment systems adoption can continue to promote this as a way to improve operational efficiency, as well as to continue using platforms like GCash in partnered merchants. Nevertheless, those indicators which have lower average scores could still be refined to attain the best possible result in the adoption and guarantee a lasting integration of digital payment systems into the business activities.
Moreover, this result agreed with the research of Oliveira et al. (2021) who observed that relative advantage is one of the important factors that determine the adoption of mobile payment systems since they enhance the efficiency of transactions, convenience, and business performance in general among the merchants. Along with this, the findings were supported by the study of Al-Okaily et al. (2024) which concluded that consumers were more likely to use digital payments, particularly when they view digital convenience as favorable, more use of it in the same way is possible because it is easy, fast, and convenient to use.  Also, it is supported by the study of Ahn and Park (2023) which underlined that customer innovativeness positively influences the use of mobile payment systems as the more merchants are willing to use the newest technologies, the earlier they can adopt digital payment systems and more they see substantial gains in the speed, customer satisfaction, and competitive advantage.
Summary on the level of Perceived Benefits
         The descriptive statistics findings on determining the level of perceived benefits, described as very high. This means that the perceived benefits are always observed. Such an outcome means that the perceived benefits of digital payment systems are always achieved as convenience, empowerment, personalization, discreetness, better deals, and assortment is always observed.
	The results conformed to the study of Islam et al. (2025) that perceived benefits such as increased operational efficiency, faster transactions, and enhanced customer satisfaction significantly influence merchants’ decision to adopt digital payment systems. These outcomes highlight how merchants view digital payments not just as a tool, but as a value-adding innovation that improves business performance and customer experiences, reinforcing the importance of perceived benefits in adoption behavior. Moreover, Sutar and Chabukswar (2025) stated that with the incorporation of digital payment in business activities, it was discovered to enhance efficiency in the operations and customer satisfaction that increase perceived benefits among customers. 
Correlation between Digital Payment Systems Adoption and Perceived Benefits 
The correlation of digital payment system adoption and perceived benefits showed a high positive correlation. Besides, the correlation between adoption and perceived benefits was observed to be statistically significant with a probability value of P<0.001, which was less than the 0.05 level of significance. The results supported the fact that digital payment systems influence the business positively. For instance, according to Purwanto et al. (2024) who claimed and stated that the use of this system positively increases the confidence of merchants, minimizes the time of transactions, and improves the overall process of service provision. 
Furthermore, according to the theory of Rogers (1962), the Diffusion of Innovations Theory, people tend to embrace innovations more when they realize or perceive relative advantages, compatibility and ease of use. Therefore, these findings were consistent with the calculated correlation coefficient r= 0.844, P<0.001, which indicates that there is a strong, significant, positive relationship between the adoption of digital payment systems and perceived benefits among partner merchants at Santo Tomas, Davao del Norte.
Conclusion
	Conclusions are drawn in this sector, as seen in the study's findings. The descriptive statistics findings on determining the level of digital payment systems adoption, described as very high. This means that the adoption of digital payment systems was always evident. This means that merchants always spend GCash when carrying out business transactions, which shows that they have embraced and incorporated the use of the digital payment system in the business. Such a high degree of uptake suggested that merchants are aware of the convenience, efficiency and accessibility of using GCash and they routinely reflect in their day-to-day business activities.
	The findings of this study concluded a significant relationship between digital payment systems adoption and perceived benefits. Furthermore, there was a statistically significant relationship in the adoption of digital payment systems and perceived benefits. In accordance with the study of Sutar and Chabukswar (2025), they agree that digital payment system adoption improves efficiency of the business, customer satisfaction rate, and operational effectiveness. These are in line with our results which indicated a high positive correlation between adoption and perceived benefits. The more merchants adopted digital payment systems, the more they felt transactions were faster, more efficient and gave them better customer service.
Moreover, this research is grounded on the Technology Acceptance Model Theory by Davis (1989), which suggested that the more users think that a technology is useful and helpful, the more they can embrace it, hence achieving the desired benefits. In this regard, merchants that cultivate positive sentiments towards the use of GCash will enjoy the real benefits and adopt the system successfully within their companies.
Recommendation
Several recommendations are made based on the findings and conclusions of the study. Partnered merchants in Santo Tomas, Davao del Norte are encouraged to sustain the very high level of digital payment systems adoption by strengthening areas that obtained relatively lower mean scores, particularly complexity and perceived risk. Merchants may participate in additional training or guidance programs to enhance their understanding of the system, minimize transaction errors, and reduce concerns related to security and system reliability.
Since perceived benefits were also rated very high, indicators such as empowerment and discretion may be further enhanced by ensuring that users feel more in control of their transactions and that privacy measures are clearly communicated and consistently implemented. Strengthening data protection practices and promoting transparency in digital transactions can help increase confidence in using digital payment platforms such as GCash.
Moreover, merchants are encouraged to integrate digital payment systems as a core business strategy to improve transaction efficiency, service quality, and customer trust. Continuous use and proper management of these systems may contribute to smoother operations and greater customer satisfaction.
Finally, future researchers may examine other variables that could affect the adoption of digital payment systems and other perceived benefits, including the size of merchants, demographics of customers, technological preparedness, or even financial literacy. The mixed-method research designs that involve the combination of surveys, interviews, or focus group discussions can offer more suggestions about the experiences, challenges and perception of merchants in digital payment systems.

COMPETING INTERESTS DISCLAIMER:
Authors have declared that they have no known competing financial interests OR non-financial interests OR personal relationships that could have appeared to influence the work reported in this paper.






REFERENCES
Ahn, J., & Park, J. (2023). Examining consumer innovativeness and mobile payment adoption: The role of perceived value and trust. Sustainability, 15(3), 2154. https://doi.org/10.3390/su15032154
Ajzen, I. (1991). The theory of planned behavior. Organizational Behavior and Human Decision Processes, 50(2), 179–211. https://doi.org/10.1016/0749-5978(91)90020-T
Al Okaily, A., et al. (2024). Determinants of Digital Payment Adoption Among Generation Z: An Empirical Study. MDPI 
Al Qudah, A. A., Al Okaily, M., Shiyyab, F. S., Taha, A. A. D., Almajali, D. A., Masa’deh, R., & Warrad, L. H. (2024). Determinants of digital payment adoption among Generation Z: An empirical study. Journal of Risk and Financial Management, 17(11), 521. https://doi.org/10.3390/jrfm17110521 
Allen, J., Valverde, S. C., Chakravorti, S., Rodriguez-Fernandez, F., & Ardic, O. P. (2022). Assessing Incentives to Increase Digital Payment Acceptance and Usage. World Bank Publications-Books.
Cao, T., Xie, X., & Chen, J. (2021). The study of factors on the small and medium enterprises’ adoption of mobile payment: Implications for the COVID‑19 era. Frontiers in Public Health, 9, 646592. https://doi.org/10.3389/fpubh.2021.646592
Cazorla, I. M., Utsumi, M. C., & Magina, S. M. (2023). The Conceptual Field of Measures of Central Tendency: A First Approximation. International Electronic Journal of Mathematics Education, 18(4).
Chawla, D., & Joshi, H. (2020). Role of perceived usefulness, trust and security in the adoption of mobile wallet. Journal of Retailing and Consumer Services, 52, 101932. https://doi.org/10.1016/j.jretconser.2019.01.005
Christanto, G. F., & Panjaitan, E. S. (2025). The Impact of Contextual and Emotional E-Wallet Personalization on MSME Satisfaction in Medan. Brilliance: Research of Artificial Intelligence, 5(1), 318-324.
Creswell, J. W., & Creswell, J. D. (2020). Research design: Qualitative, quantitative, and mixed methods approaches (5th ed.). SAGE Publications.
Dada, J. O. & Oluwadara, M. O. (2023). The presence of secure and user friendly electronic payment systems in online sales: A variety of payment options for engineering SMEs in Nigeria. Journal of Information Systems Engineering and Management. 8(4).
Davis, F. D. (1989). Technology acceptance model: TAM. Al-Suqri, MN, Al-Aufi, AS: Information Seeking Behavior and Technology Adoption, 205(219), 5.
Dwivedi, Y. K., Rana, N. P., Jeyaraj, A., Clement, M., & Williams, M. D. (2020). Mobile payments adoption in emerging markets: A review of factors and challenges. Journal of Business Research, 117, 70–82. https://doi.org/10.1016/j.jbusres.2020.05.015
Faiz, F., Le, V., & Masli, E. K. (2024). Determinants of digital technology adoption in innovative SMEs. Journal of Innovation & Knowledge, 9(4), 100610.
Featherman, M. S., & Pavlou, P. A. (2003). Predicting e services adoption: A perceived risk facets perspective. International Journal of Human Computer Studies, 59(4), 451–474. https://doi.org/10.1016/S1071 5819(03)00111 3
Hariharan, M. A., Shruthi, V., & Fathima, M. A. A. The Impact of Digital Payment Systems on Financial Transactions in E-commerce.
Irianto, A. B. P., & Chanvarasuth, P. (2025). Drivers and Barriers of Mobile Payment Adoption Among MSMEs: Insights from Indonesia. Journal of Risk and Financial Management, 18(5), 251.
Islam, S. M., & Ferrer, M. A. (2025). Unlocking the Cashless Shift: Retailers’ Adoption of Digital Payment Systems in Emerging Markets. Journal of Theoretical and Applied Electronic Commerce Research, 20(4), 359.
Jiang, K., Zheng, J., Qin, M., & Luo, S. (2024). Perceived retailer innovativeness and its impact on customer engagement behavior in smart retailing. Service Business, 18(2), 255-285.
Khiong, K., Arijanto, R., Dewi, G. C., Mulyandi, M. R., Siagian, A. O., Wijoyo, H., & Purwanto, A. (2022). The role of compatibility, perceived usefulness, and perceived convenience on interest in using electronic money (e wallet). Journal of Positive School Psychology, 6(5). 
Kifle, F. (2022). Factors Influencing Customers Adoption of Digital Payment Systems: Evidence from Aish Bank (Doctoral dissertation, St. Mary’s University).
Kim, H. W., Chan, H. C., & Gupta, S. (2007). Value based adoption of mobile internet: An empirical investigation. Decision Support Systems, 43(1), 111 126. https://doi.org/10.1016/j.dss.2005.05.009.
Lee, J.-M., Lee, B., & Rha, J.-Y. (2019). Determinants of mobile payment usage and the moderating effect of gender: Extending the UTAUT model with privacy risk. International Journal of Electronic Commerce Studies, 10(1), 43–64. https://doi.org/10.7903/ijecs.1644
Lipsky, M. (2010). Street level bureaucracy: Dilemmas of the individual in public services (30th anniversary ed.). Russell Sage Foundation.
Liu, J., & Soomro, H. J. (2025). Technology meets psychology: digital finance integration, empowerment, and satisfaction among fintech employees. BMC Psychology, 13, 762. https://doi.org/10.1186/s40359 025 03104 1 
Ly, R., & Ly, B. (2024). Digital payment systems in an emerging economy. Computers in Human Behavior Reports, 16, 100517.
Manliguis, R. M. F., & Tagadiad, C. L. (2023). The mediating effect of empowering leadership on the relationship between school culture and teaching efficacy. International Journal of Research and Innovation in Social Science, 7(8), 401 414.
Miller, R., Whelan, H., Chrubasik, M., Whittaker, D., Duncan, P., & Gregório, J. (2024). A Framework for Current and New Data Quality Dimensions: An Overview. Data, 9(12), 151. https://doi.org/10.3390/data9120151
Moore, G. C., & Benbasat, I. (1991). Development of an Instrument to Measure the Perceptions of Adopting an Information Technology Innovation. Information Systems Research, 2 (3), 192–222. 
Nassaji, H. (2015). Qualitative and descriptive research: Data type versus data analysis. Language Teaching Research, 19(2), 129–132. https://doi.org/10.1177/1362168815572747
Oliveira, T., Thomas, M., Baptista, G., & Campos, F. (2021). Mobile payment: Understanding the determinants of customer adoption and intention to recommend. International Journal of Information Management, 57, 102251. https://doi.org/10.1016/j.ijinfomgt.2020.102251
Pal, A., Herath, T., De’, R., & Rao, H. R. (2021). Is the convenience worth the risk? An investigation of mobile payment usage. Information systems frontiers, 23(4), 941-961.
Purwanto, H., Adi, H. I. S., & Astuty, H. S. (2024). The Influence Of Perceived Ease Of Use On The Intention To Use Digital Payment Applications In Transactions. Jurnal Ilmiah Ekonomi Global Masa Kini, 15(2), 111-116.
Ramayanti, R., Rachmawati, N. A., Azhar, Z., & Nik Azman, N. H. (2024). Exploring intention and actual use in digital payments: A systematic review and roadmap for future research. Computers in Human Behavior Reports, 13, 100348. https://doi.org/10.1016/j.chbr.2023.100348
Rogers, E. M. (2003). Diffusion of innovations (5th ed.). Free Press.
Sahi, A. M., Khalid, H., Abbas, A. F., Zedan, K., Khatib, S. F., & Al Amosh, H. (2022, April). The research trend of security and privacy in digital payment. In Informatics (Vol. 9, No. 2, p. 32). MDPI.
Saunders, M., Lewis, P., & Thornhill, A. (2023). Research methods for business students (9th ed.). Pearson Education.
Smith, A., & colleagues. (2024). Determinants of digital technology adoption in innovative SMEs. Journal of Innovation & Knowledge, 9(4), 100610.
Tomar, V. S., Sharma, A., & Pandey, N. (2018). Perceived benefits of online shopping: Scale modification and validation. Indian Journal of Marketing, 48(12), 7-22.
Turney, S. (2024, February 10). Pearson correlation coefficient (r) | Guide & examples. Scribbr. https://www.scribbr.com/statistics/pearson-correlation-coefficient/
Wei, N., Liang, Y., Wang, H., & Liu, M. (2025). Analysis of mobile fintech adoption based on perceived value and risk theory: findings from PLS-SEM and fsQCA. Humanities and Social Sciences Communications, 12(1), 1-22.
Xu, H., Luo, X. (Robert), Carroll, J. M., & Rosson, M. B. (2011). The personalization privacy paradox: An exploratory study of decision making process for location aware marketing. Decision Support Systems, 51(1), 42–52. https://doi.org/10.1016/j.dss.2010.11.017 
Zhanglan, Y., Awino, Z. B., Yabs, J., & Wainaina, G. (2021). Top management team characteristics and managerial discretion on sustainable competitive advantage: An empirical investigation. Academic Journal of Business & Management, 3(7), 50-57.





