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Abstract: 

Background: The current rapid development of the times has created the birth of the evolution 
of payment instruments such as e-wallets. The evolution of this means of payment facilitates 
human activities in terms of transactions. The ease, convenience, speed, and benefits offered 
by Payment System Service Providers (PJSP) such as e-wallets can attract people's interest 
in adopting this system. 
Purpose: This study examines the direct effects of perceived ease of use, perceived 
usefulness, and e-service quality on sustained e-wallet use in Jayapura City, with customer 
satisfaction as a mediator. 
Design/methodology/approach: The research method adopted is quantitative, with an 
explanatory approach. The population in this study was the residents of Jayapura City, and 
the sampling technique was purposive, resulting in a sample size of 200 respondents. Data 
were collected via a questionnaire and then evaluated using SmartPLS v.4.1.0.6. 
Findings/Result: The findings show that perceived convenience does not affect long-term 
interest in using e-wallets. Meanwhile, perceived benefits, e-service quality, and customer 
satisfaction favourably and significantly impact sustained e-wallet usage. These findings 
also demonstrate that customer satisfaction can mediate the relationship between perceived 
convenience, perceived benefits, and e-service quality regarding Jayapura City residents' 
sustained interest in utilizing e-wallets. 
Conclusion: This study shows that the e-wallet payment system service provider can 
improve the services provided, increase the literacy of the people of Jayapura City regarding 
the operation of e-wallets and the urgency of using technology so that the people of Jayapura 
City are technology literate. In addition, the e-wallet should also be able to provide various 
promos that can attract the interest of the people of Jayapura City. 
Originality/Value (State of The Art): The findings of this research are intended as evaluation 
material and a basis for decision-making by e-wallet applications regarding interest in 
adopting e-wallets.
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INTRODUCTION

The presence of e-wallets due to the development 
of digitalization and the evolution of payment tools 
certainly creates a variety of convenience and speed in 
transactions (Kusumawardhani & Purnaningrum, 2021). 
Since Bank Indonesia launched the National Cashless 
Movement (GNNT) in 2014 due to technological 
developments, many companies have begun to innovate 
and develop payment instruments into more practical 
forms, such as e-wallets (Nawawi, 2020). People prefer 
to make transactions using electronic money because it 
is more practical, easy, fast, and comfortable (Ratu et 
al. 2022). Since the appearance of T-Cash in 2007, 38 
e-wallets have received a license from Bank Indonesia 
(Iprice, 2019). E-wallet will be the most widely used 
digital payment application in 2021 (Bank Indonesia, 
2023). This trend shows that e-wallets are increasingly 
becoming people’s leading choice in various financial 
transactions (Agustino et al. 2021). The following are 
the e-wallets that are the people’s leading choice for 
carrying out financial transactions throughout 2022, 
including Gopay (0.88), Dana (0.83), Ovo (0.79), 
Shoppepay (0.76) and LinkAja (0.30) (GoodStats, 
2022). Based on data from IPrice, the total number of 
e-wallet users in 2022 will reach 500 million. The large 
number of e-wallet users in Indonesia is because 47% 
of Indonesians have three or more e-wallets, 28% use 
two e-wallets, and only 21% have one e-wallet (Iprice, 
2020).

The various conveniences and benefits e-wallets offer 
interest researchers in analyzing technology acceptance 
factors. Davis (1989) developed the TAM (Technology 
Acceptance Model) theory, one of the most frequently 
used to measure technology adoption. Several external 
factors will influence attitudes regarding technology 
use depending on the person’s belief that using the 
technology will result in a particular outcome (Innayah 
et al. 2022). A system that is considered complicated 
becomes a benchmark in making decisions to continue 
using it (Mandasari & Giantari, 2017). Consumers 
believe ease leads to transaction flexibility and quick 
learning (Juniwati, 2015). Hence, the perception of 
convenience significantly impacts the intention to utilize 
technology. Perceived benefits are the extent to which a 
person’s confidence level about using technology or a 
specific system can improve performance (Venkatesh & 
Davis, 2000). The perceived benefit explains a person’s 
behaviour in using technology because the greater the 
benefits users receive, the greater the decision to reuse. 

The most extensive distribution of e-wallet users in 
Indonesia is dominated by several provinces such 
as West Java (69.4%), Jakarta (65.9%), Central Java 
(63.8%), and East Java (37.5%). There is a gap in the 
number of e-wallet users in some of these provinces 
compared to several provinces in Eastern Indonesia, 
such as Papua Province, which only reaches 1.38%. 
Therefore, the interest in using e-wallets in Jayapura 
City still needs further analysis and research. The use 
of e-wallets in Papua Province, especially in Jayapura 
City, is still not massively used as a means of payment 
compared to other provinces in Indonesia. However, 
several types of e-wallets, such as LinkAja, used by the 
people of Jayapura City illustrate growth. Compared 
to 2021, in the first semester of 2022, the LinkAja 
application in Papua Province, especially Jayapura 
City, illustrates increased transactions and is the most 
active LinkAja user (Antaranews, 2022).

Nevertheless, Bank Indonesia representatives of Papua 
and the Papua government have synergized to create a 
cashless society to accelerate transaction digitization, 
increase financial inclusion, and accelerate economic 
growth, which can support the National Non-Cash 
Movement (GNNT). The acceleration of digital 
transactions can be seen from an MSME business 
environment that encourages MSME players and the 
public to use digital transactions as a payment method. 
In addition, the number of merchants and users of the 
standard Indonesian quick response code as a digital 
payment barcode in Papua Province has also increased, 
with 133.872 thousand businesses providing digital 
payment methods. These conditions encourage the 
digital economy to experience favourable growth. 

Various previous studies, such as (Ashghar & 
Nurlatifah, 2020; Brahanta & Wardhani, 2021; Olivia & 
Marchyta, 2022), suggest that perceived convenience is 
the foundation and central construction that influences 
a person’s interest in continuing to adopt e-wallets. In 
addition, Purba et al.  (2020) discovered that perceived 
convenience has a favourable and significant effect on 
sustained interest and is the central construct influencing 
sustainable interest in adopting e-wallets. This study’s 
findings contrast to previous research (Hapsoro & 
Kismiatun, 2022), which revealed that perceived 
convenience did not affect interest in adopting e-wallets. 
Adjie et al.  (2021); Hakim et al. (2022); Purba et al. 
(2020) prove that perceived benefits have a positive 
and significant effect on sustainable interest in using 
e-wallets because e-wallets can provide convenience 
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Service quality refers to a product or service’s complete 
features and qualities that fulfil needs and desires 
(Kotler & Keller, 2016). Service quality plays a vital 
role because, apart from shaping consumer perceptions, 
service quality is a central point in realizing satisfaction 
(Kasmir, 2017; Mulyapradana & Anjarini, 2020). 
Currently, many companies are starting to implement 
online-based services. E-service quality is a novel 
iteration designed to assess online service to streamline 
customer interactions (Chasee et al. 2006). According 
to Zeithaml et al.  (2009), e-service quality is the ability 
of a website to provide services that create convenience 
so that it supports activities such as purchasing or 
shipping effectively and efficiently. E-service quality 
generally has seven dimensions: efficiency, reliability, 
system availability, fulfilment, privacy, responsiveness, 
contact availability, and compensation (Zeithaml et al. 
2009).

Interest refers to an individual’s motivation to engage 
in specific behaviour (Jugiyanto, 2008). In technology 
adoption, interest is not just the desire to use but the 
desire to continue using so that continued interest can 
be used to predict actual use (Amoroso & Lim, 2017). 
Bhattacherjee (2001) states that continuation intention 
is essential for technology-based service providers. 
Continuous interest can be assessed by considering 
various dimensions, such as the level of intention 
to return, the intensity of usage, and the intensity of 
recommendation (Shang & Wu, 2017). Customer 
satisfaction is a feeling consumers get after comparing 
perceptions or impressions of the performance 
obtained (Kotler, 2002). The level of feeling can be in 
the form of feelings of happiness or disappointment; 
this depends on the impression felt by the consumer. 
When customers are satisfied with the products and 
services provided, a harmonious relationship will be 
created, which can increase the intensity of purchasing 
or using the product on an ongoing basis (Nugroho, 
2015).	

Research on the Islamic e service quality is still limited; 
this could be a research gap from earlier studies using 
Technology Acceptance Model (TAM) and Theory of 
Planned Behavior (TPB) mapping. The contradictory 
findings of earlier studies prompted the researchers 
to investigate and assess the impact of perceived 
convenience, perceived utility, and e-service quality on 
the sustained interest in utilizing e-wallets in Jayapura 
City.

and increase performance productivity. The results of 
this study are different from those (Olivia & Marchyta, 
2022; Rantung et al. 2020), which state that perceived 
benefits do not affect sustainable interest; this is because 
even though the use of e-wallets provides convenience 
and benefits in increasing productivity, other factors 
need to be considered in making decisions to continue 
using them. 

Customer satisfaction reflects positive feelings from 
interactions with service providers (Olivia & Marchyta, 
2022). Phuong et al.  (2020), Shang & Wu (2017), and 
Ofori et al.  (2017) prove that customer satisfaction is 
one of the main predictors of post-e-wallet adoption 
behaviour. The relationship between perceived 
convenience and perceived usefulness on sustainability 
interest mediates by customer satisfaction. Based on the 
results of this research, researchers tried to add e-service 
quality. Research conducted by Jayaputra & Kempa 
(2022), Adjie et al.  (2021), proves that e-service quality 
is a determining factor for a company’s existence in 
attracting continued interest in using e-wallets. Different 
results were found (Safitri & Azizah, 2021), stating that 
e-service quality did not affect continued interest in 
technology use. The novelty of this research lies in the 
use of Islamic e service quality with several indicators: 
reliability, responsiveness, privacy/security, information 
quality, application design and website functionality, 
efficiency, empathy, Ta’awun, At-Taysir and Al-Layin. 

TAM is used to determine the level of acceptance of 
information technology systems (Davis, 1989). TAM 
theory is often used as a benchmark for the technology 
adoption process. The TAM theory comprises perceived 
ease of use, usefulness, attitude toward use, behavioural 
intention to use, and actual usage (Sukma et al. 2019; 
Ekowati et al. 2021). Then, this theory was developed 
into TAM2 in 2000 by adding several social influence 
variables, namely subjective norms, voluntariness, 
and image (Venkatesh & Davis, 2000). According to 
Venkatesh and Davis (2000), ease is freedom from 
the difficulty of great effort, ease of use is defined as 
a person’s belief that utilizing a specific system will 
be easy. Perceived ease is described as a measure in 
which someone believes that utilizing a system would 
be effortless, implying that the technology is simple 
to learn and apply (Jugiyanto, 2008). This illustrates 
that if someone believes in the benefits obtained, he 
will continue using technology. The benefits include 
increased performance and productivity (Nasri et al. 
2013).
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directly, including Measurement Model Evaluation 
(Outer Model) and Structural Model Evaluation (Inner 
Model). Data were gathered using PLS-SEM to test 
the changed results of several models. In addition, the 
PLS was used since the offered indicators did not fit the 
reflective measurement model (Rusydi et al. 2024). The 
Sobel test is used to test research hypotheses through 
mediation (Faruq et al. 2024).

The purpose of hypothesis testing is to outline the 
hypotheses that will undergo testing in this research. 
The hypotheses  (H1-H7),  posit  that  the  independent 
variables of perceived convenience, perceived benefits, 
E-Service quality, on  the  dependent variables  of  
customer satisfaction and sustainable interest. 

Perceived convenience plays a crucial role in assessing 
the extent of technology adoption, as highlighted by 
Hutami and Septyarini (2018). Moslehpour et al.  (2018) 
further emphasize that the perceived ease of use is a vital 
factor in technology utilization, reflecting simplicity 
and effortless engagement. The research conducted by 
Ashghar and Nurlatifah (2020), Brahanta and Wardhani 
(2021), Olivia and Marchyta (2022), Purba et al.  (2020), 
Sandy and Firdausy (2021), and Silaen and Prabawani 
(2018) provides evidence that perceived convenience 
positively influences the sustained interest in utilizing 
e-wallets. Hence, it can be inferred that the perception 
of convenience significantly and positively impacts 
sustainable interest (H1).

Perceived benefits are crucial in influencing an 
individual’s decision to continue using technology. The 
more benefits a user perceives, the more likely they will 
reuse it. Various studies (Adjie et al. 2021; Ariana et 
al. 2020; Ashghar & Nurlatifah, 2020; Duy Phuong et 
al. 2020; Purba et al. 2020) have shown that perceived 
benefits have a positive and significant impact on the 
sustained interest in using e-wallets. E-wallets offer 
convenience and enhance productivity performance, thus 
encouraging users to continue utilizing them. Hence, 
it can be inferred that perceived benefits substantially 
impact sustainable interest (H2).

Every company utilizes e-service quality as a competitive 
advantage, which is the primary assessment for users 
(Safitri & Azizah, 2021). The use of technology often 
causes problems; customers who complain, of course, 
need good service (Adjie et al. 2021). Ariani et al.  
(2018) and Jayaputra & Kempa (2022) proved that the 
e-service quality dimension determines a company’s 

METHODS

The method used in this study is quantitative, using 
data acquired directly from respondents, as primary 
data. The research approach is explanatory, aiming to 
elucidate the relationship between variables, whether 
direct or indirect. The study focuses on the population 
of Jayapura City that utilizes e-wallets, with purposive 
sampling as the chosen technique based on specific 
criteria. These criteria encompass individuals in 
Jayapura City who use e-wallet applications such 
as ShopeePay, Ovo, GoPay, Dana, and LinkAja. 
According to Hair et al.  (2010), the recommended 
sample size for SEM analysis ranges from 100 to 200 
respondents, hence the selection of 200 respondents for 
this study. The need for recorded data on the number of 
e-wallet users in Jayapura City influenced this decision. 

The measurement scale in this study uses the Likert 
assessment scale through criteria ranging from strongly 
agree to strongly disagreement. The Variable Operational 
Definition (DOV) that is perceived convenience (X1) 
indicators: Clear and easy to understand, Does not 
require much effort, The system is easy to use, Easy 
to operate the system as desired, Flexible (Olivia & 
Marchyta, 2022; Venkatesh & Davis, 2000). Perceived 
benefits (X2) with indicators Improve performance, 
increase productivity, increase work effectiveness, 
Helpful refers to the opinion of (Olivia & Marchyta, 
2022; Venkatesh & Davis, 2000). E-Service quality (X3) 
with indicators Reliability, Responsiveness, Privacy/
Security, Information quality, Application design and 
website functionality, Efficiency, Tangibles, Empathy, 
Empathy, Ta’awun, At-Taysir, Al-Layin refers to the 
opinion (Othman & Owen, 2001; Safitri & Azizah, 
2021; Zeithaml et al. 2009). Sustainable interest (Y) 
with indicators of Returned intention level, Usage 
intensity, and Recommendation intensity referring 
to opinions (Olivia & Marchyta, 2022; Shang & Wu, 
2017); customer satisfaction (Z) with indicators of 
Overall satisfaction, pleasing experience, Expectation, 
Good performance referring to opinions (Olivia & 
Marchyta, 2022). 

This study’s first data analysis technique uses the IBM 
SPSS Statistics 25 application to Descriptive statistical 
analysis determines the frequency distribution of 
questionnaire responses and provides a detailed 
description of the variables evaluated. Then, the second 
data analysis technique in this study uses the SmartPLS 
v.4.1.0.6 application to test research hypotheses 
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quality and sustainable interest can be mediated by 
customer satisfaction (H7).

 
RESULTS

Discriminate Validity Test

Discriminate validity aims to ensure that the correlation 
of observation variables with other constructs is higher 
than with other constructs. This test needs to be done to 
determine the level of differentiation of indicators in the 
measuring instrument construct. The parameter of this 
method is to compare the coefficient correlation value of 
the cross-loading factor on the intended construct with 
the value of other cross-loading factors. 

Table 1 shows that indicators SI1–SI3 load highest on 
the Sustainable Interest construct (0.869, 0.893, 0.861). 
Each item’s loading on its intended construct exceeds 
its cross-loadings on other constructs. The same thing 
happened to other constructs such as PEOU1, PEOU2, 
PEOU3, PEOU4, PEOU5 then PU1, PU2, PU3, PU4 
and also E-SQ1, E-SQ2, E-SQ3, E-SQ4, E-SQ5, E-SQ6, 
E-SQ7, E-SQ8, E-SQ9, E-SQ10 and CS1, CS2, CS3, 
and CS4 show a stronger relationship, meaning that the 
coefficient value on the beam for the intended construct 
is greater than that of other constructs. 

Test the structural equation of the PLS approach. 
Discriminant validity uses the square root of the 
average extracted (√AVE). If the √AVE value of each 
latent variable is greater than the correlation with other 
variables, then the instrument is said to have good 
discriminant validity (Solimun & Fernandes, 2017). 
The recommended measurement value must be greater 
than 0.5. The results of calculating the √AVE value, as 
shown in Table 3. Thus, the instrument is said to be valid 
because the AVE value is greater than 0.5.

The composite reliability values were used to shape 
the construct with the results in the good, assuming the 
value is above 0.70. The test results of the composite 
reliability measurement model are shown in Table 2 
with perceived convenience, perceived benefits, service 
quality, customer satisfaction and sustainable interest 
above 0.7. This means that the five variables analyzed 
have good composite reliability because the value is 
above 0.70. Therefore, further analysis needs to be 
conducted by examining the goodness-of-fit and inner 
models.

existence in attracting the public. H3: E-service quality 
has a substantial impact on continued interest.

Continued interest in using technology is determined by 
individual satisfaction because the service obtained will 
give rise to confidence in continuing to use it and even 
recommending it to others (Adjie et al. 2021). Olivia & 
Marchyta (2022), Duy Phuong et al.  (2020), and Ofori 
et al.  (2017) demonstrated that customer satisfaction is 
closely linked to the performance of e-wallets and the 
overall positive experience they provide. Additionally, 
it has been established that customer satisfaction plays 
a crucial role in fostering continued interest in using 
e-wallets (H4).

Amoroso and Lim (2017) define continued interest 
as the level of user intention to continue carrying out 
certain behaviours, namely continuing to use the 
technology. Various research studies have demonstrated 
that customer satisfaction mediates the impact of 
perceived convenience on sustainable interest. This 
notion is supported by Duy Phuong et al.  (2020), Olivia 
& Marchyta (2022), and Shang & Wu (2017), who 
stated that perceived convenience plays a crucial role in 
satisfying users and indirectly fostering their continued 
interest in using a product or service. As a result, it can 
be concluded that customer satisfaction is a mediator 
in the relationship between perceived convenience and 
sustainable interest (H5).

Continued intention to use e-wallets can be explained 
by Davis’s (1989) acceptance model. One of the 
advantages of using this model is that perceived benefits 
can predict technology use. Shang & Wu (2017) proves 
that the benefits perceived by customers influence their 
continued interest in using technology through customer 
satisfaction; this is because if users feel they have 
received benefits, they will feel satisfied. These results 
are also supported by (Duy Phuong et al. 2020; Olivia 
& Marchyta, 2022). Customer satisfaction mediates the 
relationship between perceived benefits and sustainable 
interest (H6).

Ofori et al.  (2017) found that customer satisfaction 
variables can mediate the relationship between service 
quality and continued interest in using Internet banking. 
These results are also supported by (Saidani et al. 2019; 
Pangestu & Sukresna, 2021). Superior service quality in 
technology is the basis for customers to continue using 
technology so that customers who receive good service 
will feel satisfied. The relationship between e-service 
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Table 1. Discriminate Validity
Indicator Sustainable 

Interest (Si)
Perceived Convenience 

(Peou) 
Perceived Benefits 

(Pu)
E-Service Quality 

(E-Sq)
Customer 

Satisfaction (Cs)
SI1 0.869 0.592 0.650 0.688 0.684
SI2 0.893 0.622 0.722 0.680 0.686
SI3 0.861 0.605 0.646 0.645 0.701
PEOU1 0.483 0.767 0.588 0.530 0.539
PEOU2 0.466 0.798 0.611 0.516 0.574
PEOU3 0.628 0.844 0.69 0.647 0.692
PEOU4 0.643 0.853 0.734 0.674 0.713
PEOU5 0.515 0.727 0.621 0.620 0.631
PU1 0.696 0.720 0.898 0.707 0.701
PU2 0.697 0.756 0.880 0.674 0.731
PU3 0.670 0.721 0.877 0.719 0.727
PU4 0.651 0.681 0.871 0.689 0.68
E-SQ1 0.646 0.689 0.665 0.814 0.732
E-SQ2 0.583 0.561 0.624 0.789 0.621
E-SQ3 0.560 0.462 0.526 0.771 0.572
E-SQ4 0.591 0.648 0.598 0.823 0.639
E-SQ5 0.632 0.653 0.666 0.809 0.693
E-SQ6 0.599 0.656 0.653 0.814 0.719
E-SQ7 0.630 0.707 0.753 0.824 0.738
E-SQ8 0.602 0.473 0.583 0.750 0.553
E-SQ9 0.647 0.602 0.623 0.826 0.652
E-SQ10 0.648 0.547 0.618 0.786 0.637
CS1 0.714 0.711 0.710 0.756 0.888
CS2 0.701 0.743 0.760 0.709 0.889
CS3 0.685 0.668 0.658 0.743 0.903
CS4 0.709 0.710 0.739 0.720 0.883

Note: yellow colour block = higher correlation than the other constructs

Table 2. Results of the reliability
Variable Composite Reliability Conclusion

Perceived Convenience 0.898 Reliable
Perceived Benefits 0.933 Reliable
E-Service Quality 0.947 Reliable
Customer Satisfaction 0.939 Reliable
Sustainable Interest 0.907 Reliable

Table 3. AVE and √AVE Values
Research Variable AVE √AVE
Perceived Convenience 0.738 0.859
Perceived Benefits 0.777 0.881
E-Service Quality 0.742 0.861
Customer Satisfaction 0.765 0.875
Sustainable Interest 0.793 0.891
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Table 4. Hypothesis testing
Hypothesis Study Path Coefficients t Statistics P values Information
Perception Convenience → Sustainable Interest -0.039 0.513 0.608 Rejected
Perceived Benefits → Sustainable Interest 0.309 2.576 0.010 Accepted
E-service quality → Sustainable Interest 0.255 2.590 0.010 Accepted
Satisfaction Customers → Sustainable Interest 0.361 4.024 0.000 Accepted
Perception Convenience → Satisfaction Customer → 
Sustainable Interest

0.101 2.705 0.007 Accepted

Perceived Benefits → Satisfaction Customer → 
Sustainable Interest

0.090 2.195 0.029 Accepted

E-service quality → Satisfaction Customer→Interest 
Sustainable

0.150 3.471 0.001 Accepted

The goodness-of-fit test of the structural model used 
the predictive relevance (Q2) score to measure how 
observation scores are generated. Q2 was based on 
the coefficient of determination of all the dependent 
variables between0<Q2<1. The R2 value of each 
endogenous variable are follows a) Y1 variable has R2 
of 0.764; b) Y2 variable has R2 of 0.692.

Predictive-relevance value is obtained by formulation 
below:
Q 2 = 1 – (1 – R1

2) (1 – R2
2) ... (1- Rp

2)
Q 2 = 1 – (1–0.764) (1–0.692)
Q 2 = 0.911

The analysis showed that Q2 was 0.911, which showed 
that the model was able to explain 91.1 percent of the 
data, while the remaining 8.9 percent was explained 
by other variables (outside the model) and error. In 
conclusion, based on the analysis, the PLS model was 
good due to its ability to explain 91.1 percent of the 
overall information.

Based on the results of statistical testing (Table 4), 
perceived convenience does not affect continued 
interest in using e-wallets with a path coefficient value 
of -0.039 and a p-value of 0.0608, meaning that H1 
is rejected. The test results show that H2 is accepted 
with path coefficients of 0.309 and p-values of 0.010. 
The test results prove that e-service quality affects 
continued interest with a path coefficient value of 
0.255 and p-values of 0.010, so H3 is accepted. The 
test results show that customer satisfaction influences 
continued interest with a path coefficient value of 

0.361 and p-values of 0.000, so H4 is accepted. The 
test results show that customer satisfaction can mediate 
the influence of perceived convenience on continued 
interest with a path coefficient value of 0.101 and 
p-values of 0.007, meaning that H5 is accepted. The test 
results prove that customer satisfaction can mediate the 
relationship between perceived benefits and continued 
interest with path coefficients of 0.090 and p-values 
of 0.029, meaning that H6 is accepted. Finally, H7 
was accepted with a path coefficient value of 0.150 
and p-values of 0.001, so customer satisfaction could 
mediate the relationship between e-service quality and 
sustainable interest.

Influence Perception Convenience Towards 
Sustainable Interest 

The test results indicate that the perceived convenience 
of e-wallets does not impact the sustained interest in 
using them in Jayapura City. However, the findings 
of this study have yet to provide a conclusive answer 
regarding the consistency of the TAM theory proposed 
by Davis (1989), which defines ease as the extent to 
which an individual believes that using a specific 
system would require minimal effort. The perception 
of ease can be assessed through four indicators: clarity 
and comprehensibility, minimal cognitive effort, user-
friendliness, and the system’s ability to fulfil the user’s 
intentions. These indicators encompass the overall ease 
of utilizing technology. In his research, Chi (2018) 
discovered that the ease of use of a mobile payment 
application is a determining factor for its adoption, as it 
increases the likelihood of continuous usage.
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is closely related to increasing work effectiveness, 
which is directly based on the benefits obtained (Davis, 
1989). Perceived usefulness is essential to building 
an integrated relationship between technology and a 
person’s interests (Nasri et al. 2013).

The research findings support the consistency asserted 
by (Davis, 1989; Venkatesh & Davis, 2000) that the 
inclination to adopt technology can be gauged based 
on the extent of its perceived benefits. Daragmeh et 
al.  (2021) establish that perceived usefulness is the 
most influential factor in determining the behaviour 
of individuals to continue using e-wallets. The 
outcomes of various other studies, including (Adjie et 
al. 2021 Aji et al. 2020) (Chawla & Joshi, 2019 Duy 
Phuong et al. 2020; Foroughi et al. 2019; Humbani & 
Wiese, 2019; Kumar et al. 2018; Purnama & Devilia, 
2022; Rahi et al. 2021; Zhu et al. 2017) confirm that 
perceived benefits exhibit a positive and significant 
correlation with sustained interest in utilizing e-wallets. 
The emergence of e-wallets like Ovo and Gopay has 
undeniably contributed to enhancing user performance 
(Atriani et al. 2020; Nurzanita & Marlena, 2020).

The Influence of e-service quality on Sustainable 
Interest

Based on hypothesis testing, it is known that e-service 
quality has a significant effect on and sustainable 
interest in using e-wallets in Jayapura City. In adopting 
technology such as e-wallets, of course, the services 
provided are online-based so that media and internet 
support are needed. Zeithaml et al. (2009) define 
e-service quality as the extent to which a website can 
facilitate and provide services that of course make 
it easier for users to carry out transaction activities 
effectively and efficiently. Every consumer has a 
different impression of a product, the impression that 
exists after they receive good service in this case is 
e-service quality. The dimensions of e-service quality 
that are provided quickly and precisely can shape 
consumer satisfaction, this is what can later become 
the basis for making decisions to continue using a 
technology in the future (Wang et al. 2019).

The results of the study are in line with previous studies 
including Chandra et al. (2015) which examines 
the continued interest in using fintech, proving that 
superior and superior e-service quality dimensions 
can be the main reason for post-technology adoption 
decisions. Responsive service, website functions that 

This study proves that perceived convenience is only 
one factor affecting sustained interest in using e-wallets. 
The findings of this study align with Hapsoro & 
Kismiatun (2022), who demonstrate that users of shop 
pay need to perceive the convenience offered, such 
as top-up, payment for various digital products, bank 
transfer processes, and fee-free usage. The research 
conducted by Purba et al.  (2020) also supports the 
notion that using OVO does not necessarily indicate 
ease and speed of transactions, highlighting the need 
for careful consideration when using it regularly. 
Furthermore, (Aji et al. 2020; Chawla & Joshi, 2019; 
Humbani & Wiese, 2019) have also discovered that 
perceived convenience has little impact on the sustained 
interest in using e-wallets.

Ease of use is vital in influencing a person’s interest 
and confidence in using e-wallets. Islamically, the 
current development of the context of e-wallet 
adoption prioritizes the elimination of difficulties (Ratu 
et al. 2022). In the Islamic context, e-wallets must 
prioritize convenience. However, if it is relevant to the 
phenomenon occurring in Jayapura City, several things 
need to be considered by Payment System Service 
Providers (PJSP) and the Regional Government. The 
development of e-wallets is closely related to internet 
user penetration. It can be seen that the people of 
Jayapura City only contribute 1.20% of the total 
internet users in Indonesia (APJII, 2021). Apart from 
that, several problems, such as inadequate internet 
network conditions, make it difficult for people to 
access e-wallet services. The people of Jayapura City 
do not feel the presence of e-wallets as a fast and easy 
service provider. Nurzanita and Marlena (2020) stated 
that even though e-wallets are popular with various 
levels of society, several cases, such as failed top-ups, 
data leaks, and loss of balance, are things that users 
need to consider.

The Influence of Perceived Benefits on Sustainable 
Interest

The findings reveal that the perceived benefits 
positively and notably impact the continuous interest 
in using e-wallets in Jayapura City. This affirms that 
perceived usefulness stands as the primary predictor of 
sustained interest. In essence, the perception of benefits 
is constructed upon four indicators: enhancement of job 
performance, increase in productivity, improvement in 
effectiveness, and the system’s utility (Venkatesh & 
Davis, 2000). Decision-making in using technology 
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Customer Satisfaction mediates the relationship 
between Perceived Convenience and Sustainable 
Interest

The test results show that perceived convenience 
influences sustainable interest in using e-wallets through 
customer satisfaction. The people of Jayapura City who 
use e-wallets certainly feel happy and satisfied with the 
overall speed and savings of using e-wallets as a means 
of sustainable transactions. The ease of using e-wallets 
will indirectly impact satisfaction and, ultimately, the 
tendency to use e-wallets sustainably.

The results of this research are in line with Olivia & 
Marchyta (2022), who prove that customer satisfaction 
can mediate the relationship between perceived 
convenience and sustainable interest, meaning that 
when customers have a high level of satisfaction with 
the entire e-wallet operation, which can be done quickly 
and does not require much effort, then customers will 
have the intention to continue using e-wallet. Apart 
from that, research (Amoroso & Lim, 2017; Hapsoro 
& Kismiatun, 2022; Shang & Wu, 2017) also found 
a relationship between customer satisfaction, which 
can mediate the relationship between perceived 
convenience and continued interest.

Customer Satisfaction Mediates the Relationship 
between Perceived Benefits and Sustainable Interest

The test results show customer satisfaction can 
mediate the relationship between perceived benefits 
and sustainable interest. This proves that the people 
of Jayapura City have received satisfaction with the 
benefits of using e-wallets, such as helping them with 
their work and increasing productivity, so these benefits 
certainly create a sense of satisfaction for each user; 
each user has their impression of the benefits obtained. 
The results of previous research, such as Shang & Wu 
(2017), prove that customer satisfaction can mediate the 
relationship between perceived benefits and continued 
interest, meaning that the level of perceived benefits 
will lead to a better level of satisfaction and ultimately 
lead to continued interest in using e-wallet. Other 
studies, such as (Duy Phuong et al. 2020; Olivia & 
Marchyta, 2022), also found that customer satisfaction 
can mediate the relationship between perceived benefits 
and sustainable interest in using e-wallets.

provide information, reliability and responsiveness in 
solving problems not only shape sustainable interest 
but also customer satisfaction. So that if customers 
are satisfied with the services provided by the website, 
they have a high probability of using technology in 
the future. Other studies such as Pratiwi et al. (2021) 
also found that the relationship between e-service 
quality that builds loyalty, and the image of e-wallet 
providers directly has a positive and significant effect 
on interest in using e-wallets. Putri & Oktaroza (2022) 
and Ariani et al. (2018) found a positive and significant 
relationship between e-service quality and sustainable 
interest in using fintech.

The Influence of Customer Satisfaction on 
Sustainable Interest

The findings indicate a strong and favourable correlation 
between customer satisfaction and the desire to utilize 
e-wallets in Jayapura City. Suppose e-wallet users feel 
satisfied after comparing the impression they receive of 
the services provided with the fulfilment of expectations 
received. In that case, customer satisfaction can form a 
positive reaction through a level of feeling. Customer 
satisfaction shows the level of feeling through an 
emotional reaction when a company’s performance 
can meet hopes and expectations (Kotler & Keller, 
2016). The emergence of customer satisfaction can 
form loyalty and positive recommendations through 
word of mouth (Nugroho, 2015). In measuring 
sustainable interest, customer satisfaction should be 
an essential parameter that companies must consider 
(Bhattacherjee, 2001). Much literature discusses the 
relationship between sustainable interest and consumer 
satisfaction (Francisco et al. 2013).

The findings of this study align with the research 
conducted by Olivia and Marchyta (2022), indicating 
that well-performing e-wallets with good service can 
lead to a positive user experience. Similarly, Shang and 
Wu (2017) discovered a strong correlation between 
customer satisfaction and the continued acceptance 
of mobile wallets. Furthermore, various other studies 
(Adjie et al. 2021; Duy Phuong et al. 2020; Gupta et 
al. 2020; Hapsoro & Kismiatun, 2022; Ofori et al. 
2017; Susanto et al. 2016; Zhang et al. 2015) have 
also confirmed the positive and significant relationship 
between customer satisfaction and the sustained interest 
in utilizing e-wallets.
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possibility of data leakage can be avoided. The findings 
of this study are intended as an evaluation discussion 
and basis for decision-making by the Jayapura City 
Government to be able to provide various facilities 
that support the smooth adoption of e-wallets, such as 
the availability of an adequate internet network so that 
people can more easily operate e-wallets.  

CONCLUSIONS AND RECOMMENDATIONS

Conclusions

The study’s findings indicate that perceived 
convenience does not impact sustainable interest. 
However, perceptions of usefulness, e-service quality, 
and customer satisfaction positively and significantly 
influence sustainable interest. Furthermore, customer 
satisfaction can mediate the relationship between 
perceived convenience, perceived benefits, and 
e-service quality on the sustainable interest in utilizing 
e-wallets. 
 
Recommendations

The model explains 69% of variance in e-wallet 
adoption. To improve explanatory power, future research 
should include facilitating conditions, computer self-
efficacy, and security variables. The researcher is 
further expected to be able to collect data directly so 
that there is no distorted understanding (bias). Further 
research is expected to expand research locations, such 
as in several eastern regions of Indonesia, so that the 
results obtained will be more varied and meaningful 
for the development of science. Moreover, additional 
variables such as facility conditions, computer self-
efficacy, and security play crucial roles in adoption of 
technology.
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Customer Satisfaction Mediates the Relationship of 
E-Service Quality to Sustainable Interest

The test results show customer satisfaction can 
mediate the relationship between e-service quality 
and sustainable interest. This proves that when a user 
is satisfied with the overall e-service quality provided 
by service providers such as e-wallets optimally and 
superiorly, the user will likely decide on an interest in 
using it on an ongoing basis. Setiawan et al.  (2022) 
stated that the customer satisfaction model for users 
of e-wallet applications such as Dana is influenced by 
how good the service is provided when users make 
transactions. Therefore, e-wallets must build premium 
services and be consistent to encourage users to continue 
using e-wallets. The results of this research are in line 
with a study conducted by Ofori et al.  (2017), which 
proves that customer satisfaction can mediate the 
relationship between e-service quality and continued 
interest, meaning that the higher the level of customer 
satisfaction obtained due to e-service quality, the more 
likely users are to continue using e-wallet sustainably. 
Other studies, such as (Adjie et al. 2021; and Saidani et 
al. 2019), also found a relationship between e-service 
quality and continued interest mediated by customer 
satisfaction.

Managerial Implications 

The findings of this study are intended to discuss the 
evaluation and the basis for decision-making regarding 
e-wallet applications related to interest in adopting 
e-wallets. Recommendations that can be given are 
if the e-wallet payment system service provider can 
improve the services provided, increase the literacy of 
the people of Jayapura City regarding the operation of 
e-wallets and the urgency of using technology so that 
the people of Jayapura City are technology literate. 
In addition, the e-wallet should also provide various 
promos that can attract the interest of the people of 
Jayapura City. Finally, increasing user data security also 
needs to be considered by e-wallet service providers 
for policymakers, particularly e-wallet Payment 
Service Providers (PJSP), to deliver optimal services. 
Additionally, the Jayapura City Government should 
ensure a reliable internet network to facilitate the 
seamless and effortless adoption of e-wallets so that the 



799

Jurnal Aplikasi Bisnis dan Manajemen (JABM), 
Vol. 11 No. 3, September 2025

Cataloging Journal, 6 (3), 162.
Ashghar, S.A., & Nurlatifah, H. 2020. Analysis of the 

Influence of Perceived Ease of Use, Perceived 
Usefulness, and Perceived Risk on Desire to 
Repurchase via e-Trust and s-Satisfaction (Case 
Study of Gopay Users in MSME Transactions). 
Al Azhar Indonesian Journal Social Sciences 
Series, 1 (1), 40. https://doi.org/10.36722/jaiss.
v1i1.459

Atriani, Permadi, LA, & Rinuastuti, B.H. 2020. The 
Influence of Perceived Benefits and Ease of Use 
on Interest in Using the OVO Digital Wallet. 
Journal of Socioeconomics and Humanities, 
6 (1), 54–61. https://doi.org/https://doi.
org/10.29303/jseh.v6i1.78

Bank Indonesia. 2023. Digital Wallets on the Rise. Bank 
Indonesia. https://www.bi.go.id/id/bi-institute/
BI-Epsilon/Pages/Dompet-Digital--Naik-Daun,-
Membetot-Minat-Kala-Pandemi.aspx

Bhattacherjee, A. 2001. Understandingignformation 
systems Continuance: An Expectation-
Confirmation Model. MIS Quarterly, 25 (3), 
351–370.

Brahanta, G.P., & Wardhani, N.I.K. 2021. The Influence 
of Perceptions of Usefulness, Convenience, 
and Risk on Interest in Reusing Shopeepay in 
Surabaya. Journal of Management Science, 7 
(2), 97–108.

Chandra, AS, Rahyuda, K., Wayan, N., Suprapti, S., 
Management, J., Ekonomi, F., & Udayana, U. 
2015. The Effect of E-Servqual on Customer 
Satisfaction, Trust, and Repeat Usage, Master 
of Management Program, Udayana University, 
2008. E-Journal of Economics and Business, 
Udayana University, 06, 381–398.

Chase, R., Jacobs, F.R., & Aquilano, N. 2006. 
Operations Management for Competitive 
Advantage (11th ed.). McGraw Hill.

Chawla, D., & Joshi, H. 2019. Consumer attitudes 
and intention to adopt mobile wallets in India 
– An empirical study. International Journal of 
Bank Marketing, 37 (7), 1590–1618. https://doi.
org/10.1108/IJBM-09-2018-0256

Chi, T. 2018. Understanding Chinese consumer 
adoption of apparel mobile commerce: An 
extended TAM approach. Journal of Retailing 
and Consumer Services, 44 (July), pp. 274–284. 
https://doi.org/10.1016/j.jretconser.2018.07.019

Daragmeh, A., Sági, J., & Zéman, Z. 2021. Continuous 
intention to use e-wallet in the context of the 
COVID-19 pandemic: Integrating the health 

REFERENCES

Adjie, M., Mt, P., & Sukresna, M. 2021. The Influence 
of Service Quality, Perceived Value, and 
Perceived Usefulness on Continuous Interest 
with Consumer Satisfaction as an Intervening 
Variable (Study of OVO Digital Wallet (e-Wallet) 
Users in Semarang City). Diponegoro Journal of 
Management, 10 (1), 1–11. http://ejournal-s1.
undip.ac.id/index.php/dbr

Agustino, L., Ujito, & Yousida, I. 2021. The Influence 
of Promotion, Perceived Convenience, and 
Perceived Benefits on Interest in Using E-Wallets 
with Trust as a Mediating Variable among 
E-Wallet Users in Banjarmasin City. Kindai, 17 
(3), 401–422. https://doi.org/10.35972/kindai.
v17i3.631

Aji, HM, Berakon, I., & Md Husin, M. 2020. COVID-19 
and e-wallet usage intention: A multigroup 
analysis between Indonesia and Malaysia. 
Cogent Business and Management, 7 (1). https://
doi.org/10.1080/23311975.2020.1804181

Aji, HM, Berakon, I., & Riza, A.F. 2020. The effects of 
subjective norms and knowledge about usury on 
intention to use e-money in Indonesia. Journal 
of Islamic Marketing, 12 (6), 1180–1196. https://
doi.org/10.1108/JIMA-10-2019-0203

Amoroso, D., & Lim, R. 2017. The mediating effects 
of habit on continuance intention. International 
Journal of Information Management, 37 
(6), 693–702. https://doi.org/10.1016/j.
ijinfomgt.2017.05.003

Antaranews. 2022. LinkAja: The increase in digital 
transactions is not only happening in Jakarta. 
Antaanews. https://www.antaranews.com/
berita/3017077/linkaja-peningkatan-transaksi-
digital-tak-only-terjadi-di-jakarta

APJII. 2021. Indonesian Internet Profile 
Survey. https://apjii.or.id/survei/
surveiprofilinternetindonesia2022-21072047

Ariana, R.R., Hufron, M., & Basalamah Ridwan, M. 
2020. The Influence of Perceived Ease of Use 
and Perceived Benefits on Interest in Reusing 
Ovo Electronic Money with Brand Awareness 
as an Intervening Variable. E – Journal of 
Management Research Management Product, 9 
(20), 118.

Ariani, F., Bachri, S., & Suardi. 2018. The Influence 
of E-Service Quality on Customer Satisfaction, 
Trust, and the Impact on Repeat Usage in Bni 
Mobile Banking at the Palu Branch Office. 



800

Jurnal Aplikasi Bisnis dan Manajemen (JABM), 
Vol. 11 No. 3, September 2025

Hair, J.F., Black, W.C., Babin, B.J. and Anderson, R.E. 
2010 Multivariate Data Analysis. 7th Edition, 
Pearson, New York.

Hakim, S.H., Rahman, A., & Syafii, M. 2022. Analysis 
of factors influencing the use of e-wallet in North 
Sumatra. Owner, 6 (2), 1171–1183. https://doi.
org/10.33395/owner.v6i2.566

Hapsoro, B.B., & Kismiatun. 2022. The Effect of 
Perceived Ease of Use, Perceived Usefulness, 
and Perceived Security on E-Wallet Continuance 
Intention of Shopeepay Through E-Satisfaction 
Article Information. Management Analysis 
Journal. http://maj.unnes.ac.id

Humbani, M., & Wiese, M. 2019. An integrated 
framework for adopting and maintaining 
intention to use mobile payment apps. 
International Journal of Bank Marketing, 37 
(2), 646–664. https://doi.org/10.1108/IJBM-03-
2018-0072

Hutami, L.T.H., & Septyarini, E. 2018. Millennial 
Generation Electronic Wallet Use Intentions in 
Three Indonesian "Unicorn" Startups Based on 
TAM Modifications. Journal of Management, 8 
(2), 135–145.

Innayah E.P, Ekowati V.M., Supriyanto A.S., Masyhuri, 
Johari F.B. 2022. Electronic Word-Of-Mouth 
(E-WOM) In Social Media As A Predictor Of 
Investment Intention In Capital Market. Jurnal 
Aplikasi Manajemen, 20(4), 753–767. Malang: 
Universitas Brawijaya. DOI: http://dx.doi.
org/10.21776/ub.jam.2022.020.04.01

I price. 2019. Who is the Most Popular E-Wallet 
Application in Indonesia? I price. Co.Id. 
https://iprice.co.id/insights/id/digital-economy/
application-e-wallet-indonesia-2019/

I price. 2020. Local E-Wallets Still Dominate Q2 2019-
2020. I price. Co.Id. https://iprice.co.id/insights/
id/digital-economy/application-e-wallet-
indonesia-2020/

Jayaputra, R., & Kempa, S. 2022. The Influence of 
E-Service Quality and E-Trust on Repurchase 
Intention through E-Customer Satisfaction 
among Shopee Food Users. AGORA Journal, 10 
(1).

Jugiyanto, H.M., 2008. Behavioral Information 
Systems. Publisher Andi Offest.

Juniwati, J. 2015. The Influence of Perceived Ease 
of Use, Enjoyment and Trust on Repurchase 
Intention with Customer Satisfaction as 
an Intervening in Online Shopping (Study 
on Students at Tanjungpura University, 

belief model (HBM) and technology continuous 
theory (TCT). Journal of Open Innovation: 
Technology, Markets, and Complexity, 7 (2). 
https://doi.org/10.3390/joitmc7020132

Davis, F.D. 1989. Perceived usefulness, perceived 
ease of use, and user acceptance of information 
technology. MIS Quarterly: Management 
Information Systems, 13 (3), 319–340. https://
doi.org/https://doi.org/10.2307/249008

Duy Phuong, N.N., Luan, L.T., Van Dong, V., & Le 
Nhat Khanh, N. 2020. Examining customers' 
continuity intentions towards e-wallet usage: 
The emergence of mobile payment acceptance in 
Vietnam. Journal of Asian Finance, Economics 
and Business, 7 (9), 505–516. https://doi.
org/10.13106/JAFEB.2020.VOL7.NO9.505

Ekowati, V. M., Sabran, S., Supriyanto, A.S., Pratiwi, 
V. U., Masyhuri, M. 2021. Assessing the impact 
of empowerment on achieving employee 
performance mediating role of information 
communication technology. Quality – Access to 
Success journal, 22 (184), 211-216. 

Faruq, M. A., Yuliana, I., and Ekowati, V. M. 2024. 
Decision Paying Zakah Based on Religiosity 
and Income: Mediating Role of Awareness. 
Jurnal Aplikasi Manajemen, 22 (4), 1001–523. 
Malang: Universitas Brawijaya. DOI: http://
dx.doi.org/10.21776/ub.jam.2024.022.04.06.

Foroughi, B., Iranmanesh, M., & Hyun, S.S. 2019. 
Understanding the determinants of mobile 
banking continuity usage intention. Journal of 
Enterprise Information Management, 32 (6), 
1015–1033. https://doi.org/10.1108/JEIM-10-
2018-0237

Francisco, L.-C., Muñoz-Leiva, F., & Rejón-Guardia, 
F. 2013. The determinants of satisfaction 
with e-banking. Industrial Management and 
Data Systems, 113 (5), 750–767. https://doi.
org/10.1108/02635571311324188

GoodStats. 2022. These are the 10 E-Wallets Most 
Often Used by Indonesian People in 2022. 
https://goodstats.id/article/ini-10-e-wallet-yang-
paling-sering-dipakai-community-indonesia-
M4TA4

Gupta, A., Yousaf, A., & Mishra, A. 2020. How 
pre-adoption expectations shape post-
adoption continuance intentions: An extended 
expectation-confirmation model. International 
Journal of Information Management, 52 (April 
2019), 102094. https://doi.org/10.1016/j.
ijinfomgt.2020.102094



801

Jurnal Aplikasi Bisnis dan Manajemen (JABM), 
Vol. 11 No. 3, September 2025

Nurzanita, R., & Marlena, N. 2020. The influence 
of perceived benefits on using GoPay in 
Surabaya with trust as an intervening variable. 
ACCOUNTABLE: Journal of Accounting and 
Finance, 17 (2), 277–288.

Ofori, K.S., Boateng, H., Okoe, A.F., & Gvozdanovic, 
I. 2017. Examining customers' continuity 
intentions towards Internet banking usage. 
Marketing Intelligence and Planning, 35 (6), 
756–773. https://doi.org/10.1108/MIP-11-2016-
0214

Olivia, M., & Marchyta, N. K. 2022. The Influence of 
Perceived Ease of Use and Perceived Usefulness 
on E-Wallet Continuance Intention: Intervening 
Role of Customer Satisfaction. Journal of 
Industrial Engineering, 24 (1), 1–9. https://doi.
org/10.9744/jti.24.1

Othman, A., & Owen, L. 2001. Managing and 
Measuring Customer Service Quality in 
Islamic Banks: A Study of the Kuwait Finance 
House. Islamic Perspectives on Wealth 
Creation, 3 (1), 69–83. https://doi.org/10.3366/
edinburgh/9780748621002.003.0005

Pangestu, M. A., & Sukresna, I. M. 2021. Pengaruh 
Kualitas Pelayanan, Persepsi Nilai, Dan Persepsi 
Kegunaan, Terhadap Minat Berkelanjutan 
Dengan Kepuasan Konsumen Sebagai 
Variabel Intervening. Diponegoro Journal of 
Management, 10(1), 1-11. http://ejournal-s1.
undip.ac.id/index.php/dbr

Phuong, H. L. C., Anh, L. H., & Ab Rashid, A. A. 2020. 
Factors Influencing Car Purchasing Intention: A 
Study among Vietnamese Consumers. Journal of 
the Society of Automotive Engineers Malaysia, 
4(2), 229–252. https://doi.org/10.56381/jsaem.
v4i2.42

Pratiwi, L., Sunaryo, S., & Mugiono, M. 2021. E-service 
quality's effect on e-loyalty is mediated by 
e-trust and brand image variables. International 
Journal of Research in Business and Social 
Science (2147- 4478), 10 (6), 56–62. https://doi.
org/10.20525/ijrbs.v10i6.1364

Purba, M., Samsir, & Arifin, K. 2020. The influence of 
perceived ease of use, perceived usefulness, and 
trust on satisfaction and intention to reuse the 
OVO application among postgraduate students 
at Riau University. Press Journal of Business 
Management, XII (1), 151–170. https://jtmb.
ejournal.unri.ac.id/index.php/JTMB/article/
download/7857/6788

Pontianak). Journal of Business Economics 
and Entrepreneurship, 4 (1), 140. https://doi.
org/10.26418/jebik.v4i1.11465

Kasmir. 2017. Excellent Customer Service: Theory and 
Practice. PT Raja Grafindo Persada.

Kotler, P., & Keller, K. L. 2016. Marketing Management 
(12th ed.). PT. Index.

Kumar, A., Adlakaha, A., & Mukherjee, K. (2018). 
The effect of perceived security and grievance 
redressal on continued intention to use M-wallets 
in a developing country. International Journal of 
Bank Marketing, 36 (7), 1170–1189. https://doi.
org/10.1108/IJBM-04-2017-0077

Kusumawardhani, D.A., & Purnaningrum, E. 
2021. Distribution of digital wallet users in 
Indonesia based on Google Trends Analytics. 
Innovation: Journal of Financial Economics And 
Management, 17 (2), 377–385.

Mandasari, C.S., & Giantari, IGAK 2017. The Influence 
of Perceived Usefulness, Perceived Ease of 
Use, and Service Quality on Satisfaction to 
Build Loyalty. Udayana University Economics 
and Business E-Journal, 10, 3637. https://doi.
org/10.24843/eeb.2017.v06.i10.p08

Moslehpour, M., Pham, V. K., Wong, W. K., & 
Bilgiçli, I. 2018. E-purchase intention of 
Taiwanese consumers: Sustainable mediation of 
perceived usefulness and perceived ease of use. 
Sustainability (Switzerland), 10 (1). https://doi.
org/10.3390/su10010234

Mulyapradana, A., & Anjarini, A.D. 2020. The 
Influence of Service Quality on Loyal Customer 
Satisfaction. Journal of Sharia Economics and 
Economics, 3 (1), 26–38. https://doi.org/https://
doi.org/10.36778/jesya.v3i1.115

Nasri, W., Lanouar, C., & Allagui, A. 2013. Expanding 
the Technology Acceptance Model to Examine 
Internet Banking Adoption in Tunisia Country. 
International Journal of Innovation in the Digital 
Economy, 4 (4), 61–81. https://doi.org/10.4018/
ijide.2013100104

Nawawi, H.H. 2020. Use of E-wallets among Students. 
Emics, 3 (2), 189–205. https://doi.org/10.46918/
emik.v3i2.697

Nugroho. 2015. The Influence of Service Quality, 
Service Product Quality, and Service Product 
Prices on Customer Satisfaction and the Impact 
on Telkomsel Prepaid Customer Loyalty. Journal 
of Chemical Information and Modeling, 53 (9), 
1689–1699.



802

Jurnal Aplikasi Bisnis dan Manajemen (JABM), 
Vol. 11 No. 3, September 2025

Sandy, E., & Firdausy, C.M. 2021. The Influence of 
Perceived Usefulness, Perceived Ease of Use 
and Trust on Consumer Interest in Reusing Go-
Pay in the City of Jakarta. Journal of Business 
Management and Entrepreneurship, 5 (1), 22. 
https://doi.org/10.24912/jmbk.v5i1.10275

Setiawan, A., Maria, B., Endriyati, F.E., Wijanarko, 
M.F., & Marlia, S. 2022. Dana E-Wallet 
Application User Satisfaction Model. Journal 
of…, 6 (4), 6865–6874. http://journal.upy.ac.id/
index.php/pkn/article/view/4305

Shang, D., & Wu, W. 2017. Understanding mobile 
shopping consumers' continuity intention. 
Industrial Management and Data Systems, 117 
(1), 213–227. https://doi.org/10.1108/IMDS-02-
2016-0052

Silaen, E., & Prabawani, B. 2018. The Influence 
of Perceived Ease of Using E-Wallets and 
Perceived Benefits and Promotions on Intention 
to Repurchase Ovo E-Wallet Balances. Journal of 
Business Administration, 8 (4), 1–9. https://doi.
org/https://doi.org/10.14710/jiab.2019.24834

Solimun, & Fernandes, A. A. R. (2017). Investigate the 
instrument validity consistency between criterion 
validity and unidimensional validity (case study 
in management research. International Journal 
of Law and Management, 59(6), 1-10. https://
doi.org/10.1108/IJLMA-09-2016-0076.

Sukma, E.A., Hadi, M., & Nikmah, F. 2019. Effect 
of Technology Acceptance Model (TAM) And 
Trust Towards Intention Of Instagram Users. 
Journal of Economics and Business Research, 4 
(2), 112–121.

Susanto, A., Chang, Y., & Ha, Y. 2016. Determinants 
of continuance intention to use the smartphone 
banking services: An extension to the expectation-
confirmation model. Industrial Management and 
Data Systems, 116 (3), 508–525. https://doi.
org/10.1108/IMDS-05-2015-0195

Venkatesh, V., & Davis, F.D. 2000. A Theoretical 
Extension of the Technology Acceptance Model. 
Management Science February, May 2014, 186–
204.

Wang, W.T., Ou, W.M., & Chen, W.Y. 2019. The impact 
of inertia and user satisfaction on the continuance 
intentions to use mobile communication 
applications: A mobile service quality 
perspective. International Journal of Information 
Management, 44 (May 2018), 178–193. https://
doi.org/10.1016/j.ijinfomgt.2018.10.011

Purnama, M.P., & Devilia, S. 2022. The Influence of 
Perceived Usefulness, Perceived Ease of Use, 
and Perceived Risk on Continuance Intention 
at E-Wallet DANA in Bandung. Budapest 
International Research and Critics Institute-
Journal (BIRCI-Journal), 5 (3), 20305–20319. 
https://www.bircu-journal.com/index.php/birci/
article/view/6048

Putri, A.P.S., & Oktaroza, M.L. 2022. Bandung 
Conference Series: Accountancy The Influence of 
Data Security and E-Service Quality on Interest 
in Using Peer to Peer Lending . 2 (1), 547–553. 
https://doi.org/10.29313/bcsa.v2i1.1942

Rahi, S., Khan, M.M., & Alghizzawi, M. 2021. 
Extension of technology continuance theory 
(TCT) with task technology fit (TTF) in the 
context of Internet banking user continuity 
intention. International Journal of Quality and 
Reliability Management, 38 (4), 986–1004. 
https://doi.org/10.1108/IJQRM-03-2020-0074

Rantung, H.M., Tumbuan, W.J.F.A., & Gunawan, E.M. 
2020. The Determinants Influencing Behavioral 
Intention to Use E-Wallet During the Covid-19 
Pandemic in Manado Factors Influencing 
Behavioral Intention to Use E-Wallet During 
the Covid-19 Pandemic in Manado. 352 EMBA 
Journal , 8 (4), 352–360.

Ratu, I.K., Fasa, M.I., & Suharto. 2022. Increasing 
Server-Based Electronic Money Payment 
Transactions During the Covid-19 Pandemic 
Based on a Sharia Perspective. An-Nisbah: 
Journal of Islamic Banking, 3 (1), 63–82. https://
doi.org/10.51339/nisbah.v3i1.405

Rusydi, A.F., Ridwan, M., Ekowati, V.M., Supriyanto, 
A.S., Johari, F.B. 2024. Customer Loyalty Based 
On Service Quality, Banking Image, and Fairness 
Mediating Role Of Customer Satisfaction. Jurnal 
Aplikasi Bisnis dan Manajemen, 10(3),  717-
726.

Safitri, B.A.D., & Azizah, N. 2021. The Influence of 
E-Service Quality and Enjoyment on Repeat 
Usage of Gopay E-Wallet through Trust in the 
Millennial Generation in Surabaya. Journal of 
Syntax Admiration, 2 (2), 6.

Saidani, B., Lusiana, L.M., & Aditya, S. 2019. Analysis 
of the Influence of Website Quality and Trust on 
Customer Satisfaction in Forming Repurchase 
Interest in Shopee Customers. 10 (2), 425–444. 
https://doi.org/http://doi.org/10.21009/JRMSI



803

Jurnal Aplikasi Bisnis dan Manajemen (JABM), 
Vol. 11 No. 3, September 2025

Zhu, D., Lan, L.Y., & Chang, Y.P. 2017. Understanding 
the Intention to Continue Use of a Mobile 
Payment Provider: An Examination of Alipay 
Wallet in China. International Journal of 
Business and Information, 12 (4), 369–390. 
https://doi.org/10.6702/ijbi.2017.12.4.2

Zeithaml, V., Mary, J. B., & Dwaynde, D. G. 2009. 
Services Marketing-Integrating. Customer Focus 
Across the Firm. The McGraw Hill Companies.

Zhang, H., Lu, Y., Gupta, S., & Gao, P. 2015. 
Understanding group-buying websites 
continuity. Internet Research, 25 (5), 767–793. 
https://doi.org/10.1108/intr-05-2014-0127


