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Abstract: 7 

The current study is focused on the impact of digital payment adoption and trust on cross-8 

border trading activity of young entrepreneurs (18-35 years old). Based on a cross-sectional 9 

study conducted among 49 young entrepreneurs (mainly at an early stage of development in 10 

such fields as e-commerce, IT, and creative industries), the hypotheses have been developed. 11 

According to H1 and H2, digital payment adoption and trust have a positive impact on 12 

engaging in international business. Both hypotheses received statistical support – adoption 13 

correlated strongly with participation (r = 0.534) and trust had moderate correlation (r = 14 

0.357). Descriptively, about half of the respondents were in a pre-participation planning 15 

stage, security/fraud protection was the most important feature of platforms, and regulatory 16 

measures were viewed as the most valuable for building trust. Thus, barriers for cross-border 17 

trading activities of young entrepreneurs are related to relational and institutional factors but 18 

not technological ones. The study develops technology acceptance theory and trust theory; 19 

however, it is constrained by its sample size and cross-sectional character. 20 
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1. Introduction 36 

1.1 Background of the Study   37 

 38 

With the rise of new digital technologies and e-commerce, there has been a notable 39 

development in how companies conduct cross-border trading. It is worth mentioning that, 40 

before, cross-border trading was only possible for big multinationals. However, at present 41 

times, smaller companies and even individual entrepreneurs have started joining the ranks of 42 

participants in international trade. In other words, the world of global commerce is 43 

experiencing some shifts in how its participants operate. According to recent industry reports, 44 

the cross-border e-commerce market has expanded rapidly and is likely to keep growing as 45 

digital infrastructure develops across developing and developed economies. It seems that the 46 

most active representatives of the global entrepreneurial workforce are young people between 47 

18 and 35 years of age who possess certain digital competences and knowledge as well as a 48 

global perspective. Therefore, this generation is setting the bar high with regards to the level 49 

of business involvement. They want to participate in international trade long before their 50 

peers did it previously. Thus, increased activity in cross-border trade by younger 51 

entrepreneurs shows a certain paradigm shift in the sphere of international business. One of 52 

the important elements of the new paradigm is digital payment systems that have become 53 

crucial for effective cross-border transactions. With help from the digital payment platforms, 54 

it is possible to reduce the problems associated with international money transfers. For 55 

example, these platforms lower the problems of currency exchange, payment processing and 56 

fees. As a result, it becomes possible for SMEs and startups to compete effectively on the 57 

international arena. 58 

 59 

1.2 Rise of Digital Payment Systems in Global Trade   60 

In the last ten years, the world has experienced considerable changes in financial transactions 61 

that have been driven by financial technology innovations. New platforms such as PayPal, 62 

Stripe, Wise, Payoneer, and other blockchain-based solutions have made international 63 

payments easier and less costly compared to traditional bank transfers. Mobile payments have 64 

contributed to increased accessibility of financial services to entrepreneurs in remote parts of 65 

the world as now they are able to participate in international trade using only a smartphone 66 

and the Internet. In addition, a new technology, which is related to transaction verification, 67 

has appeared through the implementation of blockchain-based solutions. This new 68 

technology has made it possible for users to send money directly without using any 69 

intermediaries, and thus, it has opened up new opportunities for international trade. In 70 

particular, cryptocurrency and stablecoin are being used as reliable currencies for cross-71 

border transactions because of ease of transferability and stability in the case of stablecoins. 72 

Moreover, development of infrastructure for cross-border payments has been facilitated by 73 

investments of governments, international financial institutions, and the private sector as they 74 

realize how important it is to have an effective system for payments to grow economies and 75 

become more competitive. The innovations in digital payments have been widely adopted by 76 

SMEs and startups that are trying to reach new markets, improve cash flow, and acquire 77 

customers across the globe. 78 



 

 

  79 

1.3 Changing Nature of Entrepreneurial Participation   80 

The emergence of digital platforms and payment systems has resulted in a radical change in 81 

the nature and extent of entrepreneurship in that it has enabled the transition from local to 82 

international entrepreneurial ventures. The modern generation of entrepreneurs tends to think 83 

internationally while designing their business models resulting in the emergence of "born 84 

global" ventures rather than a gradual progression to international markets that characterized 85 

the previous generation of entrepreneurs. 86 

Thanks to digital platforms such as e-commerce portals, social networks, cloud applications 87 

for running businesses, and integrated payment processing solutions, today's entrepreneurs 88 

can gain access to international markets much easier than they used to. For example, an 89 

entrepreneur in a developing country can build a global customer base, deal with international 90 

suppliers, and perform cross-border payments with capacities available before only for big 91 

companies. The increased accessibility of global markets is among the most important 92 

phenomena in the history of international entrepreneurship. 93 

In addition, digital platforms have changed the very way of doing business and growing 94 

companies. The costs associated with serving extra international customers have dramatically 95 

decreased in the digital economy. Young entrepreneurs can grow their businesses at a much 96 

faster pace using the digital environment than traditional entrepreneurship models allowed. 97 

Payment systems are especially important for scaling businesses since the ability to reliably 98 

perform cross-border payments is critical. 99 

 100 

1.4 Problem Statement   101 

However, even though the digital payment system has huge potential in assisting cross-border 102 

trade, it encounters major barriers that hinder its implementation by young entrepreneurs – 103 

lack of trust. Issues with trust in international digital payments consist of several related 104 

problems such as trust in the payment platform, trust in the transaction partners and trust in 105 

the rules of the game. Absence of trust in any of these spheres hinders engagement in 106 

international trade even if there is technology that can be used by entrepreneurs. 107 

Security issues might be the most serious problem that hinders trust in international digital 108 

payments among entrepreneurs. Due to the fact that young entrepreneurs operate under rather 109 

limited financial resources and do not have institutional support, they are prone to such 110 

problems as payment fraud, information leaks, unauthorized transactions and hacking of 111 

accounts. Cybercrime that targets online trade has increased fears of young entrepreneurs, 112 

which lead to excessive caution or even refusal to participate in international trade using 113 

digital platforms despite the potential advantages. 114 

On top of security issues, there is the problem of regulations of cross-border digital payments. 115 

The problem with regulation of digital financial operations is that international regulations of 116 

such spheres are highly fragmented. In each region there are special requirements on AML, 117 

KYC checks, data protection, etc. Thus, young entrepreneurs who usually do not have a legal 118 

team encounter significant difficulties in this matter. 119 

 120 

1.5 Research Gap   121 



 

 

In spite of the rapid expansion of literature on the effects of digital payments on cross-border 122 

trade and entrepreneurship, there is insufficient knowledge on how trust in digital payment 123 

system impacts participation in international business activities by young entrepreneurs. Most 124 

of the studies conducted in this field were based on secondary data or focused on experienced 125 

businessmen and international traders. As a result, the point of view of young entrepreneurs 126 

was seriously neglected. This study attempts to address the problem by collecting and 127 

analyzing primary data from young entrepreneurs aged 18-35. 128 

Moreover, while the issue of trust impact on transaction behaviors in the digital environment 129 

has already received significant theoretical attention, the empirical link between trust 130 

perception and practical business participation in cross-border trade is still weak. Previous 131 

studies often viewed trust and digital payment adoption as separate phenomena without 132 

considering how different factors related to trust affect entrepreneurs' decisions to engage in 133 

international business activities. In this case, this study will attempt to establish links between 134 

trust perceptions and their impact on entrepreneurial decisions to participate in international 135 

markets directly and indirectly. 136 

Finally, behavioral considerations associated with the process of digital payment adoption, 137 

which include such factors as perceived risks, self-efficacy, social influences and prior 138 

experience, are understudied in the context of young entrepreneurs participating in cross-139 

border trade. 140 

 141 

1.6 Significance of the Study   142 

The current study has significant implications for many different spheres and therefore is an 143 

important and valuable addition to entrepreneurship studies, digital finance and international 144 

business. On a practical level, the research findings will be very helpful for young 145 

entrepreneurs who will learn what should be considered while building trust in digital 146 

payment systems. These insights will be useful for making sound decisions concerning 147 

platform selection and risk management as well as effective ways to participate in 148 

international business by using digital payment systems securely. The study identifies 149 

particular trust barriers that make entrepreneurs reluctant to use platforms of this kind for 150 

their international activities. From the perspective of fintech companies and developers of 151 

digital payment services, the information obtained in the course of this research will help 152 

understand the particular trust issues and behavioral tendencies of young entrepreneurs. As a 153 

result, payment systems will become more responsive to the needs of customers and will 154 

offer increased transparency, which will foster greater trust among potential users of the 155 

payment systems. From the policy perspective, this study adds evidence that can be used to 156 

develop regulatory framework as well as support compliance and trade facilitation programs. 157 

Finally, on a purely academic level, this study makes a theoretical and empirical contribution 158 

to the existing body of literature on trust in digital environments, entrepreneurial 159 

internationalization and behavioral economics of digital payment adoption. 160 

2. Review of Literature 161 

2.1 Digital Payment Systems in Cross-Border Trade 162 



 

 

The growth of digital payment channels has significantly impacted how international trade 163 

works. International financial payments have become much faster, cheaper, and easier due to 164 

the creation of new opportunities for engaging in cross-border business by companies of 165 

different sizes. In the traditional world, the process of financial transactions was characterized 166 

by long delays, complicated fee structures, and necessity to use correspondent banking 167 

connections. Thanks to the development of digital payment systems, most of these factors 168 

have been eliminated. Digital payment channels allow conducting transactions within 169 

seconds and reduce costs of international payments making cross-border business available to 170 

any companies. 171 

At the same time, the role of digital payment systems is not limited to making transactions 172 

easier. Such systems provide the financial infrastructure for the operation of international 173 

supply chains, international marketplace ecosystems, and businesses. They allow us to 174 

conduct payments in different currencies and convert exchange rates automatically. With the 175 

help of such systems, SMEs can make international transactions and manage financial 176 

complexities of international business without having a treasury or complicated banking 177 

relationships. It is especially important for entrepreneurs from developing and emerging 178 

markets because for them international transactions and cross-border payments used to be 179 

difficult to conduct. 180 

Financial inclusion is yet another aspect of the disruptive change created by the advent of 181 

digital payment systems on international trade. By widening the access of international 182 

payment rail to entities that were not allowed access within the formal banking system, 183 

digital payment systems have widened the scope of the pool of entities that can participate in 184 

international business. Through mobile money payment systems and fintech-based payment 185 

systems, micro and small businesses in areas where there is a lack of a developed banking 186 

system have been able to transact internationally, receive payments from foreign entities, and 187 

connect to global supply chains in ways that could not be achieved through conventional 188 

banking methods 189 

2.2 Trust and Security in Digital Transactions 190 

Trust is considered a key construct in the academic literature about transaction behavior in 191 

the digital environment and has been shown to be one of the major predictors of adoption, 192 

continued usage and transaction activity via digital payment platforms. Various researchers 193 

from the fields of information systems, behavioral economics, marketing and international 194 

business have identified trust as a multi-dimensional concept which includes the following 195 

components cognitive evaluation of digital platform reliability and capability, affective 196 

evaluation of platform benevolence and integrity and calculative evaluation of potential risks 197 

and rewards associated with using financial services via digital platform. Trust becomes even 198 

more important in cases of cross-border transactions where the increased uncertainty because 199 

of various factors such as geographic distance and cultural differences has an additional 200 

impact on the behavior of the actors. 201 



 

 

Risk perception is strongly correlated with trust in digital payment academic literature and 202 

higher perceptions of the risks associated with digital payments lead to the decreased level of 203 

trust and decreased likelihood of engaging in financial transactions via digital payment 204 

platform. Financial risks which have been identified in empirical studies in this area include 205 

the following – financial loss due to fraud or unauthorized transactions, identity theft and loss 206 

of personal financial data, risk of platform failure or bankruptcy, non-delivery of goods or 207 

services in cross-border trade situations. Young entrepreneurs who might have not used 208 

digital payments on the international market before and might not have enough resources to 209 

cover possible financial losses may be particularly sensitive to the aforementioned risk 210 

factors. 211 

The issues of cybersecurity and data protection have become crucial in research on trust in 212 

digital payment systems due to increasing complexity and occurrence of cyber attacks on 213 

platforms used for financing and commerce. Studies show that the perception of a platform's 214 

cybersecurity, such as encryption, authentication, fraud detection mechanisms, and handling 215 

of data, plays a key role in determining users' level of trust and the propensity to conduct 216 

digital transactions. Effective cybersecurity, as well as open information about it provided to 217 

the customers, has been suggested as one of the most effective methods to foster trust in 218 

digital financial services. The regulatory acts of the European Union, such as the General 219 

Data Protection Regulation (GDPR), and similar data protection regulations in other countries 220 

emphasize the significance of the data protection aspect for trust building. 221 

2.3 FinTech Innovation and International Business 222 

Among the new technologies that the fintech revolution has brought into being is the range of 223 

technological innovations that are gradually but steadily revolutionizing the structure of 224 

international business. Perhaps, no other innovation of the modern period can be considered 225 

as significant as the development of blockchain technology. This innovation provides a 226 

decentralized and immutable ledger system that facilitates the process of recording 227 

transactions in a secure manner without any centralized intermediary institution. In case of 228 

cross-border trade, the payment system based on the blockchain can resolve the problems of 229 

transaction transparency, transaction speed, trust between parties, and costly transactions that 230 

cross-border remittances face now. Thus, blockchain is a truly groundbreaking technology in 231 

the area of international business. 232 

Another area of fintech innovation, which is closely related to international business, is 233 

digital currencies. It is necessary to mention cryptocurrencies, like Bitcoin and Ethereum, 234 

stablecoins pegged to traditional currencies, and central bank digital currencies (CBDCs). 235 

The development of the former type of digital currency allows for cross-border transaction in 236 

an innovative manner without using traditional banking services, which can reduce 237 

transaction cost, accelerate the process of settlement, and increase access to financial 238 

resources for people from countries with underdeveloped financial infrastructure. The interest 239 

of central banks to create CBDCs is also evidence that digital currencies will play an 240 

increasingly important role in the sphere of international trade finance. 241 



 

 

The automation of processes as well as disintermediation form another important aspect of 242 

the effects of fintech on global business operations. In other words, smart contracts developed 243 

using the blockchain technology platform allows the automation of trade agreements once 244 

certain conditions have been met, without the need for intermediary organizations like 245 

correspondent banks, trade finance institutions, and escrow services. Such disintermediation 246 

can lead to a reduction in the cost, delays, and risks involved in international trade deals thus 247 

making it easier for small and medium-sized enterprises as well as entrepreneurial activities 248 

to engage in global business. Studies have shown that the use of fintech-based automation is 249 

linked to greater involvement in international trade by younger entrepreneurs. 250 

2.4 Barriers to Cross-Border Digital Payments 251 

Despite all the progress made in digital payment technology and infrastructure, a number of 252 

barriers have been identified that pose challenges to conducting seamless cross-border digital 253 

payments, especially for SMEs and emerging entrepreneurs who do not have access to the 254 

same resources and institutional support as large and well-established firms. One of the most 255 

challenging barriers to implementing cross-border digital payments are regulatory and 256 

compliance issues, related to the fact that the global regulatory system for digital financial 257 

transactions is not unified and does not provide consistent standards. The legal and regulatory 258 

environment is different in various countries, where the rules concerning the issuance of 259 

licenses, anti-money laundering compliance, consumer protection, data localization, and 260 

capital control regulations apply. 261 

The second group of barriers to adopting cross-border digital payments involves cultural and 262 

institutional differences that affect attitudes towards using digital financial technologies, risks 263 

and trust associated with them. Cross-cultural studies on consumer behavior and international 264 

business show that trust in digital payment systems is not a culturally universal issue and 265 

depends significantly on factors such as uncertainty avoidance, individualism-collectivism 266 

and trust in regulatory authorities and legal institutions. As a result, besides regulatory and 267 

technical complexity, entrepreneurs engaged in cross-border digital payments should also 268 

overcome cultural and institutional barriers to trust when working with counterparty 269 

organizations and platforms. 270 

The lack of infrastructure and digital literacy are another two barriers that play a key role in 271 

the process of adopting cross-border digital payments. Adequate internet access, the presence 272 

of appropriate devices, the ability to connect to the payment platforms, and having 273 

appropriate financial infrastructure are some of the conditions required for successful 274 

engagement in the world of digital payments. These conditions exist unevenly in different 275 

parts of the world, which is why entrepreneurs in the less developed countries face certain 276 

difficulties in terms of cross-border payments. Digital literacy, which refers to the possession 277 

of all the necessary skills and knowledge for effective and secure usage of digital payment 278 

platforms, is another critical factor. 279 

2.5 Entrepreneurial Adoption of Digital Payments 280 



 

 

Academic literature on technology adoption offers a solid theoretical framework that is 281 

relevant when it comes to factors influencing entrepreneurial decisions related to the adoption 282 

of digital payment platforms. The Technology Acceptance Model (TAM), first proposed by 283 

Davis in 1989, suggests perceived usefulness and perceived ease of use as the two main 284 

variables that determine technology adoption intention; later studies have proven the 285 

relevance of both constructs when it comes to entrepreneurial digital payment adoption. 286 

Specifically, entrepreneurs who perceive digital payment platforms as effective tools that can 287 

be used to increase business efficiency, access markets, and reduce transaction costs are more 288 

likely to adopt and actually use such platforms than entrepreneurs who find them hard-to-use 289 

or poorly integrated into existing business practices. 290 

Apart from the basic constructs of TAM, empirical literature on entrepreneurial digital 291 

payment adoption has revealed a number of factors that affect entrepreneurial decisions 292 

related to technology adoption. Among those factors one can mention social influence, 293 

subjective norm, previous technology experience, availability of resource support and, 294 

finally, payment platform credibility/reputation. One of the most influential factors is social 295 

influence: according to recent studies, young entrepreneurs tend to adopt payment platforms 296 

that are supported or used by other people (mentors, network members, etc.). 297 

Behaviors of the younger entrepreneurs concerning the adoption of digital payment systems 298 

demonstrate a unique pattern emerging from the connection between digital generation, risk 299 

taking, and entrepreneurship. According to the research, young entrepreneurs tend to be more 300 

open to digital financial innovations than their older counterparts, mainly because they are 301 

better acquainted with digital tools, have fewer obstacles associated with psychological issues 302 

when experimenting with new technologies, and are more focused on the international 303 

opportunities that digital payments bring. Nevertheless, at the same time, young 304 

entrepreneurs show higher vulnerability to the threats posed by digital technologies and 305 

security risks in cross-border transactions. 306 

2.6 Role of Trust in Business Expansion 307 

The link between trust and business development has been widely explored and empirically 308 

investigated in the international business and organizational behavior literature; there are 309 

consistent findings indicating the significance of trust as an intermediary variable in the 310 

process of making financial decisions and growing business. Within the field of e-commerce, 311 

trust serves as an important prerequisite for entrepreneurial readiness to invest funds, expand 312 

into new markets, and enter into business dealings with unknown entities. It has been 313 

hypothesized that trust acts as a mediator of the relationship between perceived capability of 314 

the platform and real transaction behavior. The benefits of using payment systems of high 315 

quality for business performance are transmitted via trust perceptions. 316 

The link between trust and transaction frequency has been firmly proved by many empirical 317 

studies. Increased level of trust in digital payment systems leads to greater frequency of 318 

transactions performed with the help of this system both domestically and internationally. 319 



 

 

This connection is explained by the fact that trust helps to reduce the psychological costs of 320 

transactions and allows engaging in multiple transactions without continuous reassessment of 321 

risks. In an international business environment, when each transaction is accompanied by 322 

dealing with new partners, unknown regulation regime, and currency risks, the availability of 323 

trustworthy payment systems provides additional advantages for the transactional process. 324 

Trust affects business growth in various ways, among which are impacts related to how much 325 

it influences decisions on entering markets, sustaining relationships, customer loyalty, and the 326 

allocation of resources. The entrepreneurs who have achieved high degrees of trust in digital 327 

payment services will be able to seek international market prospects, develop long-term 328 

relationships with foreign suppliers and customers, and make investments in developing 329 

digital facilities for their international activities. At the same time, continuous trust problems 330 

may result in the formation of certain path dependencies and lead entrepreneurial companies 331 

to operate only in their national or regional markets. Therefore, the development of trust in 332 

digital payment services is a strategically important step for entrepreneurs who want to 333 

develop internationally. 334 

2.7 Digital Platforms and Global Market Access 335 

Digital platforms have become revolutionary intermediaries in the architecture of 336 

international trade, radically transforming the market conditions under which entrepreneurs 337 

gain access to international markets, establish connections with international buyers and 338 

suppliers, and build international enterprises. E-commerce platforms such as Amazon, 339 

Alibaba, eBay, Etsy, as well as a myriad of niche and region-specific marketplaces, have 340 

facilitated the emergence of environments where entrepreneurs can sell products or services 341 

to an international clientele within integrated and standardized platforms. With the 342 

availability of these platforms, entrepreneurs are presented with opportunities that radically 343 

reduce the entry barriers associated with international trade, allowing young entrepreneurs to 344 

reach customers in multiple countries at once without having to be physically present, 345 

establish partnerships in foreign countries, or invest in infrastructure. 346 

Payment system integration with digital business models is another important aspect of the 347 

effects of the platform economy on international entrepreneurship. Embedded payment 348 

features, which make it possible for entrepreneurs to receive payments from international 349 

buyers within the platform environment where they manage listings, maintain inventories, 350 

and customer relations, have simplified the financial aspect of international business 351 

significantly and made the use of international payment channels less complicated. The 352 

integration of the process of payment receipt into the processes of listing management, 353 

inventory maintenance, and customer management makes the entire business process more 354 

efficient and provides additional benefits of using platforms for entrepreneurs. 355 

The increasing size of global customer bases, facilitated by digital platforms and their 356 

payment structures, has had significant impacts on the development paths of entrepreneurial 357 

firms. Studies have shown that firms which use digital platforms to sell internationally 358 



 

 

perform better in terms of revenue growth and competitiveness than firms that only sell 359 

within their own countries. Network effects of major e-commerce platforms, together with 360 

algorithms through which their visibility is created, create an environment which fosters 361 

growth from increased market access associated with using digital platforms. Young 362 

entrepreneurs in particular can benefit more from digital platforms, making their use integral 363 

part of international entrepreneurship planning. 364 

2.8 Research Gap in Cross-Border Payment Studies 365 

From the review of the existing literature on the topic, it can be noted that there exists an 366 

extensive body of knowledge on the topics of digital payment systems, trust in digital 367 

transaction process, fintech innovations, and adoption of technology by entrepreneurs. 368 

Nevertheless, upon critical consideration of the reviewed literature, it can be observed that 369 

there exist a number of serious gaps in the available scientific and scholarly knowledge on 370 

the topic, which limit the overall comprehensiveness of this knowledge and its practical 371 

applicability to the specific intersection of the issues of trust, adoption of digital payments, 372 

and the involvement of young entrepreneurs in cross-border trade. 373 

In the first place, one should note that the existing body of knowledge is characterized by the 374 

lack of primary survey-based empirical research, which captures the perception and 375 

experience of young entrepreneurs concerning the issue of trust and adoption of digital 376 

payments in the context of cross-border trade. It means that the current knowledge in the field 377 

is largely characterized by the use of secondary data, case studies and theoretical models that 378 

do not incorporate the perspectives of the target population in question. The current study 379 

aims to overcome the aforementioned limitation by conducting primary surveys among the 380 

specified sample of entrepreneurs aged between 18 and 35. 381 

Additionally, it is worth noting that there is also a serious gap in terms of the research on the 382 

topic of youth-led entrepreneurship as a separate phenomenon in the broader literature on 383 

digital payment adoption and international business. The existing general researches on the 384 

behavior of small and medium enterprises and their digital payment adoption do not provide 385 

sufficient understanding of the specific features and peculiarities of youth-led 386 

entrepreneurship, which are determined by a combination of factors. 387 

Lastly, there is a need to have an integrated theory and empirical approach of trust and 388 

technology adoption related variables in the same analytical framework for cross-border 389 

payment situations. Research on trust and research on technology adoption have been two 390 

separate but closely related processes, where little attention has been paid to examining the 391 

interaction of these concepts in influencing the involvement of entrepreneurs in international 392 

digital commerce. This study attempts to address this theoretical gap by taking into account 393 

the trust and technology adoption related variables in its analytical framework, which will 394 

result in having a better understanding of the determinants of young entrepreneurs’ 395 

involvement with digital payment systems in cross-border transactions. 396 

3. Theoretical Background 397 



 

 

3.1 Technology Acceptance Model (TAM) 398 

The Technology Acceptance Model, originally proposed by Davis (1989), stands as one of 399 

the most widely cited and empirically validated frameworks for understanding individual 400 

adoption behavior toward information technology systems. At its core, TAM postulates that 401 

two primary perceptual constructs, namely perceived usefulness and perceived ease of use, 402 

are the fundamental determinants of an individual's attitude toward adopting a new 403 

technology, which in turn shapes behavioral intention and actual usage behavior. Perceived 404 

usefulness refers to the degree to which a prospective user believes that adopting a particular 405 

technology will enhance their performance in a given task or context, while perceived ease of 406 

use refers to the degree to which the user expects the technology to be free of cognitive effort 407 

and operational difficulty. 408 

In the context of digital payment system adoption among young entrepreneurs engaged in 409 

cross-border trade, TAM provides a particularly relevant and powerful explanatory 410 

framework. Entrepreneurs who perceive digital payment platforms as genuinely useful 411 

instruments for facilitating international transactions, reducing costs, accelerating payment 412 

cycles, and expanding market access are significantly more likely to adopt and consistently 413 

use these systems in their business operations. Conversely, platforms that are perceived as 414 

technically complex, operationally cumbersome, or poorly integrated with existing business 415 

workflows are likely to encounter resistance, regardless of their underlying functional 416 

capabilities. The perceived usefulness construct is therefore especially salient in the cross-417 

border trade context, where the practical benefits of digital payment adoption are both 418 

substantial and directly tied to core entrepreneurial objectives. 419 

Empirical applications of TAM in digital payment research have consistently confirmed the 420 

predictive validity of both core constructs across diverse cultural, demographic, and 421 

technological contexts. Studies conducted in emerging market economies, where digital 422 

payment adoption among SMEs and young entrepreneurs has been a particular focus of 423 

policy and scholarly attention, have found that perceived usefulness consistently exerts a 424 

stronger influence on adoption intention than perceived ease of use, suggesting that 425 

entrepreneurs are primarily motivated by the functional value proposition of digital payment 426 

systems rather than their technical simplicity. This finding carries important implications for 427 

the present study, which examines how perceptions of digital payment utility interact with 428 

trust-related factors to shape international business participation decisions among young 429 

entrepreneurs. 430 

3.2 Trust Theory in Digital Environments 431 

Trust theory, as applied to digital environments, draws on a rich tradition of scholarship 432 

spanning sociology, psychology, organizational behavior, and information systems, 433 

synthesizing insights from these diverse disciplines into a coherent framework for 434 

understanding how trust is formed, maintained, and disrupted in technology-mediated 435 

interactions. In digital contexts, trust is generally conceptualized along two primary 436 



 

 

dimensions: institutional trust and relational trust. Institutional trust refers to confidence in 437 

the structural safeguards, regulatory frameworks, and organizational systems that govern 438 

digital transactions, including the legal protections available to parties in the event of 439 

disputes, the regulatory oversight of payment platforms, and the technical security standards 440 

that protect transactional integrity. Relational trust, by contrast, refers to the interpersonal and 441 

interorganizational confidence that develops between specific transacting parties on the basis 442 

of repeated interactions, shared norms, and accumulated experience. 443 

Both dimensions of trust are highly relevant to the context of cross-border digital payment 444 

adoption among young entrepreneurs. Institutional trust in the regulatory and legal 445 

frameworks governing international digital transactions is a critical prerequisite for 446 

entrepreneurial willingness to engage in cross-border commerce, as entrepreneurs must be 447 

confident that mechanisms exist to protect them in the event of fraud, non-performance, or 448 

dispute. In international contexts, where transactions span multiple jurisdictions with 449 

potentially divergent legal frameworks and enforcement capacities, institutional trust may be 450 

more difficult to establish and is therefore a more significant determinant of entrepreneurial 451 

behavior. Relational trust, meanwhile, develops over time through repeated successful 452 

transactions with specific platforms, payment providers, and trading counterparties, gradually 453 

reducing the perceived risk of transactional engagement and enabling greater confidence in 454 

digital payment interactions. 455 

The role of trust in financial decision-making has been extensively examined in both 456 

laboratory and field research settings, with consistent findings affirming its status as a 457 

powerful moderator of financial behavior. In the digital payment context, trust has been 458 

shown to influence not only the initial decision to adopt a payment platform but also the 459 

volume and frequency of subsequent transactions, the willingness to use platforms for higher-460 

value exchanges, and the propensity to recommend platforms to peers within entrepreneurial 461 

networks. McKnight and Chervany's (2001) influential framework of trust in electronic 462 

commerce identifies trusting beliefs, trusting intentions, and trust-related behaviors as distinct 463 

but interconnected components of the trust construct, providing a nuanced conceptual 464 

architecture that informs the analytical approach adopted in the present study. 465 

3.3 Behavioral Economics Perspective 466 

The behavioral economics perspective offers a complementary and enriching lens through 467 

which to examine entrepreneurial decision-making regarding digital payment adoption in 468 

cross-border trade contexts. Unlike classical economic models, which assume that decision-469 

makers are fully rational agents who systematically evaluate costs and benefits in arriving at 470 

optimal choices, behavioral economics recognizes that human decision-making is 471 

systematically influenced by cognitive biases, emotional responses, heuristics, and contextual 472 

framing effects that often lead to deviations from purely rational behavior. These insights are 473 

particularly relevant in the context of cross-border digital payment decisions, where the 474 

complexity, novelty, and perceived risk of the transactional environment create conditions 475 

particularly conducive to the operation of cognitive biases. 476 



 

 

Risk aversion represents one of the most extensively documented and theoretically significant 477 

concepts in behavioral economics, referring to the well-established tendency of individuals to 478 

weight potential losses more heavily than equivalent potential gains in their decision-making 479 

calculus. In the context of cross-border digital payment adoption, risk aversion manifests as a 480 

heightened sensitivity to the potential negative consequences of transacting through 481 

unfamiliar digital platforms, including the possibilities of fraud, payment failure, regulatory 482 

non-compliance, and reputational damage. Research consistently demonstrates that risk-483 

averse entrepreneurs require substantially higher levels of trust and security assurance before 484 

committing to digital payment platforms for international transactions, and that even 485 

relatively minor negative experiences or perceived security incidents can trigger significant 486 

reductions in payment platform engagement. 487 

Cognitive biases further shape entrepreneurial payment adoption behavior in ways that are 488 

not fully captured by rational choice frameworks. The availability heuristic, for instance, 489 

leads entrepreneurs to overweight the salience of vivid, easily recalled instances of digital 490 

payment fraud or platform failure in assessing the risks of cross-border digital transactions, 491 

potentially resulting in systematically elevated risk perceptions relative to actuarial 492 

probabilities. Confirmation bias may lead entrepreneurs who harbor initial skepticism toward 493 

digital payment systems to selectively attend to information that confirms their reservations, 494 

while discounting contrary evidence. Status quo bias, reflecting a general preference for 495 

existing arrangements over novel alternatives, may create inertia that impedes digital 496 

payment adoption even among entrepreneurs who acknowledge the potential benefits of 497 

platform use. Recognizing and accounting for these behavioral tendencies is essential for 498 

developing accurate models of entrepreneurial digital payment adoption. 499 

3.4 Unified Theory of Acceptance and Use of Technology (UTAUT) 500 

The Unified Theory of Acceptance and Use of Technology, developed by Venkatesh, Morris, 501 

Davis, and Davis (2003), represents a significant theoretical advancement over earlier single-502 

construct adoption models by integrating elements from eight competing technology 503 

acceptance theories into a comprehensive and empirically powerful framework. UTAUT 504 

identifies four core determinants of technology adoption intention and behavior: performance 505 

expectancy, effort expectancy, social influence, and facilitating conditions. Performance 506 

expectancy and effort expectancy correspond closely to TAM's perceived usefulness and 507 

perceived ease of use constructs, while social influence and facilitating conditions introduce 508 

additional explanatory dimensions that are particularly relevant to the entrepreneurial 509 

adoption of digital payment systems in cross-border trade contexts. 510 

Social influence, defined as the degree to which an individual perceives that important others 511 

believe they should use a particular technology, plays a significant role in shaping 512 

entrepreneurial digital payment adoption behavior, particularly among younger entrepreneurs 513 

who are embedded in active peer networks and entrepreneurial communities. Research 514 

applying UTAUT in digital payment contexts has consistently found that social influence 515 

exerts a significant positive effect on adoption intention, reflecting the importance of peer 516 



 

 

endorsement, community norms, and observable adoption behavior among network members 517 

in shaping individual technology decisions. For young entrepreneurs engaged in cross-border 518 

trade, social influence may operate through multiple channels, including recommendations 519 

from fellow entrepreneurs, endorsements from mentors and industry associations, and the 520 

visible adoption of digital payment platforms by successful international businesses within 521 

their reference groups. 522 

Facilitating conditions, defined as the degree to which an individual believes that 523 

organizational and technical infrastructure exists to support the use of a technology, represent 524 

another critical determinant of digital payment adoption among young entrepreneurs in cross-525 

border trade settings. The availability of reliable internet connectivity, compatible devices, 526 

accessible customer support from payment platform providers, and integration with existing 527 

business management tools are all dimensions of the facilitating conditions construct that 528 

influence entrepreneurial adoption decisions. In developing economy contexts, where 529 

infrastructure gaps and limited access to technical support may constrain the practical 530 

usability of digital payment platforms, facilitating conditions may function as a particularly 531 

binding constraint on adoption, even among entrepreneurs with strong positive attitudes 532 

toward digital payment use. 533 

3.5 Theory of Planned Behavior (TPB) 534 

The Theory of Planned Behavior, developed by Ajzen (1991) as an extension of the earlier 535 

Theory of Reasoned Action, provides a comprehensive framework for understanding the 536 

cognitive and motivational antecedents of intentional behavior, with particular applicability 537 

to contexts involving deliberate decision-making under conditions of uncertainty. TPB posits 538 

that behavioral intention, which is the proximate determinant of actual behavior, is itself 539 

determined by three antecedent constructs: attitude toward the behavior, subjective norms, 540 

and perceived behavioral control. The attitude construct captures the individual's overall 541 

evaluative orientation toward performing a particular behavior, reflecting the accumulated 542 

beliefs about the likely outcomes and their valuation. Subjective norms capture the perceived 543 

social pressure to engage or not engage in the behavior, while perceived behavioral control 544 

reflects the individual's assessment of their capability and autonomy to perform the behavior. 545 

In the context of entrepreneurial decision-making regarding cross-border digital payment 546 

adoption, TPB offers a particularly well-suited analytical framework for tracing the pathway 547 

from cognitive and social antecedents through behavioral intention to actual adoption 548 

behavior. Entrepreneurs who hold positive attitudes toward digital payment platforms, 549 

grounded in beliefs about their utility, security, and alignment with international business 550 

objectives, are more likely to form strong intentions to adopt these platforms. These 551 

intentions are further reinforced when subjective norms within the entrepreneur's social and 552 

professional environment are supportive of digital payment adoption, and when the 553 

entrepreneur perceives sufficient behavioral control, encompassing both the technical 554 

capability to use the platform and the regulatory and institutional freedom to do so, to 555 

translate intention into action. 556 



 

 

The application of TPB to entrepreneurial decision-making contexts is particularly 557 

appropriate given the inherently intentional and strategic character of entrepreneurial 558 

behavior. Unlike habitual consumer behaviors, entrepreneurial decisions regarding payment 559 

platform adoption are typically deliberate, goal-oriented, and embedded in a broader strategic 560 

logic related to business growth, market expansion, and competitive positioning. The attitude-561 

intention-behavior linkage that lies at the heart of TPB is therefore especially well-suited to 562 

capturing the decision dynamics of young entrepreneurs contemplating engagement in cross-563 

border digital commerce. Furthermore, the subjective norms construct provides a conceptual 564 

bridge between TPB and the social influence emphasis of UTAUT, enabling a theoretically 565 

integrated analysis of the social, attitudinal, and capability-related factors that collectively 566 

shape entrepreneurial digital payment adoption in international trade contexts. 567 

4. Objectives of the Study 568 

The formulation of clear and operationally precise research objectives is a foundational 569 

requirement of rigorous academic inquiry, providing the directional framework within which 570 

theoretical analysis, empirical investigation, and interpretive discussion are conducted. The 571 

objectives of this study have been derived directly from the gaps identified in the existing 572 

literature, reviewed in Chapter 2, and are shaped by the theoretical frameworks examined in 573 

Chapter 3. They reflect the study's commitment to generating primary empirical evidence on 574 

the relationships between digital payment system adoption, trust, and international business 575 

participation among young entrepreneurs, a domain in which the literature has identified both 576 

significant scholarly importance and an insufficiency of direct, survey-based empirical 577 

investigation. The two objectives stated below are complementary and together constitute a 578 

comprehensive analytical agenda for the study, addressing both the functional dimension of 579 

digital payment engagement and the relational and institutional dimension of trust that 580 

moderates and mediates entrepreneurial behavior in cross-border digital commerce. 581 

4.1 To Examine the Impact of Digital Payment System Adoption on International 582 

Business Participation Among Young Entrepreneurs 583 

The first and primary objective of this study is to empirically examine the nature, direction, 584 

and magnitude of the relationship between digital payment system adoption and international 585 

business participation among young entrepreneurs in the 18 to 35 age group. This objective is 586 

motivated by the recognition that digital payment systems have become structurally integral 587 

to the conduct of cross-border commerce in the contemporary digital economy, functioning 588 

not merely as transactional utilities but as enabling infrastructures that determine the practical 589 

feasibility, efficiency, and scalability of entrepreneurial engagement in international markets. 590 

Despite the widespread acknowledgment of this enabling role in the theoretical and policy 591 

literature, the academic field lacks robust primary empirical evidence that directly quantifies 592 

the association between the degree of digital payment adoption and measurable outcomes in 593 

terms of international business participation, particularly among the young entrepreneurial 594 

demographic. 595 



 

 

For the purposes of this study, digital payment system adoption is conceptualized as a 596 

multidimensional construct that encompasses not only the binary fact of whether an 597 

entrepreneur uses digital payment platforms for international transactions, but also the 598 

breadth, depth, and confidence of that adoption. This includes familiarity with multiple 599 

categories of digital payment technology, encompassing fintech platforms, mobile payment 600 

solutions, and blockchain-based instruments; the frequency and regularity of cross-border 601 

digital payment use; satisfaction with current platform performance; and the perceived 602 

adequacy of existing payment infrastructure for the entrepreneur's international business 603 

needs. This multidimensional conceptualization reflects the understanding that adoption is 604 

not a uniform or static state but a graduated continuum along which entrepreneurs move as 605 

their experience, confidence, and platform integration deepen over time. 606 

International business participation, the dependent variable associated with this objective, is 607 

similarly conceptualized as a multidimensional outcome construct, encompassing the current 608 

extent of cross-border trade engagement, the volume of revenue derived from international 609 

transactions, the frequency of cross-border payment activity, the breadth of international 610 

markets accessed, and the perceived impact of digital payment systems on the entrepreneur's 611 

capacity for global market expansion. By examining the relationship between these two 612 

multidimensional constructs through primary survey data, the study seeks to generate 613 

empirically grounded insights into how the functional dimension of digital payment 614 

engagement, captured through adoption readiness and platform experience, translates into 615 

concrete international business outcomes for young entrepreneurs. 616 

This objective will be operationalized through the construction of a composite Digital 617 

Payment Adoption and Readiness Index, derived from Likert-scaled questionnaire items 618 

measuring the constructs described above, and a corresponding International Business 619 

Participation Index, drawn from items capturing the participation outcomes of interest. The 620 

relationship between these two composite indices will be examined using Pearson correlation 621 

analysis, supported by Spearman rank correlation as a robustness check, and interpreted in 622 

the context of the study's first hypothesis: that digital payment system adoption and readiness 623 

is positively and significantly associated with international business participation among 624 

young entrepreneurs. The findings generated through this objective are expected to provide a 625 

direct empirical contribution to the literature on digital payment enablement in international 626 

entrepreneurship, complementing and extending the predominantly theoretical and 627 

secondary-data-based accounts that currently characterize this area of inquiry. 628 

In addition to the primary correlational analysis, this objective also encompasses an 629 

examination of the specific dimensions of digital payment adoption that most strongly predict 630 

international business participation, identifying which aspects of platform engagement, 631 

including satisfaction, reliability perceptions, infrastructure assessment, and technology 632 

breadth, exert the greatest influence on cross-border entrepreneurial outcomes. Understanding 633 

these differential relationships is essential for generating actionable and targeted insights for 634 

the fintech companies, policymakers, and entrepreneurial support organizations that seek to 635 

promote greater international business participation among young entrepreneurs through 636 

improved digital payment infrastructure and adoption support. 637 



 

 

4.2 To Analyse the Role of Trust in Influencing the Relationship Between Digital 638 

Payment Usage and Cross-Border Trade Participation 639 

The second objective of this study is to analyse the specific role that trust in digital payment 640 

systems plays in shaping the relationship between digital payment usage and cross-border 641 

trade participation among young entrepreneurs. This objective builds directly upon the first 642 

by introducing trust as a critical conditioning variable in the adoption-participation 643 

relationship, recognizing that the functional readiness to use digital payment systems, while 644 

necessary, is not sufficient on its own to explain entrepreneurial engagement in international 645 

commerce. Trust in the security, reliability, regulatory integrity, and dispute resolution 646 

capacity of digital payment platforms represents an independent and analytically distinct 647 

dimension of entrepreneurial digital payment engagement that may either reinforce or 648 

constrain the translation of adoption readiness into active cross-border participation. 649 

Trust, as examined in this study, is conceptualized in accordance with the multidimensional 650 

framework established in the trust theory literature reviewed in Chapter 3, encompassing both 651 

institutional and relational dimensions. Institutional trust refers to the entrepreneur's 652 

confidence in the structural safeguards that govern digital payment transactions, including the 653 

perceived adequacy of regulatory oversight and consumer protection frameworks, the 654 

credibility of platform security certifications, and the effectiveness of dispute resolution 655 

mechanisms available to entrepreneurs in the event of cross-border payment failures or fraud 656 

incidents. Relational trust, while not as directly operationalizable through survey items in the 657 

absence of specific longitudinal transactional data, is approximated through items examining 658 

respondents' general confidence in digital payment platforms for high-value transactions and 659 

their perceptions of platform fairness and transparency. Together, these dimensions constitute 660 

a composite Trust Index that serves as the primary independent variable for this objective. 661 

The analytical focus of this objective is on understanding how trust functions within the 662 

broader relationship between digital payment adoption and cross-border trade participation. 663 

Three distinct roles are theoretically possible and are each worth empirical investigation. 664 

First, trust may function as a direct and independent determinant of cross-border trade 665 

participation, such that higher trust levels predict greater international business engagement 666 

regardless of adoption readiness. Second, trust may function as a mediator of the adoption-667 

participation relationship, such that the positive effect of digital payment adoption on 668 

international participation is channeled through the trust perceptions that successful platform 669 

use generates. Third, trust may function as a moderator, conditioning the strength of the 670 

adoption-participation relationship such that this relationship is stronger among entrepreneurs 671 

with higher trust levels and weaker among those with lower trust. While the analytical 672 

methods available within this study's scope, primarily Pearson and Spearman correlation 673 

analysis, do not permit a full mediation or moderation analysis, the correlational examination 674 

of the relationship between the Trust Index and the International Business Participation Index 675 

provides a foundational empirical assessment of trust's independent contribution to 676 

participation outcomes. 677 

This objective is operationalized through the construction of the composite Trust Index 678 

described above, and its correlational analysis against the International Business Participation 679 



 

 

Index, testing the study's second hypothesis: that trust in digital payment systems 680 

significantly and positively influences international business participation among young 681 

entrepreneurs. The findings from this objective are expected to contribute to the growing 682 

body of empirical literature on trust in digital financial environments by providing primary 683 

survey-based evidence from a young entrepreneurial population that has been insufficiently 684 

represented in prior studies. They are also expected to yield practically significant insights for 685 

digital payment platform providers and policymakers seeking to design trust-building 686 

interventions that most effectively translate into expanded cross-border entrepreneurial 687 

participation. 688 

The two objectives of this study are analytically complementary and together address the full 689 

complexity of the research problem articulated in the problem statement of Chapter 1. 690 

Objective 4.1 examines the functional infrastructure dimension of cross-border digital 691 

entrepreneurship, asking whether greater adoption and readiness predicts greater 692 

participation. Objective 4.2 examines the relational and institutional dimension, asking 693 

whether the trust environment within which digital payment transactions occur shapes the 694 

willingness of young entrepreneurs to translate adoption capacity into active international 695 

engagement. By addressing both dimensions within a unified primary research design, this 696 

study generates a more complete and empirically grounded account of the determinants of 697 

young entrepreneurial participation in cross-border digital commerce than either dimension 698 

alone could provide. 699 

5. Hypothesis 700 

H1: There is a significant positive relationship between digital payment system adoption and 701 

international business participation among young entrepreneurs. 702 

H2: Trust in digital payment systems significantly influences international business 703 

participation among young entrepreneurs. 704 

6. Method 705 

The current chapter presents the methodological approach used in the current study, covering 706 

the design of the study, the sampling procedure, the data collection tools, the measures used 707 

and the ethical considerations. The methodological approach used in the current study is 708 

based on the objectives of the study discussed in Chapter 4 and is supported by the theoretical 709 

frameworks discussed in Chapter 3. It is important to provide a detailed account of the 710 

methodological approach because it is an important aspect of the validity of the study, as well 711 

as an important tool for assessing the scope and limitations of the findings obtained through 712 

primary data collection. 713 

6.1 Research Design 714 

The methodology used in this current study is primarily focused on a quantitative, descriptive 715 

approach. The key characteristics of quantitative research include a systematic collection of 716 



 

 

numerical data, utilization of statistical methods, and objective validation of theory-based 717 

hypotheses through an analysis of relationships between quantifiable variables. It is 718 

especially useful for achieving the goals of this current research, which involve analyzing the 719 

relationships between adoption of digital payment systems, trust, and international business 720 

participation of young entrepreneurs, as well as testing two directional hypotheses. 721 

A descriptive research design is used within this quantitative approach based on the fact that 722 

this study seeks to characterize the perceptions, attitudes, experiences, and behaviors of 723 

young entrepreneurs regarding digital payments systems and involvement in international 724 

business operations, not manipulating variables or establishing causation. Descriptive 725 

quantitative research should be used if the main objective is to describe how the phenomenon 726 

occurs within a particular population at a particular period of time, thus providing a factual 727 

and precise basis for inferential analysis and interpretation of the findings. The choice of the 728 

descriptive design is additionally motivated by the exploratory nature of the field being 729 

studied: as was confirmed in the research gap analysis of Chapter 2, there is no primary 730 

survey-based evidence about the relations studied in this research. 731 

This investigation adopts a cross-sectional survey design, whereby data will be gathered from 732 

the population under consideration during one time period using a standardized questionnaire 733 

to be administered by the respondents themselves. The use of cross-sectional design is very 734 

popular in descriptive quantitative social sciences studies due to its efficiency and economy 735 

in data collection process, as well as its potential for collecting multiple variable data at once 736 

from a representative sample size. Although it does not allow causation inference, a cross-737 

sectional design is suitable for the investigation of associations between variables and 738 

description of population characteristics, which are key aspects of this particular 739 

investigation. 740 

6.2 Sample and Population 741 

In the research at hand, the target population is made up of young entrepreneurs aged from 18 742 

to 35 years who either engage in cross-border trading presently or indicate willingness to get 743 

involved in international business using digital means. The target population is determined by 744 

the fact that the research aims at studying the empirical experience of those who use digital 745 

payment systems across borders as well as the intentions of those who will be getting 746 

involved in the process. 747 

The age category between 18 to 35 years has purposefully been chosen as the group that is 748 

usually linked with the phenomenon of digital natives’ entrepreneurship, marked by high 749 

knowledge level related to digital technology, online oriented approach and global vision of 750 

entrepreneurship. At the same time, this group represents the future development trends of 751 

cross border electronic commerce, which makes empirical study of attitudes and trust towards 752 

payments systems relevant both for theoretical purposes and development of practical 753 

policies. Among the target age group, the study will concentrate on the entrepreneurs, namely 754 

on the founders and co-founders of companies, freelancers who consider themselves business 755 

entrepreneurs and owners of micro or small business regardless of their industrial sector 756 

affiliation. 757 



 

 

In addition, the investigation is limited to individuals who already have experience of 758 

international electronic payment transactions, or who at least show an interest in carrying out 759 

such transactions in the near future. The rationale behind this limitation is to ensure that the 760 

individuals have enough context about the topic under discussion so that they can respond 761 

meaningfully to questions concerning trust perception, experiences with different platforms, 762 

and willingness to participate internationally. Those individuals who do not have any 763 

involvement with international business are not included within the analysis group because 764 

they will not provide any meaningful responses to questions concerning trust and adoption. 765 

6.3 Sampling Method 766 

The current study makes use of convenience sampling as the primary sampling method that 767 

will be used in the course of the research. Convenience sampling refers to a type of non-768 

probability sampling whereby the subjects for the research are chosen according to their 769 

availability and willingness to take part in the research and not by using the random selection 770 

process that would aim at ensuring that the sample is highly representative of the entire 771 

population. 772 

For the purposes of this current research, there are a number of considerations justifying the 773 

selection of the convenience sampling technique. First, the study’s target population of young 774 

entrepreneurs involved in or interested in cross-border e-commerce activities represents a 775 

particular group for which no comprehensive population register exists that could provide a 776 

basis for drawing a random sample. Young entrepreneurs are geographically widespread, 777 

vary greatly in terms of institutional affiliation, and are not registered with any particular 778 

authority or organization making it possible to use it as a sampling frame. Therefore, using 779 

the convenience sampling technique through distributing the online survey invitation on 780 

social media sites and other networks is a convenient and cost-effective way of reaching a 781 

respondent population for academic research purposes. 782 

Convenience sampling presents a number of shortcomings in the context of external validity 783 

and generalization of the results obtained to the entire population of young entrepreneurs; 784 

however, such shortcomings are recognized and analyzed in the limitation section of the 785 

paper. Convenience sampling is appropriate for the nature of the research that aims at 786 

exploring and describing the phenomenon, and the results obtained should be used as a basis 787 

for further research using more robust probability sampling techniques involving larger 788 

samples. The application of different methods of distributing surveys has been used to bring 789 

as much diversity into the sample obtained via convenience sampling as possible. 790 

6.4 Sample Size 791 

For this study, the desired sample size of the participants has been set from 100 to 300 792 

individuals, which is indicative of the two key factors of adequacy in terms of statistics and 793 

feasibility in a primary academic research study. A sample of at least 100 individuals is 794 

generally adequate for performing basic descriptive statistics, assessment of reliability 795 

through Cronbach's Alpha and correlation analysis via Pearson and Spearman methods, 796 

which form the core of statistical methodologies used in this study. This particular range of 797 



 

 

the sample size (100 to 300) is widely recognized in the field of digital payments and 798 

entrepreneurship as well, and hence, can be compared to other past studies done through 799 

similar methodologies. 800 

The determination of an appropriate sample size in social science research using quantitative 801 

methods takes into account such factors as the complexity of the model used in the analysis, 802 

the number of variables and scale items contained in the instrument, effect sizes of the 803 

relationships hypothesized, and the required level of power and significance of the test. 804 

According to the general guidelines for power analysis, for testing hypotheses based on 805 

correlation coefficients with moderate effect sizes at a 0.05 level of significance, the 806 

minimum sample size should be about 85 respondents. Thus, the intended range of 100-300 807 

respondents provides ample leeway above this minimum sample size to ensure that proper 808 

hypothesis testing can be carried out. 809 

The finally collected sample size for this study was 49 usable and complete responses, which 810 

is less than the original expected range because of the difficulties faced with accessing 811 

respondents and collecting usable data throughout the process of the study. Despite the fact 812 

that this sample size is less than the minimum sample size of 100 as was set at the beginning 813 

of the study, it is still enough for performing descriptive statistical analysis, reliability 814 

analysis, and correlation tests using Pearson and Spearman approaches, which are the main 815 

analytical techniques of the study. The problems related to the final sample size are stated 816 

clearly in Chapter 11, while interpreting results of the study is done keeping in mind their 817 

generalizability to the wider target population. 818 

6.5 Tools and Instruments 819 

In the study, the key instrument used in collecting primary data is a structured questionnaire. 820 

The questionnaire is considered the best tool for quantitative descriptive research, which 821 

involves measuring perceptions, attitudes, behavioral intentions, and reported behavior in a 822 

specific target audience. There are various reasons why the use of structured questionnaires is 823 

advantageous in this research, such as standardization of the measuring instrument among all 824 

respondents, reduction of bias from interviewers, cost-effectiveness in reaching 825 

geographically dispersed audiences through online survey methods, and generation of 826 

numerical data that can be analyzed statistically. 827 

The questionnaire was developed taking into account the purposes of this research, which 828 

borrowed measures from well-known scales from the fields of digital payment adoption, 829 

digital trust, and international entrepreneurship discussed in Chapter 2. Items have been 830 

adopted from instruments used in previous studies on technology adoption, digital trust, and 831 

international trade participation, but modified according to the language, context, and 832 

constructs investigated in the present study. The questionnaire underwent face validity and 833 

content validity procedures including expert review and piloting prior to the actual data 834 

collection stage to assure that the measures reflected the constructs they were intended to 835 

represent, and that the instrument was easily understandable by the respondents. 836 

The survey questions were collected using Google Forms, which is an extensively used and 837 

free online survey form software that allows the use of questionnaires with multiple sections, 838 



 

 

data capture and direct exportation to spreadsheet format appropriate for further analysis. The 839 

use of Google Forms ensures a robust, mobile-enabled and user-friendly survey environment, 840 

which makes it a convenient platform for the survey collection strategy used in this study. 841 

Google Forms has the option to validate survey responses, which was used to prevent partial 842 

survey response submissions and increase the number of complete surveys. 843 

6.6 Questionnaire Design 844 

The structured questionnaire comprised four substantive sections that corresponded to each 845 

dimension of the research concept. Such sectional structuring was aimed at helping 846 

respondents answer the questions in a logical order, starting from simple factual questions on 847 

their demographics and backgrounds, proceeding to more complicated questions on 848 

perceptions and behavior, thus allowing the respondents not to get tired cognitively. 849 

The first part of the questionnaire collected the demographic and entrepreneurial backgrounds 850 

of the participants, which included such aspects as age, gender, main industry of activity, 851 

years of experience in entrepreneurship, and the geographical background of the participant. 852 

This information would be used not only as the base for describing the demographic diversity 853 

of the sample but also as a set of possible moderating variables for further sub-groups 854 

analysis. The second part asked the respondents about their usage of the digital payment 855 

system and included questions on what platforms the respondents used to make international 856 

payments, how often they used these systems, what categories of digital payment technology 857 

the respondents were familiar with (fintech platforms, mobile payments, and blockchain 858 

technologies), and their satisfaction from existing payment infrastructures. 859 

The third section of the survey was concerned with perceptions of trust and security in 860 

relation to digital payment systems, which is the main construct in the second hypothesis of 861 

the study. Questions in this section explored perceptions of trust in digital payment systems 862 

for various transaction types and amounts, perceptions of the security and fraud prevention 863 

features of such systems, experiences with failures and methods of dealing with them, and the 864 

regulatory framework around cross-border digital payments. Finally, the fourth section was 865 

dedicated to participation and plans of participating in international businesses and contained 866 

questions about the presence and revenue from international business, the factors that may 867 

inhibit it, and the influence of digital payment systems on international business 868 

opportunities. Overall, the four sections provided a multi-dimensional empirical picture of the 869 

relationship between young entrepreneurs and digital payment systems within the realm of 870 

cross-border business. 871 

6.7 Measurement Scale 872 

The scale used throughout the survey is the five-point Likert scale that is the most commonly 873 

used scale in psychometrics for quantitatively measuring attitudes, perceptions, and intentions 874 

in the social sciences. When using the Likert scale type, a set of declarative statements is 875 

provided to the respondents and they are asked to indicate their level of agreement or 876 

disagreement with the statement on a scale of five points usually anchored by 'Strongly 877 

Disagree' on one end and 'Strongly Agree' on the other end, with the neutral response of 878 



 

 

'Neither Agree nor Disagree'. The choice of a five-point scale over four-point or seven-point 879 

scales is based on its ease of use, familiarity, simplicity in analysis, and applicability in the 880 

context of digital payments adoption and trust literature. 881 

Likert scale answers were scored numerically on a scale of one to five for the purpose of 882 

analysis, whereby the higher the score, the higher the level of agreement with the direction of 883 

the item stated. For items that were negatively or reversely phrased, scores were reversed 884 

prior to analysis in order to ensure that higher numerical scores indicated a higher level of 885 

positive perception of digital payment systems, trust, or international business involvement, 886 

as appropriate. Scoring Likert scale answers numerically facilitates the computation of the 887 

means, standard deviation, composite scales, and correlation among items, all of which form 888 

part of the description of statistics in Chapter 7. 889 

Apart from the Likert-scale questions, the questionnaire contained several categorical and 890 

ordinal questions that were intended to get facts or classifications which are not easily 891 

subjected to attitude scaling such as demographic variables, platform usage classes, 892 

transaction frequency range, and revenue range. These variables were measured using 893 

nominal and ordinal scales and were analyzed using frequency distribution and cross-894 

tabulation. Inclusion of both Likert scale attitude questions and categorical facts in the same 895 

questionnaire is a reflection of the dual nature of the research which is to investigate the 896 

perceptual and behavioral aspects of young entrepreneurs' use of digital payment systems in 897 

cross-border business. 898 

6.8 Data Collection Procedure 899 

The primary data for the study was obtained using an online survey distributed via Google 900 

Forms during the data collection period. The survey link was sent out to potential participants 901 

through various online sources such as social networking websites like LinkedIn, Instagram, 902 

and WhatsApp, entrepreneur community platforms, universities and colleges having student 903 

entrepreneur networks, and personal contacts of the researchers who qualified for the study. 904 

The use of several online sources for sending out the survey link was done with the intention 905 

of ensuring that the sample did not consist of participants belonging to one particular 906 

homogeneous network or community. 907 

Before the distribution of the survey, there was a quick pilot test carried out using five 908 

respondents from the target population in order to evaluate how clear, comprehensible, and 909 

coherent the questionnaire is. The feedback obtained from the pilot test was instrumental in 910 

improving the wording of some items in the questionnaire, revising the labels used for the 911 

responses and the sectional arrangement of the questionnaire. The average time required to 912 

fill the pilot questionnaire was estimated to be eight to ten minutes. 913 

Once the final version of the survey was distributed, continuous data collection took place 914 

throughout the data collection period and was automatically recorded into the response sheet 915 

on Google Forms. The collected data was then exported and imported into Microsoft Excel 916 

where data cleaning and organization took place before conducting any statistical analyses 917 

using the appropriate quantitative methodology. Data cleaning involved the identification and 918 

deletion of duplicate responses, the identification of straight lining or any other form of poor 919 



 

 

quality responses, and the determination of whether all the participants met the eligibility 920 

criteria set out in the study. 921 

6.9 Ethical Considerations 922 

The conduct of the study was conducted in compliance with an extensive range of ethical 923 

guidelines which were meant to protect the rights and dignity of all subjects involved in the 924 

research process, in accordance with accepted ethical standards in the social sciences. This 925 

included the guidelines on the need for obtaining consent, the right to confidentiality and 926 

anonymity of the subjects, the right to privacy of their information, the right to freely 927 

participate and withdraw from the study, and no deception about the research process. 928 

The process of obtaining informed consent from each participant was undertaken before their 929 

interaction with the questionnaire. The first page of the online questionnaire included a 930 

participant information sheet that clearly explained the purposes of the study, what kind of 931 

participation it involved, how long the participation was expected to last, what kinds of 932 

information were going to be gathered, how the information was going to be handled, and 933 

how the research group could be reached out in case of any questions or complaints. It was 934 

clearly stated that participation was strictly voluntary, and participants were free to stop 935 

participating in the survey whenever they wished and without having to give any explanation; 936 

continuing the interaction with the questionnaire and filling it in meant giving informed 937 

consent to the participation in the study. 938 

The confidentiality and anonymity of the respondents were preserved throughout the 939 

processes of collecting, storing, and reporting data. In the design of the questionnaire, the 940 

collection of no personal data such as the names, email addresses, or contact numbers of the 941 

respondents was planned so that the data collected would automatically be anonymous. 942 

Anonymized aggregate data was solely used in the analysis and reporting of the results. No 943 

individual data was ever identified at any time during the course of the research. The data 944 

obtained through Google Forms was securely stored and accessed only by the research team, 945 

with the necessary access control measures taken to ensure that the data of the respondents 946 

was not viewed by any other party. 947 

7. Data Analysis 948 

 949 

Dataset used: The analysis is based on 49 valid survey responses from young entrepreneurs. 950 

The uploaded Google Form response sheet contained 26 columns, including demographic, 951 

business participation, digital payment, and trust-related variables. The free-text voluntary 952 

participation column was excluded from statistical analysis because it was not a scale item. 953 

Scale coding note: Ordinal response options were converted into 1-4 numerical scores, 954 

where higher scores indicate stronger adoption/readiness, higher trust, or greater 955 

participation. Categorical variables such as industry, region, platform, challenge, trust factor, 956 

and preferred improvement were analysed using frequency and percentage distributions. 957 

Construct Items included Interpretation of higher 

score 



 

 

Digital Payment 

Adoption/Readiness 

Index 

Satisfaction with digital payment 

system; importance of transaction 

speed; belief that improved 

infrastructure would encourage 

participation 

Higher score = stronger 

perceived 

adoption/readiness and 

stronger digital payment 

infrastructure orientation 

Trust Index Trust in high-value digital 

payments; perceived fraud 

protection; dispute resolution effect 

on trust 

Higher score = greater 

trust in digital payment 

systems 

International 

Business 

Participation Index 

Current cross-border engagement; 

international revenue; international 

transaction frequency; new market 

expansion; business growth impact 

Higher score = greater 

cross-border business 

participation and perceived 

international growth 
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7.1 Descriptive Statistics 959 

This section presents mean values for numerical and scale-based variables, along with 960 

frequency and percentage distributions for categorical variables. Percentages are calculated 961 

using the number of valid responses for each item. 962 

Variable N Mean Standard 

Deviation 

Minimum Maximu

m 

Age of respondents 49 22.51 3.37 19 33 

  963 

Scale item N Mean 

score 

Standard 

Deviation 

Satisfaction with digital payment system 49 2.71 0.84 

Importance of transaction speed 49 3.18 0.91 

Improved infrastructure encourages 

participation 

49 3.16 0.72 

Payment reliability (reverse-coded failures) 49 2.47 0.77 

Trust in high-value digital payments 49 2.59 0.70 

Perceived fraud protection 49 2.86 0.76 

Dispute resolution effect on trust 49 2.73 0.86 

Negative-experience resilience (reverse-coded) 49 2.33 0.94 

Current cross-border trade engagement 49 2.16 0.85 

International transaction revenue 49 1.76 0.99 

International transaction frequency 49 2.31 1.02 

Enabled expansion to new markets 49 2.76 1.05 

Digital payment impact on business growth 49 2.80 0.89 

Dependence on accessible digital payments 49 2.41 1.00 

  964 



 

 

Descriptive interpretation: The average respondent age was 22.51 years. The highest 965 

construct mean was observed for Digital Payment Adoption/Readiness (M = 3.02), followed 966 

by Trust (M = 2.73) and International Business Participation (M = 2.36). This suggests that 967 

respondents generally view digital payment infrastructure positively, but their actual 968 

international business participation is more moderate. 969 

 970 

Figure 7.1: Mean Scores of Key Constructs 971 

Frequency and Percentage Distribution 972 

Variable Category Frequenc

y 

Percentage 

Entrepreneurial experience Less than 1 year 32 65.3% 

  1-3 years 10 20.4% 

  More than 5 years 5 10.2% 

  3-5 years 2 4.1% 

Primary industry E-commerce / Retail 21 42.9% 

  Technology / IT Services 11 22.4% 

  Creative / Freelance Services 10 20.4% 

  Manufacturing / Export 7 14.3% 

Current cross-border trade 

engagement 

No, but I plan to 25 51.0% 

  Yes, occasionally 10 20.4% 

  No, and I have no plans to 10 20.4% 

  Yes, actively 4 8.2% 

Annual revenue from 

international transactions 

Less than ₹5 Lakhs / $6,000 26 53.1% 

  ₹5–20 Lakhs / $6,000–$24,000 14 28.6% 

  More than ₹50 Lakhs / $60,000 5 10.2% 



 

 

  ₹20–50 Lakhs / $24,000–$60,000 4 8.2% 

Frequency of international 

transactions 

Monthly 17 34.7% 

  Rarely / Once a year 14 28.6% 

  Quarterly 12 24.5% 

  Daily / Weekly 6 12.2% 

  973 

Figure 7.2: Current Cross-Border Trade Engagement 974 

Variable Category Frequenc

y 

Percentage 

Primary digital payment 

platform 

PayPal / Stripe 24 49.0% 

  Bank wire transfers / SWIFT 13 26.5% 

  Wise (TransferWise) / Payoneer 9 18.4% 

  Cryptocurrency / Blockchain-

based payments 

3 6.1% 

Satisfaction with current 

digital payment system 

Neutral 20 40.8% 

  Somewhat satisfied 17 34.7% 

  Very satisfied 10 20.4% 

  Dissatisfied 2 4.1% 

Importance of transaction 

speed 

Extremely important 21 42.9% 

  Important 20 40.8% 

  Somewhat important 4 8.2% 



 

 

  Not important 4 8.2% 

Failed/delayed 

international digital 

payment experience 

Yes, occasionally 28 57.1% 

  Rarely 13 26.5% 

  Never 6 12.2% 

  Yes, frequently 2 4.1% 

Most important payment-

platform feature 

Strong security and fraud 

protection 

21 42.9% 

  Low transaction fees 15 30.6% 

  Speed of transfer 10 20.4% 

  Multi-currency support 3 6.1% 

  975 
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Figure 7.3: Primary Digital Payment Platform Used for International Transactions 977 

Variable Category Frequenc

y 

Percentage 

Biggest cross-border trade 

challenge 

Regulatory and compliance 

issues 

17 34.7% 

  Currency conversion and 

exchange rate volatility 

13 26.5% 

  Payment delays and failures 12 24.5% 

  Lack of trust with foreign 

partners 

7 14.3% 



 

 

Trust in platforms for 

high-value international 

transactions 

Mostly trust them 26 53.1% 

  Somewhat trust them 17 34.7% 

  Completely trust them 3 6.1% 

  Do not trust them 3 6.1% 

Platforms protect 

entrepreneurs from fraud 

Agree 29 59.2% 

  Disagree 9 18.4% 

  Strongly agree 8 16.3% 

  Strongly disagree 3 6.1% 

Dispute resolution effect 

on trust 

It moderately increases my trust 19 38.8% 

  It has little effect 17 34.7% 

  It significantly increases my trust 10 20.4% 

  It does not affect my trust at all 3 6.1% 

Improvement that would 

increase confidence 

Stronger regulatory oversight 

and consumer protection 

25 52.1% 

  Lower transaction costs and 

hidden fees 

9 18.8% 

  Faster settlement times 8 16.7% 

  Better integration with local 

banking systems 

6 12.5% 

  978 
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Figure 7.4: Biggest Challenge Faced in Cross-Border Trade 980 



 

 

 981 

Figure 7.5: Trust in Digital Payment Platforms 982 

Key descriptive findings: The largest respondent group had less than one year of 983 

entrepreneurial experience. E-commerce/retail was the most common industry. Most 984 

respondents were either planning to enter cross-border trade or were already participating 985 

occasionally. PayPal/Stripe was the most frequently used platform. Security and fraud 986 

protection emerged as the most important platform feature, and stronger regulatory oversight 987 

was the most selected confidence-building improvement. 988 

7.2 Reliability and Validity of Scale 989 

Reliability was tested using Cronbach’s Alpha. Alpha values closer to 1 indicate stronger 990 

internal consistency among items within a scale. As an exploratory primary study with a 991 

small sample size, values around 0.50-0.60 may be considered usable with caution, while 992 

values below 0.50 indicate weak internal consistency and a need for scale refinement in 993 

future research. 994 

Scale Cronbach’s 

Alpha 

Interpretation 

Digital Payment Adoption/Readiness 

Index 

0.219 Low reliability; interpret 

cautiously 

Trust Index 0.546 Moderate/exploratory 

reliability 

International Business Participation 

Index 

0.543 Moderate/exploratory 

reliability 

Trust Index with negative-experience 

item 

0.178 Low reliability; interpret 

cautiously 

Overall Scale 0.705 Acceptable reliability 

  995 



 

 

Validity interpretation: The survey demonstrates face validity because the selected 996 

questions directly relate to digital payment usage, trust, and international participation. 997 

Content validity is also present because the questionnaire covers core dimensions such as 998 

platform satisfaction, transaction speed, fraud protection, dispute resolution, international 999 

revenue, transaction frequency, market expansion, and business growth. However, reliability 1000 

results show that the adoption/readiness scale needs refinement. The Trust Index becomes 1001 

stronger when the negative-experience item is treated as a separate diagnostic item rather 1002 

than as part of the trust scale. Therefore, the final Trust Index uses three direct trust items: 1003 

trust level, perceived fraud protection, and dispute resolution effect. 1004 

Scale refinement note: For future data collection, the digital payment adoption scale should 1005 

include more direct Likert statements such as ―I regularly use digital payments for 1006 

international transactions,‖ ―I prefer digital payments over traditional bank transfers,‖ and 1007 

―Digital payments make international transactions easier for my business.‖ This would 1008 

improve internal consistency and make the adoption construct more precise. 1009 

7.3 Correlation Analysis 1010 

Pearson correlation was used to examine the relationship between digital payment 1011 

adoption/readiness, trust, and international business participation. Spearman correlation was 1012 

also checked because several variables were ordinal; the direction of results remained 1013 

consistent. 1014 

Variable Digital Payment 

Adoption/Readine

ss Index 

Trust Index International 

Business 

Participation 

Index 

Digital Payment 

Adoption/Readiness Index 

1.000 0.394** 0.534** 

Trust Index 0.394** 1.000 0.357* 

International Business 

Participation Index 

0.534** 0.357* 1.000 

  1015 

Note: * p < 0.05, ** p < 0.01. Positive values indicate that as one construct increases, the 1016 

other tends to increase as well. 1017 



 

 

 1018 

Figure 7.6: Correlation Matrix Between Digital Payment Adoption/Readiness, Trust, and 1019 

International Business Participation 1020 

Hypoth

esis 

Statement Pearson 

result 

Spearman 

check 

Decision 

H1 Digital payment system 

adoption/readiness has a 

significant positive relationship 

with international business 

participation. 

r = 0.534, p 

= 0.0001 

ρ = 0.525, p = 

0.0001 

Supported 

H2 Trust in digital payment systems 

significantly influences 

international business 

participation among young 

entrepreneurs. 

r = 0.357, p 

= 0.0119 

ρ = 0.353, p = 

0.0128 

Supported 
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Correlation interpretation: The relationship between digital payment adoption/readiness 1022 

and international business participation was positive and statistically significant (r = 0.534, p 1023 

= 0.0001). This means that respondents who reported stronger digital payment readiness and 1024 

stronger belief in payment infrastructure also tended to show higher international business 1025 

participation. The relationship between trust and international business participation was also 1026 

positive and statistically significant (r = 0.357, p = 0.0119), showing that higher trust in 1027 



 

 

digital payment systems is associated with greater cross-border business participation among 1028 

young entrepreneurs. 1029 

Conclusion from data analysis: The findings support both hypotheses. Digital payment 1030 

systems appear to play an enabling role in cross-border participation, especially where 1031 

entrepreneurs value speed, infrastructure, security, and dispute resolution. Trust is an 1032 

important supporting factor because entrepreneurs who perceive digital payment platforms as 1033 

secure and reliable are more likely to report stronger international participation and growth. 1034 

However, the low reliability of the adoption/readiness scale suggests that future research 1035 

should use more direct adoption-specific questions to strengthen the measurement model. 1036 

8. Results and Discussion 1037 

This chapter discusses and analyses the primary data obtained from 49 young entrepreneurs 1038 

aged 18 to 35 years old, where the main purpose is the analysis of the connection between the 1039 

use of the digital payment system, the level of trust, and engagement in international 1040 

business. The results will be provided to satisfy the requirements of the two main goals of the 1041 

research and related hypotheses. 1042 

8.1 Demographic Profile 1043 

From a demographic perspective, the respondent group of the study can be considered 1044 

relatively youthful, early-career and highly digital individuals operating mostly in the lower 1045 

part of the age scale 18 to 35. The mean age of the respondents is 22.51 (SD = 3.37) with the 1046 

age range from 19 to 33 years, so one can say that the majority of the respondents were 1047 

relatively very young entrepreneurs who just started their professional careers. Given that the 1048 

study specifically targeted the generation of digital natives, this demographic feature takes 1049 

even greater importance, as it suggests that the results obtained are relevant for the young 1050 

entrepreneurs who are expected to shape the future of cross-border digital commerce. 1051 

Speaking about the entrepreneurial experience, the majority of the respondents (65.3%, n = 1052 

32) have less than one year of experience in the business, 20.4% (n = 10) have between one 1053 

and three years of experience, 4.1% (n = 2) – three to five years and 10.2% (n = 5) have more 1054 

than five years of experience as entrepreneurs. Such a distribution is important for analysis of 1055 

trust and adoption of digital payments, because less experienced entrepreneurs tend to have 1056 

fewer experiences of successful transactions and therefore are likely to have less trust in 1057 

platforms' reliability. Thus, their perceptions of platform usability and security are especially 1058 

important for their decision-making process regarding international business transactions. 1059 

With regard to the respondents' primary industry of operation, the most common industry was 1060 

e-commerce and retail (42.9%, n = 21). This is followed by technology and IT services 1061 

(22.4%, n = 11), creative and freelance services (20.4%, n = 10) and manufacturing/export 1062 

(14.3%, n = 7). As expected given the nature of the research, entrepreneurs engaged in 1063 

technology, e-commerce and freelance businesses predominate in the sample. It is not 1064 

surprising that entrepreneurs involved in these sectors tend to use international payment 1065 

systems as an essential part of their daily activities. 1066 



 

 

8.2 Awareness of Digital Payment Systems 1067 

The results show that a considerable level of familiarity with the existing digital payment 1068 

platforms prevails among respondents, which is natural considering the digital nature of the 1069 

target audience. PayPal and Stripe became the most popular payment solutions, since 49.0% 1070 

of participants (n = 24) named them as their digital payment solutions to conduct 1071 

international transactions. Bank wire transfers and SWIFT became the preferred methods of 1072 

payment for 26.5% of respondents (n = 13). The usage of traditional banking options proves 1073 

that even fintech innovations could not substitute the traditional methods of conducting 1074 

payments even in the case of young entrepreneurs. 18.4% (n = 9) of respondents chose Wise 1075 

and Payoneer, which proves that the development of special payment options for freelancers, 1076 

small and medium enterprises, and international entrepreneurs continues. 6.1% of 1077 

respondents (n = 3) use cryptocurrency and blockchain-based payment systems to conduct 1078 

international payments. 1079 

It is evident that PayPal and Stripe gained popularity among the chosen group of respondents 1080 

due to their brand recognition and relatively easy integration into the business operations of 1081 

young entrepreneurs, who work within the technology sector and in e-commerce. The low 1082 

popularity of cryptocurrency-based payment solutions among the young generation can be 1083 

explained by various issues connected with the use of cryptocurrencies in a business 1084 

environment. 1085 

8.3 Perception of Digital Payment Systems 1086 

Respondents' perceptions of digital payment systems were gauged in a number of aspects – 1087 

namely, satisfaction, transaction speed, infrastructure reliability and payment failure 1088 

experiences. Overall satisfaction with the currently existing digital payment systems was 1089 

quite moderate, as 40.8% of respondents (n=20) reported their neutrality regarding 1090 

satisfaction, 34.7% (n=17) were somewhat satisfied and 20.4% (n=10) were very satisfied. 1091 

On the contrary, only 4.1% (n=2) were dissatisfied. The mean satisfaction level of 2.71 (SD = 1092 

0.84) confirms a largely positive but qualified assessment of the current platform 1093 

performance. Transaction speed has been found out to be one of the main aspects in which 1094 

respondents evaluated the performance of the platform: 42.9% (n=21) rated its significance as 1095 

extremely important and 40.8% (n=20) – as important. In total, the mean score for the 1096 

importance of the transaction speed was 3.18 (SD = 0.91), which is the highest mean score in 1097 

comparison with all other scale items and signifies that transaction speed is the most valued 1098 

functional feature of digital payment platforms by young entrepreneurs involved in cross-1099 

border business. Indeed, the finding seems to be consistent with the reality of e-commerce 1100 

and freelance businesses, in which delays in receiving international payments may affect the 1101 

cash flow of a business and its ability to process orders or perform services in due time. 1102 

Payments reliability was assessed with the help of reverse-coded scale item that asked 1103 

respondents about their experiences of failed or delayed international digital payments. Quite 1104 

unexpectedly, 57.1% (n=28) of respondents reported occasional experiences of such 1105 

problems, 26.5% (n=13) reported them rarely and 4.1% (n=2) – frequently. Meanwhile, only 1106 

12.2% (n=6) of respondents never experienced any of these issues. Thus, the mean score for 1107 



 

 

the reliability item (reverse-coded for payment failures) is 2.47 (SD = 0.77), which reflects 1108 

moderate concerns regarding the reliability of the platforms. Moreover, the relatively high 1109 

frequency of at least occasional payment failures shows that there are some practical 1110 

difficulties associated with the current digital payment infrastructure and, therefore, 1111 

contributes to the trust-related concerns considered below. Mean score of the item related to 1112 

improved infrastructure encouraging international participation is 3.16 (SD = 0.72). 1113 

8.4 Trust in Digital Payment Systems 1114 

Trust in digital payment systems was measured in three key dimensions of the modified Trust 1115 

Index: general trust level in high-value payments, perceived fraud protection, and impact of 1116 

dispute settlement process on trust. The resulting Trust Index showed the mean score of 2.73, 1117 

thus showing that there is a medium level of trust to digital payment platforms among 1118 

respondents, with significant variance in individual levels of trust. 1119 

Concerning trust in digital payment platforms for high-value transactions internationally, 1120 

53.1% of respondents (n = 26) claimed that they mostly trust such platforms, while 34.7% (n 1121 

= 17) partially trusted them. The percentage of respondents reporting complete trust was 1122 

6.1% (n = 3), while an equal share of 6.1% (n = 3) respondents did not trust such platforms. 1123 

The mean score for this indicator is 2.59 (SD = 0.70). Thus, the respondents have a cautious 1124 

attitude to using digital payment platforms, but are generally positive in this regard. It should 1125 

be noted that a significant number of respondents report qualified rather than complete trust 1126 

in digital payment platforms for high-value transactions, which is supported by the existing 1127 

literature review. 1128 

Fraud protection proved to be a dimension of trust perceived as relatively more important: 1129 

59.2% of respondents (n = 29) believe that digital payment platforms help entrepreneurs to 1130 

protect themselves from fraud, while 16.3% (n = 8) strongly agree on this point. This is in 1131 

contrast with 18.4% (n = 9) who disagree and 6.1% (n = 3) who strongly disagree, resulting 1132 

in the mean fraud protection perception score equal to 2.86 (SD = 0.76). Respondents were 1133 

asked what features of payment platforms are most important for them in order to choose the 1134 

particular one, and 42.9% (n = 21) of respondents answered that good security and fraud 1135 

protection is the most wanted feature, followed by low transaction costs (30.6%, n = 15), fast 1136 

transfers (20.4%, n  1137 

= 10) and multi-currency support (6.1%, n = 3). This shows once again the importance of 1138 

issues related to trust in the choice of payment platforms among young entrepreneurs. 1139 

Dispute resolution mechanisms were found to have a moderate but significant impact on 1140 

entrepreneurs' trust. As for the item on this issue, the combined share of those who claim that 1141 

dispute resolution mechanisms moderately (38.8%, n = 19) or significantly (20.4%, n = 10) 1142 

affect trust positively equals 59.2%. At the same time, only 6.1% (n = 3) think that dispute 1143 

resolution has no impact on their trust, and 34.7% (n = 17) claim that this issue has little 1144 

effect on the matter. The mean value of this item equals 2.73 (SD = 0.86). With regard to 1145 

improvements in payment systems that would make entrepreneurs more confident about these 1146 

systems, 52.1% (n = 25) chose better regulation and protection as the most important, while 1147 



 

 

18.8% (n = 9) chose reduced transaction costs, 16.7% (n = 8) – faster settlements and 12.5% 1148 

(n = 6) – better local banking system integration. 1149 

8.5 Influence on International Business Participation 1150 

For the international business participation index, which included questions regarding the 1151 

level of current cross-border engagement, revenue from transactions, number of transactions, 1152 

market expansion and effect of digital payments on business growth, the overall composite 1153 

mean was 2.36. This is the lowest mean out of all the three main constructs measured in this 1154 

study and indicates a pattern of moderate level of mostly aspirational rather than current 1155 

international business engagement amongst the respondents, in line with the fact that most of 1156 

the entrepreneurs in this sample are at an early stage of entrepreneurship. 1157 

The current cross border business engagement level was distributed as follows: 51.0% of 1158 

respondents (n=25) had no current engagement with cross border trade but had plans for such 1159 

activity in future, 20.4% (n=10) were occasional in their cross border engagements, 20.4% 1160 

(n=10) had neither current nor future plans to be engaged in cross border trade and 8.2% 1161 

(n=4) were currently and regularly involved in cross border trade. The mean response for the 1162 

current cross-border business engagement question was 2.16 (SD=0.85). The fact that more 1163 

than half of the respondents had only plans to engage in cross-border business is highly 1164 

indicative of the importance of trust and digital payments perceptions being formed prior to 1165 

any engagement with the transactions. 1166 

The revenue from international transaction was low: 53.1% (n = 26) of respondents earned 1167 

below 5 lakhs (USD 6,000) annually, 28.6% (n = 14) earned between 5 and 20 lakhs, 8.2% (n 1168 

= 4) earned between 20 and 50 lakhs, and 10.2% (n = 5) earned above 50 lakhs. A mean 1169 

revenue score of 1.76 (SD = 0.99) was the lowest score among all individual questions in this 1170 

survey reflecting the early stage and limited revenue generated from cross-border transactions 1171 

of respondents. When asked about the frequency of international transactions, 34.7% (n = 17) 1172 

performed monthly, 28.6% (n = 14) rarely or once a year, 24.5% (n = 12) quarterly, and 1173 

12.2% (n = 6) daily or weekly. Thus, a mean frequency score of 2.31 (SD = 1.02) was found. 1174 

The market expansion and digital payment system's contribution to growth questions 1175 

produced higher mean scores compared to those of engagement and revenue measures, with 1176 

2.76 (SD = 1.05) for the former and 2.80 (SD = 0.89) for the latter. Those comparatively 1177 

higher scores reflect the perception of respondents who currently engage in international 1178 

transactions that the digital payment system is a valuable source for business development 1179 

and expanding markets. The main difficulty for cross-border trading is considered to be the 1180 

regulatory issue (34.7%, n = 17), followed by currency conversion problems (26.5%, n = 13), 1181 

payment problems (24.5%, n = 12), and distrust to foreign business partners (14.3%, n = 7). 1182 

8.6 Hypothesis Testing 1183 

Two hypotheses were developed for analyzing the interrelations between the use of digital 1184 

payments, trust, and involvement in international business. Both hypotheses were analyzed 1185 

using Pearson’s correlation method, while Spearman correlation was used as a robustness test 1186 

because some of the variables are ordinal. Hypotheses test results are presented in the table 1187 

below.  1188 
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 1193 

Hypothesis Statement Pearson r p-value Spearman 

rho 

Decision 

H1 Digital payment 

system 

adoption/readine

ss has a 

significant 

positive 

relationship with 

international 

business 

participation. 

0.534 0.0001 0.525 (p = 

0.0001) 

Supported 

H2 Trust in digital 

payment 

systems 

significantly 

influences 

international 

business 

participation 

among young 

entrepreneurs. 

0.357 0.0119 0.353 (p = 

0.0128) 

Supported 

 Hypothesis 1 (H1) hypothesized that there will be a positive and significant association 1194 

between digital payment system adoption and readiness and international business 1195 

participation. The results of Pearson correlation analysis confirmed the existence of a 1196 

moderately strong positive correlation between Digital Payment Adoption/Readiness Index 1197 

and International Business Participation Index (r = 0.534, p = 0.0001). The Spearman rho 1198 

value of 0.525 (p = 0.0001) supported the above conclusion for the ordinal scale of 1199 

measurement. Thus, H1 is supported at 1% significance level. 1200 

Hypothesis 2 (H2) postulated that trust in digital payment systems will have an effect on 1201 

international business participation in the sample of young entrepreneurs. The results of 1202 

Pearson correlation analysis confirmed the presence of a positive and significant correlation 1203 

between the Trust Index and International Business Participation Index (r = 0.357, p = 1204 

0.0119). The Spearman rho of 0.353 (p = 0.0128) supported the above conclusion. Thus, H2 1205 

is supported at 5% significance level. 1206 

Furthermore, the correlation coefficient between the Digital Payment Adoption/Readiness 1207 

Index and Trust Index was also positive and significant (r = 0.394, p < 0.01), implying that 1208 



 

 

higher digital payment readiness is associated with a greater trust in payment systems. This 1209 

correlation between the two constructs implies the fact that both the measures represent 1210 

different yet related dimensions of entrepreneurial digital payment engagement contributing 1211 

to international business participation outcomes. 1212 

8.7 Interpretation of Results 1213 

The findings of the conducted research present a clear and theoretically sound picture of the 1214 

relations between the adoption and readiness for use of digital payments, level of trust, and 1215 

international business involvement among young entrepreneurs. First of all, the significant 1216 

(moderate to strong) correlation between the level of readiness for adoption of digital 1217 

payments and the degree of international business participation (r = 0.534) is considered the 1218 

core result of the research. It means that young entrepreneurs who have more experience with 1219 

digital payment infrastructure, are open to its use, and are ready to trust it are more likely to 1220 

conduct international business. This result is consistent with the hypotheses made by 1221 

Technology Acceptance Model and Unified Theory of Acceptance and Use of Technology 1222 

that suggest that perceived usefulness and infrastructure support are the major determinants 1223 

of technology adoption behavior. 1224 

The significant but relatively weak correlation between trust and international business 1225 

participation (r = 0.357) indicates that trust is the essential factor of cross-border business 1226 

activity that plays a key role in the process but does not function as the only one. According 1227 

to the results of the analysis, trust becomes the significant condition that enables the 1228 

involvement in international business activities along with other factors presented in the 1229 

previous construct. Respondents who have more trust in the reliability of the digital payment 1230 

infrastructure and in its ability to prevent fraud and resolve disputes tend to be involved in 1231 

more international activities and evaluate the impact of digital payments on the growth of 1232 

their business activities positively. These results confirm the main ideas of Trust Theory and 1233 

the Theory of Planned Behavior according to which trust and positive attitudinal orientation 1234 

become the prerequisites for the behavior in uncertain situations. 1235 

Under a behavioral approach to the problem, several important practical aspects of the 1236 

findings should be mentioned. The respondents' high priority of transaction speed, security, 1237 

and prevention of fraud implies that young entrepreneurs make their evaluations of digital 1238 

payment platforms on the basis of their risk-adjusted utility, and prefer platforms with 1239 

minimum transaction uncertainty and fast payment. The emphasis on the necessity of 1240 

stronger regulation of payments as the confidence building measure demonstrates that the 1241 

trust of these individuals relies equally on their institutional trust in credible governing 1242 

bodies, as on the safety of digital payment platforms. More than half of the respondents were 1243 

still in the pre-participation planning phase concerning international business, which implies 1244 

that trust building plays the same role in the process of their decision making before adoption 1245 

of international business. 1246 

9. Conclusion 1247 

9.1 Summary of Findings 1248 



 

 

As a research endeavor, the present study aimed at addressing two interconnected questions, 1249 

namely the effects of adoption and readiness of the digital payment system on the 1250 

engagement in international business by young entrepreneurs, as well as the role of trust in 1251 

the development of the relationship between digital payment system use and international 1252 

business participation. Based on the primary data obtained via surveying 49 young 1253 

entrepreneurs aged between 18 and 35 years, the study has made some empirical findings 1254 

relevant to theoretical and practical considerations of the above-mentioned questions. 1255 

The most important of the empirical findings of the study is that the digital payment system 1256 

adoption and readiness is positively and significantly associated with international business 1257 

participation (r = 0.534, p = 0.0001), which means that H1 is true. In other words, people who 1258 

were more familiar with digital payment systems, had higher confidence in payment 1259 

infrastructure, and placed higher importance on the speed and reliability of the transaction 1260 

process participated in international business more actively than others. This finding proves 1261 

empirically the connection between the functional dimension of digital payment system 1262 

engagement and the degree of the involvement in international business activities. 1263 

Another important empirical finding is that trust in the digital payment systems is positively 1264 

and significantly associated with international business participation (r = 0.357, p = 0.0119), 1265 

which means that H2 is also true. People who showed higher levels of trust in the form of 1266 

their confidence in security of platforms for the purposes of high-value transactions and fraud 1267 

protection as well as the ability of the dispute resolution mechanisms to enhance the level of 1268 

trust also participated in international business more actively. The fact that 52.1% of 1269 

respondents saw more stringent regulation as the most important aspect for building the 1270 

confidence proves that trust has an institutional dimension and shows how much young 1271 

entrepreneurs' participation in international business depends on the credibility of regulation 1272 

As can be seen, all the above-mentioned results paint a clear picture: young people who are 1273 

ready to use digital payment systems and feel confident regarding trust are more willing to 1274 

conduct cross-border activities. The vast majority of participants of this research were in a 1275 

pre-participation position; they were going to conduct cross-border activities but were not 1276 

doing this yet. They had moderate trust and desired to have better protection and security for 1277 

the platforms in which they conducted their transactions. Thus, one can say that the main 1278 

obstacles for conducting more international business for this group of people are relational 1279 

and institutional, and they are connected with creating enough trust to start conducting cross-1280 

border activities.. 1281 

9.2 Theoretical Contributions 1282 

First, the study provides important contributions to the theoretical literature related to the 1283 

areas of trust theory, fintech adoption, and international entrepreneurship. To begin with, the 1284 

study validates empirically the theory that trust in the use of digital payments plays a crucial 1285 

role in enabling young entrepreneurs to get involved in international business activities. This 1286 

theory has been well-explored in the literature but has lacked primary empirical verification 1287 

from among the target population. In other words, the study fills in an important empirical 1288 

gap in the existing literature on the topic by confirming the existence of this relationship 1289 



 

 

using Pearson and Spearman correlation analysis of the data collected from the target 1290 

population. 1291 

Second, the study adds value to the literature on technology acceptance model in that it 1292 

validates the importance of two key variables – perceived usefulness and infrastructure 1293 

confidence which are analogous to the key variables identified in TAM – perceived 1294 

usefulness and perceived ease-of-use. More specifically, the study shows that the Digital 1295 

Payment Adoption/Readiness Index is more highly correlated with international business 1296 

participation than the Trust Index, which implies that the hierarchy of adoption determinants 1297 

should first include functional readiness of young entrepreneurs followed by trust-based 1298 

engagement. 1299 

First, the study also makes an additional contribution to the literature on trust in the digital 1300 

realm by showing that the concept of trust is multidimensional even within the domain of 1301 

cross-border payment transactions, with platform trust (fraud protection, dispute resolution 1302 

mechanisms) and institutional trust (regulation and oversight) being two relevant 1303 

components, which apply to entrepreneurial international business engagement. Second, the 1304 

discovery that enhancing institutional trust through regulatory oversight emerges as the 1305 

number one preferred enhancement for cross-border payment transactions among survey 1306 

respondents is an important contribution to the rapidly developing literature on the 1307 

governance aspects of digital financial trust. 1308 

Lastly, the study contributes to the literature on youth entrepreneurship and international 1309 

business practices by delivering empirical evidence on perceptions, trust, and engagement 1310 

behaviors associated with digital payments among young entrepreneurs as a demographically 1311 

unique group of underexplored entrepreneurs. The finding that a majority of respondents are 1312 

still in the pre-participation planning stage, rather than being already engaged in cross-border 1313 

commercial transactions, adds the time dimension to the process of adoption-participation. 1314 

10. Recommendations 1315 

From the results of this research, we can provide a wide range of recommendations aimed at 1316 

four main groups of stakeholders, namely, providers of digital payment platforms, 1317 

government and regulators, young entrepreneurs themselves, and fintech community as such. 1318 

All of the recommendations will be based on the patterns found from the empirical data 1319 

collected from 49 young entrepreneurs, and they will focus on overcoming the most relevant 1320 

barriers to cross-border entrepreneurial collaboration in terms of trust deficit, adoption and 1321 

participation obstacles. 1322 

10.1 Enhancing Trust in Digital Payment Systems 1323 

The prioritization of security and fraud protection as the most desirable platform 1324 

characteristic, chosen by 42.9% of participants, and the result that 52.1% of participants 1325 

believe stronger regulation and consumer protection would be the most influential change to 1326 

build their trust, both lead to one evident and imperative recommendation: building trust is an 1327 

integral part of a product strategy of digital payment platforms and not just another additional 1328 



 

 

product feature. Such platforms that work on developing trust through making their security 1329 

measures visible, understandable and high quality will have an easier time attracting young 1330 

entrepreneur users and gaining their loyalty through their platform selection before any first 1331 

international transaction. 1332 

Security measures need to be improved at multiple levels. On a technological level, state-of-1333 

the-art encryption methods, multi-factor authentication, real-time fraud detection tools and 1334 

zero-liability policies in case of unauthorized transactions need to be implemented. On a UX 1335 

level, security measures need to be visible and understandable for the average user and 1336 

include information about the protective measures, transaction monitoring and guidance in 1337 

case of potential fraud or account compromise attempts. The fact that 57.1% of respondents 1338 

had experienced occasional payment failures or delays emphasizes the need for reliable 1339 

communication: real-time transaction status updates and clear guidelines on how to resolve 1340 

issues in case of payment failure or delay need to be provided. 1341 

Another aspect of trust building is transparency regarding fee structure, exchange rates, and 1342 

processing time. The young entrepreneur who is working on tight budgetary constraints will 1343 

be especially vulnerable to any surprises regarding fees and costs. Transparency of the 1344 

platform regarding these issues is a genuine barrier to trust building. The platforms that 1345 

provide complete transparency regarding all of the costs involved in international 1346 

transactions, such as currency conversion fees and processing time, exhibit institutional 1347 

integrity and earn the necessary trust of the entrepreneur. In addition, release of the 1348 

performance metrics of the platform, such as transaction success rates, average time to settle 1349 

transactions, and outcome of fraud incidents, is a useful trust-building practice. 1350 

10.2 Policy and Regulatory Improvements 1351 

It is noteworthy that the issue of regulation emerged as the most widely prioritized area to be 1352 

addressed to help increase respondents' confidence in cross-border digital payments with 1353 

more than half of the participants viewing stronger regulation and consumer protection as the 1354 

change which will have the largest impact on building trust in cross-border digital payment 1355 

systems. This issue sets an unambiguous agenda for policy makers at both national and 1356 

international levels as creation of transparent, coherent and accessible regulatory regimes for 1357 

cross-border digital payments should be considered not only as a necessary measure to ensure 1358 

effective governance but also as a concrete tool to enable young entrepreneurship to engage 1359 

in international business. 1360 

The most immediately applicable recommendation on regulation relates to simplification of 1361 

compliance with cross-border regulations. Fragmentation of international regulatory regimes 1362 

where different jurisdictions set different requirements with respect to anti-money laundering, 1363 

know-your-customer procedures, data protection and restriction of capital movements results 1364 

in significant barriers to comply with regulations for start-ups that do not have 1365 

legal/compliance departments. A simplified and plain language compliance guide should be 1366 

developed by regulatory authorities to help SMEs and young entrepreneurs to understand and 1367 

comply with regulations. 1368 

International harmonization of regulations in this regard will go a long way in alleviating the 1369 

existing barriers to cross-border digital payments. This will be achieved by signing bilateral 1370 



 

 

and multilateral agreements whereby there is an agreement on mutual recognition of digital 1371 

payment systems, alignment of AML and KYC regulations, and development of 1372 

interoperable consumer protection systems, which in turn will decrease the complexities of 1373 

compliance for both the payment platform as well as its entrepreneurs. Regulatory sandboxes 1374 

for innovative cross-border payment system models should also be developed, thereby 1375 

encouraging the innovation in fintech, and at the same time giving a testable framework for 1376 

developing cross-border payment system models, which is now hindering the development of 1377 

both payment platforms and entrepreneurs. Trade agencies and export promotion 1378 

organizations should also come up with literacy programs for digital payment systems 1379 

embedded in the international trade facilitation services so as to equip young entrepreneurs 1380 

with necessary regulatory knowledge before participation. 1381 

10.3 Adoption Strategies for Entrepreneurs 1382 

From the perspective of young entrepreneurs, the findings from this research imply a set of 1383 

actions for developing necessary capabilities, trust, and relationship-building strategies in 1384 

order to participate effectively in international e-commerce. In light of the fact that 51.0% of 1385 

the respondents were found to be in a pre-participation planning stage, having plans to be 1386 

involved in international business but not actually doing that yet, we may conclude that the 1387 

main issue that prevents this group from participating in international business is lack of trust 1388 

rather than awareness. Trust gaps between planning and doing could be bridged by proper 1389 

adoption strategies. 1390 

The use of fintech solutions for achieving international business goals should include the 1391 

purposeful selection of the platforms based on a careful evaluation of their security, 1392 

transparency of fees, quality of the dispute resolution mechanisms, and possibility of 1393 

integration with the entrepreneur's business tools. Thus, young entrepreneurs should prefer 1394 

platforms which are characterized by transparent pricing and security certification, good 1395 

dispute resolution processes, and seamless integration with marketplace and accounting tools. 1396 

Platforms like Wise and Payoneer, being used by 18.4% of the respondents in this research, 1397 

are specifically developed for cross-border business activities and may offer better 1398 

functionality and pricing compared to other platforms. 1399 

The use of an incremental approach to develop experiential trust is especially important in 1400 

relation to novice international entrepreneurs. Instead of making themselves liable to risk in 1401 

international transactions from the outset by engaging in high-risk transactions on foreign 1402 

platforms, entrepreneurs who have recently begun internationalizing their businesses should 1403 

undertake lower value cross-border payments to evaluate how reliable, fast, and responsive 1404 

the platforms are in handling such transactions. Such positive experiences in dealing with 1405 

foreign platforms will gradually result in building experiential trust in such platforms for 1406 

future engagements. This type of approach is especially pertinent given the fact that the 1407 

majority of international entrepreneurs in the sample in this study are early stage 1408 

entrepreneurs who suffer from the experiential trust deficit. Social proof from peers about 1409 

digital payment experiences, platform recommendations, and cross-border trade approaches 1410 

may further help them build trust and reduce risk. 1411 



 

 

10.4 Role of FinTech Companies 1412 

Fintech companies occupy a uniquely influential position in the ecosystem of cross-border 1413 

entrepreneurial trade, functioning simultaneously as infrastructure providers, trust 1414 

intermediaries, and market enablers. The study's findings assign fintech companies a 1415 

substantial responsibility in addressing the trust and adoption barriers that currently constrain 1416 

young entrepreneurial participation in international digital commerce, and point toward 1417 

several specific areas where fintech innovation and service design can make the most 1418 

meaningful difference. 1419 

The development of user-friendly and secure payment solutions that are specifically designed 1420 

for the needs, constraints, and risk sensitivities of young and early-stage entrepreneurs 1421 

represents the most fundamental recommendation for fintech companies emerging from this 1422 

study. User-friendliness in this context extends beyond intuitive interface design to 1423 

encompass the clarity and accessibility of security communication, the simplicity and 1424 

transparency of fee structures, the ease of dispute initiation and resolution, and the quality of 1425 

multilingual customer support for entrepreneurs operating across cultural and linguistic 1426 

boundaries. Platforms that successfully combine functional excellence with trust-affirming 1427 

design and communication are most likely to achieve strong adoption among the young 1428 

entrepreneurial demographic and to sustain the long-term engagement relationships that drive 1429 

platform network effects and business growth. 1430 

Fintech companies should further invest in the development of tools and features specifically 1431 

designed to address the unique cross-border challenges identified by this study's respondents. 1432 

Multi-currency account functionality that eliminates the need for costly currency conversions 1433 

on each transaction, real-time exchange rate locking mechanisms that reduce exposure to 1434 

exchange rate volatility (cited as a challenge by 26.5% of respondents), and integrated 1435 

compliance assistance tools that simplify KYC and AML documentation for young 1436 

entrepreneurs would all materially reduce the operational complexity and perceived risk of 1437 

cross-border digital payment engagement. Investment in robust fraud detection systems 1438 

powered by machine learning, combined with transparent communication of fraud prevention 1439 

capabilities and clear liability frameworks, can directly address the security concerns that 1440 

respondents identified as their most important platform priority. Fintech companies that 1441 

position themselves as genuine partners in the international growth journeys of young 1442 

entrepreneurs, rather than merely transactional intermediaries, are best placed to build the 1443 

deep, trust-based relationships that translate into sustained platform loyalty and expanded 1444 

cross-border business participation. 1445 

11. Limitations of the Study 1446 

Despite the important contributions made by this study in terms of adding originality and 1447 

substance to the empirical knowledge about digital payment adoption, trust, and international 1448 

entrepreneurship participation, it is crucial to recognize some limitations associated with the 1449 

scope of the study's generalizability. These limitations are typical for exploratory studies and 1450 

primary data collection conducted under the confines of an academic project, and it is 1451 



 

 

essential to recognize them in order to interpret the study's results properly, while providing 1452 

directions for future research. 1453 

Firstly, the major drawback of the study is its limited sample size. Having only 49 responses, 1454 

the study contributes to the development of knowledge through provision of valuable 1455 

exploratory insights, while lacking the statistical power needed to conduct more advanced 1456 

analyses including structural equation modeling, multiple regression, etc. Particularly, the 1457 

values for Cronbach's Alpha for individual sub-scales, which are 0.219 for the Digital 1458 

Payment Adoption/Readiness Index and 0.178 for the Trust Index with inclusion of the 1459 

negative-experience item, illustrate the issues related to internal consistency, which are 1460 

partially caused by the limited sample size used in the study. Even though the overall scale 1461 

had acceptable reliability (alpha = 0.705) and the Trust Index without inclusion of the 1462 

negative-experience item had moderate reliability (alpha = 0.546), the results for the 1463 

reliability of individual sub-scales imply that further work is required to develop and validate 1464 

the measurement model. Specifically, in the future, research needs to have a sample size of at 1465 

least 150 to 200 people in order to be able to test the reliability of the scales and run 1466 

regression analysis. 1467 

Geographical limitations form the second limitation. Although the respondent pool is not 1468 

limited geographically speaking, there is a possibility that it will consist of young 1469 

entrepreneurs in certain Indian urban areas, which will result in over-representation of such 1470 

groups because of the existing professional and social networks of the research team. The 1471 

results obtained cannot claim the same relevance in terms of the experiences and views of 1472 

young entrepreneurs in other developing countries, as well as in other geographical locations 1473 

(rural or semi-urban business settings) and developed country business settings which will 1474 

imply different payment infrastructure and entrepreneurial ecosystems for the respondents. 1475 

The fact that the sample includes mostly young entrepreneurs operating in e-commerce and 1476 

technology sector will limit the applicability of the results to manufacturing, agricultural or 1477 

service sector entrepreneurs with different cross-border payment experiences and different 1478 

trust orientations as compared to technology and e-commerce sector. 1479 

Self-reported data bias forms the third limitation which is inherent to the survey method used 1480 

in this research. The answers of the respondents concerning their trust level, payment 1481 

experience, participation in international business and digital payment system orientation 1482 

represent subjective opinions of respondents themselves rather than the objectively verifiable 1483 

data. Social desirability bias can make respondents state that they are ready to use digital 1484 

payment systems and willing to get involved into international business whereas the recall 1485 

bias can affect the accuracy of the information about the payment failures and income 1486 

figures. Cross-sectional design of the data collection will not allow to make causal 1487 

relationships between the variables under consideration since the data reflects perceptions 1488 

and behaviors in one point of time only. 1489 

12. Future Scope of Research 1490 

Overall, the results and limitations of the current study outline an agenda for future research 1491 

in the realm of digital payments and trust-related entrepreneurship practices. The exploratory 1492 



 

 

and primary nature of the study makes it possible to utilize it as the foundation for further 1493 

research that is more methodologically developed and geographically expansive and also 1494 

theoretically enriched. As the relevance of the topic grows with further development of 1495 

digital commerce and transformation of the architecture of global business relations. 1496 

Cross-country comparisons may be considered as one of the most important directions of 1497 

future research in the field. The geographically restricted nature of the sample used for the 1498 

present study creates certain difficulties in generalization of the results to young 1499 

entrepreneurs' experience in other parts of the world regarding their use of digital payment 1500 

systems. The implementation of comparative research design that would involve collection of 1501 

primary data about young entrepreneurs in multiple countries, including both developed and 1502 

developing states, would allow for the investigation of the influence of national level factors 1503 

on the relationships between the use of digital payment systems and the extent of 1504 

international business participation and trust. These factors might include regulatory quality, 1505 

financial infrastructure development, cultural orientations and institutional effectiveness. This 1506 

kind of comparative analysis would help to reveal the best practices for creating a favorable 1507 

regulatory and platform environment that is conducive to young entrepreneurs' participation 1508 

in cross-border digital commerce. 1509 

Blockchain technology and digital currencies in relation to cross-border entrepreneurial 1510 

participation represent another interesting direction for further investigation in the field. In 1511 

the current study, only 6.1% of participants reported using cryptocurrency or blockchain 1512 

payment tools as the primary payment solution for their international transactions. Further 1513 

research should be conducted in order to understand what are the obstacles of the use of these 1514 

technologies and what are the conditions for overcoming those obstacles. With the 1515 

development of central bank digital currencies in multiple jurisdictions, research focusing on 1516 

the issues of trust and adoption of CBDCs in a cross-border trade context would be timely 1517 

and relevant. It would be interesting to see the adoption process and trust formation in the 1518 

case of digital currency and blockchain payment tools in the coming years. 1519 

 1520 

Third, longitudinal research into digital payments adoption behavior of young entrepreneurs 1521 

can be seen as one of the directions for future study, the methodology of which may prove 1522 

particularly valuable for future research. A cross-sectional research design of the current 1523 

study takes a static look at perceptions and adoption behaviors of a particular moment in time 1524 

and, hence, excludes any possibility for making conclusions about the causal relations as well 1525 

as tracking development of trust, readiness for adoption, and international participation 1526 

during the process of an entrepreneur's activity in the field of international business. Panel 1527 

study based on three to five-year observations of cohorts of young entrepreneurs will allow 1528 

studying the process of how the adoption-trust-participation dynamic changes and 1529 

discovering those particular moments and experiences that can serve as crucial for facilitating 1530 

or impeding the process of transition from becoming aware of digital payments to actual 1531 

cross-border business activity. Moreover, such a longitudinal design will allow looking at co-1532 

evolution of trust and transactional experience and testing the theoretical statement that trust 1533 



 

 

is accumulated due to successful cross-border transactions while negative transactional 1534 

experience leads to erosion of trust and, thus, reduced level of international business activity. 1535 

 1536 
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14. Appendices 1681 

14.1 Questionnaire 1682 

You're right — the numbering should restart from 1. 1683 

1. Do you currently engage in cross-border (international) trade? 1684 

2. Which region(s) do you primarily trade with? (Select the most dominant) 1685 

3. What is the approximate annual revenue from your international transactions? 1686 

4. What is the biggest challenge you face in cross-border trade? 1687 

5. How frequently do you conduct international transactions? 1688 



 

 

6. Which digital payment platform do you primarily use for international transactions? 1689 

7. How satisfied are you with your current digital payment system for cross-border 1690 

transactions? 1691 

8. How important is transaction speed in your choice of a digital payment platform? 1692 

9. Have you ever experienced a failed or delayed international digital payment? 1693 

10. Which feature matters most to you when selecting a digital payment platform? 1694 

11. How much do you trust digital payment platforms for high-value international 1695 

transactions? 1696 

12. What factor most influences your trust in a digital payment platform? 1697 

13. Has a negative experience with a digital payment system (e.g., fraud, chargeback) 1698 

ever discouraged you from pursuing international business? 1699 

14. Do you believe digital payment platforms adequately protect entrepreneurs from 1700 

cross-border fraud? 1701 

15. How does the availability of dispute resolution mechanisms affect your trust in a 1702 

platform? 1703 

16. To what extent have digital payment systems enabled you to expand into new 1704 

international markets? 1705 

17. Would you have engaged in cross-border trade without accessible digital payment 1706 

systems? 1707 

18. How have digital payment systems impacted your overall business growth? 1708 

19. Do you believe that improved digital payment infrastructure would encourage more 1709 

young entrepreneurs to participate in international trade? 1710 

20. What improvement would most increase your confidence in using digital payment 1711 

systems for cross-border trade? 1712 

14.2 Responses 1713 
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